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local boy 
makes good 


business 


... via SPOT TV 


He emcees the area’s most popular live local 

variety show at noontime. He talks with inter- 

oe, fee Raicigh Durnam ‘ational V.I.P.’s and local garden wizards . . . 

+. Bakersfield Los Angeles . Rochester keeps his viewers up-to-date on news, on their 

a = ; Miami : eacramente, _—_— toes with exercises and health tips. And sends 

... Chicago : _ Milwaukee ¢ San Diego § them out to buy everything from wieners to 

sseeesessoeee Dallas ee ne ‘ “Shreveport vacuum cleaners the minute the show’s over! 
.+» Flint—Bay City 2 Nashville : 

Fort Wayne - He’s another good reason why so many na- 


vseeee Harrisonburg Oklahoma City : i tional advertisers make Spot TV their basic 
peses ... Houston WNEP-TV .. Wilkes-Barre—Scranton es ° 
advertising medium. 


Television Division 


Edward Petry & Co., Inc. 


The Original Station Representative 
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CALIFORN 


Use nighttime popularity as your programming guide, and youll 


head West every time! What better program fare to capture th 
important daytime audiences for your station? The best Westen 
series available, first-run-off-the-network, is THE CALIFORNIAN 
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A division of 
CALIFORNIA NATIONAL PRODUCTIONS, IN 


New York, N.Y. © Burbank, Cal 
Fremantle of Canada, Ltd., Montreal-Toront 
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PUTMAN AT TEE TY 


SPOT SETS THE PACE 


While all video billings soar, fall promises most 
increase in flexible national spot 


SPOT ADVERTISERS 


A complete listing of their agencies, advertising 
managers and account executives 


LEADER OF THE BAND 
Speidel gives full credit to television for its 
domination of the watchband field 


PSYCHOLOGICAL SALE 


Kids eat up “Cooky and the Captain” while parents 
rush to buy Midland’s Harvest bread 


PROGRAM DOCTOR 


Specialist prescribes fare to help popularize the 
local schedules of CBS-TV stations 


SMALL-MARKET BONANZA 


Buyers discover that many one-station areas offer 
important sales pluses at low cost 


DEPARTMENTS 


6 Publisher’s Letter 85 Film Report 


Report to the readers Round-up of news 


15 Tele-scope 
What's ahead behind the scenes 101 Spot Report 
Digest of national activity 


18 Letters to the Editor 


The customers always write 


108 Audience Charts 


Who watches what 
23 Business Barometer 


Measuring the trends 


139 In the Picture 
27 Newsfront Portraits of people in the news 
The way it happened 


79 Network Program Chart 140 In Camera 
Listing of shows for August The lighter side 
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in every! $tirvey fay 
4 years. } 
Indianapolis, Indian 
and the nation!) 
market serves alm 
and-a-half million 
with over four bili 
of effective buying) 
people who alwaysiip 
to WISH-TV for |e 


Sources: ARB, Nid 
Sales Management, May 
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IN MARKET AFTER MARKET AFTER MARK.F 


“ 





ideas ICEE'S COLLIE 


the sponsor’s best friend 


LASSIE 

is still 

outstripping all competition 
in its sixth 

record-breaking year 

on the network. 


As JEFF’S COLLIE, it is 
the best friend too 
of the local sponsor. 


Now the SECOND YEAR 
of JEFF’S COLLIE 
is available locally. 


For your market, 
wire or phone collect today. 


>INDEPENDENT 
STELEVISION 
> CORPORATION 


488 MADISON AVENUE « NEW YORK 22 ¢ PLAZA 5-2100 
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Shi Maine 




















ul 


ARB uncovers a 


change in Bangor, too. 


(And ours is out in the open.) 


Comparisons of May ‘58 
ARB and May ‘59 ARB. 


MONDAY THRU FRIDAY 
Sign On To Noon... 


Channel 2 Increased Its 
Share of Audience by 15.6% 
Station “B” Decreased Its 
Share of Audience by 4.0% 


Noon To 6 PM... 


Channel 2 Increased Its 
Share of Audience by 2.9% 
Station “B” Decreased Its 
Share of Audience by 2.9% 


6 PM To Midnight .. . 


Channel 2 Increased Its 
Share of Audience by 9.5% 
Station “B” Decreased Its 
Share of Audience by 10.0% 


SUNDAY THRU SATURDAY 


6 PM To Midnight .. . 


Channel 2 Increased Its 
Share of Audience by 4.8% 
Station “B” Decreased Its 
Share of Audience by 5.2% 


Ask your Weed TV man about 
the “increasingest” station in 
Maine . . . Northern New Eng- 
land’s fastest growing market. 


A MAINE BROADCASTING 


SYSTEM STATION 


WLBZ-TV—(2), Bangor 
WCSH-TV—(6), Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 


TvB and Fort Wayne 


What may very well become one of the most important services 
performed by the Television Bureau of Advertising is the year-long 
project it has undertaken to plan the television advertising for Patter. © 
son Fletcher, specialty store in Fort Wayne, Ind. 

The picture is this: More than a year ago Patterson Fletcher asked 
TvB to submit a possible advertising program for the store. As a 
result of this request, the trade organization recommended a pre 
Christmas plan to be followed by a year-round television promotion, 

When Howard P. Abrahams, TvB vice president, retail sales, 
checked on the results from the pre-Christmas campaign, he found 
store officials enthusiastic over the success of the program and eager 
to go ahead with the one-year plan. 

Dwight Shirey, president of the store, and Reid Chapman, vice 
president and general manager of WANE-TV, the Corinthian station at 
Fort Wayne, worked out a cooperative program with Norman E. Cash, 
president, Mr. Abrahams and other TvB executives through which 
the store would open its books to the trade organization, revealing 
such usually secret information as sales records, inventories and 
advertising budgets. As the television program goes into operation 
this fall, results will also be available, giving the trade organization 
and television generally proof in sales volume of the effectiveness of 7 
carefully planned tv. 

Since Patterson Fletcher is a major retail outlet billing in the ® 
neighborhood of $1.5 million annually and specializing in men’s 
clothing but including a large and expanding women’s department 
as well, these results will be most interesting to a major segment of 
the nation’s retail outlets. 

The department-store and clothing-store field was for some time 9 
a rather spectacular holdout against the sight-and-sound techniques 
of television. Until two or three years ago tv had scarcely made a) 
dent in this seemingly impenetrable newspaper stronghold. 

In the past few years tv has made important gains. More and more§ 
progressive merchants have been using television. One success has 
led to another, and as merchants and television executives alike have 
come to be more skillful in tv techniques, the number of soft-goods 
retailers using tv has snowballed. 


Important Breakthrough 


The Fort Wayne experiment may well be the atomic bomb that 
blasts this print-media fortress once and for all. 

Here is a company that is willing to lay its cards on the tab 
for all to see. The results of its television experiment will be followet 
closely, not only by the television trade press, but more importantl 
by the so-far-skeptical clothing-store and department-store trade pres 
as well. 

Given this chance, we feel that television will prove its total sit 
periority as a sales medium. And with proof of these proportions he 
alert advertising managers of the highly competitive outlets in this 
field may be expected to put larger and larger shares of their budgets 


into the sight- and-sound medium. 
Cordially, My fal 
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NOW... 


STORIES THAT 


ES 
THE MEN 


WHO RUN 


ORGANIZED 
CRIME! 


“THIS M 


An entirely 

NEW KIND OF 

LAW ENFORCEMENT 
AGENCY... 
pledged to destroy 





those who prey upon 
the weak, helpless, 
ignorant and poor! 
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Selevtstore . 
as Col. Frank Dawson 
- Chief of Law Enforcement. 












NIELSEN gives WNEM- 
TV 76% of all quarter- 
hours measured! 3 out 
of every 4 competitive 
quarter-hours go to 
WNEM-TV hands down! 


WNEM-TV 
Station ‘’F’ 
Station “’L”’ 
Competitive 
quarter-hours 
*NSI, February, 1959 


WNEM-TV Covers* and 
SELLS a 25-County East- 
ern Michigan Market. 


Population 1,144,200 
Families 327,000 
TV Homes 299,600** 
Effective Buying Income 

; $1,861,366,000 
Gross Farm 

Income 253,424,000 
Retail Sales 1,274,732,000 
Food Sales 305,480,000 
Drug Sales 47,554,000 
Automotive Sales 276,727,000 
Gas Station Sales 123,816,000 


* Copyright, 1959, Sales Man- 
agement Survey of Buying 
Power; further reproduction 
not licensed. 

**Television Magazine, May, 
1959 


THE ONE DOMINANT FORCE 
IS FIVE, OF COURSE! 











In the Great Saginaw Valley and the Metropol- 


itan Hub of Flint-Saginaw-Bay City-Midland 


WNEM-TV 
oe. 


CENTRAL STUDIOS & OFFICES NATIONAL SALES OFFICE & STUDIOS 
5700 Becker * Saginaw, Mich Bishop Airport * Flint, Mich 
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Arprise Guest Stars * A Brynaprod Producti0 


[HE BIGGEST, RICHEST SEA 
BROUGHT TO TELEVISION! 
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WHAT’S AHEAD BEHIND THE SCENES Te le - SCOp e 


Election Campaigns 

With the 1960 election drives virtually around the 
corner, activity has begun among the major parties to line 
up video-minded agencies to handle their campaigns. 
Democratic National Committee chairman Paul Butler re- 
cently interviewed a group of Madison Avenue firms, in- 
cluding spot-conscious Kastor, Hilton, Chesley, Clifford & 
Atherton, Inc., which has handled various local Demo- 
cratic campaigns in the past. 


Regional Clients Invest in New Shows 

A number of major regional advertisers have made fall 
commitments for new syndicated programs. NTA Pro- 
gram Sales (which recently concluded a 100-market sec- 
ond-year renewal with Budweiser for U. S. Marshal) has 
sold Grand Jury to D-X Sunray Oil Co. in a 44-market 
spread. It’s understood that D-X is looking for additional 
time and stations. Three other regionals have picked up 
Independent Television Corp.’s Four Just Men: Schaefer 
beer in nine northeast markets, Standard Oil of Texas in 
11 markets in the southwest, and an unnamed midwest ad- 
vertiser in approximately 20 markets. Four Just Men has 
also been sold to the Canadian Broadcasting Corp., and 
company officials estimate that total overseas deals for the 
program will amount to $15,000 per half-hour. 


Stocking Up on Tv 

Supp-Hose, the elasticized stockings made by Kayser- 
Roth Hosiery Corp., has fall plans considerably greater 
than last year’s. (In 1958, it used about 10 spot markets 
late in the year.) Beginning in late September, it will run 
spots in 21 markets, using filmed minutes, in addition to 
network buys of The Jack Paar Show, Young Dr. Malone 
and Treasure Hunt. Daniel & Charles, Inc., New York, is 
the agency ; Bernice Gutmann, media director, is the buyer. 


More ID’s Bought 

While there were more ID’s in 1958 than ever before, 
the total still amounts to only 11.1 per cent of the $512 
million which went into spot tv in 1958. The $57 million 
spent for ID’s was 16.3 per cent more than the $49 million 
spent in 1957, which, in turn, was 4.4 per cent more than 
the $47 million spent in 1956. Number of companies buy- 
ing $50,000 or more worth of ID’s jumped from 155 in 
1956 to 189 in 1958. 


Overseas Production Step-Up 

The appointment of Leslie T. Harris as managing di- 
rector of Independent Television Corp.’s newly created 
International Teievision Production Division may easily 
presage a new, and perhaps continuing, emphasis on over- 
seas production. Mr. Harris, formerly a vice president of 
CBS Films, will set up offices in London with Associated 
TeleVision, Ltd., which, with Jack Wrather, is an owner 
of ITC. Mr. Harris will continue to maintain a close rela- 


tionship with CBS-TV in overseas program development 
in conjunction with ATV, since that firm is one of the 
principal buyers of CBS-TV’s programs in the foreign 
market. CBS Films will name a successor in the “near 
future.” 


New Cartoons Spur New Cartoons 

New cartoons made expressly for television have found 
a receptive audience and receptive buyers. It appears 2» 
though the success of the vehicles has spurred still more 
production of animated shows. Terrytoons, a division of 
CBS Films, has placed into production a new series, Deputy 
Dawg, as a half-hour animated program made for ty. It is 
aimed for national or network sale. Some recent cartoon 
successes: Jayark Films’ Bozo the Clown, Trans-Lux Ty's 
Felix the Cat and Screen Gems’ Huckleberry Hound. 


Student Supplies 

Video’s adaptability to different-sized budgets and mar- 
keting plans is well illustrated by the upcoming back-to- 
school campaigns of various makers of pens and pencils. 
Paper-Mate is using a number of network shows, Scripto 
and Sheaffer are buying spot schedules (see Spot Report), 
and Wearever, made by David Kahn, Inc., is using co-op 
spot in conjunction with local drug and department stores. 
While a very few markets might be bought nationally, most 
of the Wearever activity will be on the local level. Philip 
Klein Advertising, Inc., Philadelphia, is the Kahn agency: 
Allan Kalish is the tv-radio director. 


MGM-TV: New Syndicated Program Source 

It appears as though the latest company to watch in the 
television program distribution field is MGM-TV. With 
The Thin Man as its initial offering in syndication, the 
company is currently considering several properties now 
on the drawing boards which would be produced expressly 
for the market-by-market route. Thinking of MGM-T\ 
officials is that it would be pointless to go into syndication 
without first being assured a continual flow of new product. 
The Thin Man, which ran on NBC-TV for two years, con- 
sists of 72 episodes. The first 39 are being offered to sta- 
tions and regional advertisers. 


Porgy Gross Determines Package Price 

Speculation over when and if ever the Samuel Goldwyn 
package of over 50 features will hit tv screens was touched 
off anew last week as the latest Goldwyn movie, Porgy and 
Bess, continued to register impressive box-office grosses. 
Trade speculation is that if the latest Goldwyn venture fails 
to bring back its cost, prices on the features available to 
tv will be reduced considerably. At present, it’s under- 
stood that Mr. Goldwyn is asking close to $150,000 a pic- 
ture just for domestic tv rights. The commercial success 
or failure of Porgy and Bess will not be known for close 
to a year, however. 
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BALANCE! The CBS Owned stations devote the same care and production values to pro # me 
grams in the public interest as they do to their entertainment schedules. 
As proof: since the beginning of the year, news, information and education programs on 


the five stations have won a total of 36 awards, plaques and honorable mentions. 

To cite but a few : . . of three Sigma Delta Chi television journalism awards, two went tp 
CBS Owned stations. Five local “Emmys” (including a Special Station Achievement award) 
went to CBS Owned stations for public affairs programming. Four awards and honorable 























mentions given by the Ohio State University Institute for Education by Radio-Television 
...a Sylvania award . ..a National Headliner Silver Medallion . . . and so on. 
Unquestionably, it is the continuing commercial success of CBS‘Owned stations’ entertain- 
ment schedules which makes possible the major-budget community service programs that 
attract large audiences. And thus insures the program balance—entertainment and informa- 
tion in generous measure—indigenous to WCBS-TV, NEW YORK; KNXT, LOS ANGELES; WBBM-TV, 


CHICAGO; WCAU-TV, PHILADELPHIA; KMOX-TV, ST. LOUIS. CBS TELEVISION STATIONS 
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KBOI-TV 


CBS-CHANNEL 2 
BOISE, IDAHO 


National Representatives 
PETERS, GRIFFIN, WOODWARD, INC. 
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Live Up to the Rules 

I strongly endorse your “Letter 
from the Publisher” appearing in the 
June lst issue. It is the policy and rule 
of our agency to comply strictly with 
the Standards of Practice of the 
AAAA, and we actively support the 
NAB Television Code. 

As head of our radio and television 
department, I have instructed my men 
not only to live up to the rules but 
also always to remember that stations 
are in business not only to provide 
the best service but as an important 
team-mate of the agency. It is this 
team, working together, that can pro- 
vide the best dollar-value air time to 
our clients. The station can also be 
one of our best salesmen in selling 
our clients continual and additional 
air time. We should each recognize 
the rules which govern this dual op- 
eration. We should always work to- 
gether and settle any questions by in- 
telligent thinking and personal con- 
tact... 

Epmunp H. Rocers 
Gray & Rogers 
Philadelphia 


Code Board Membership 

We have read, with interest, your 
editorial on code support and agree 
with you. However, the Code Review 
Board makes it almost impossible for 
an agency to comply with its recom- 
mendations. 

1. They do not have agency or ad- 
vertiser members as a part of the Code 
Advisory Board. This is essential to 
get the support and thoughts as to the 
needs of the agency and advertisers. 

2. The Code Board’s line of com- 
munication is terrible. Agencies have 
extreme difficulty securing informa- 
tion as to Code Board stipulations and 
requirements. 

3. Many of their rules are ill-con- 
ceived and done without proper con- 
sideration for the agency, the adver- 
tisers or the public. For example, a 
local daytime one-hour advertiser is 


limited to seven minutes of com. 

mercial time, whereas the station may 

use 12 minutes of commercia! time for 
a national spot. 

R. J. Scorr 

R. Jack Scott, Ine, 

Chicago ¥ 


Cooperation a ‘Must’ 

Re Sol Paul’s excellent editorial on 
the necessity for advertising agencies 
to support the NAB Television Code, 
obviously agencies must cooperate 
because, as Mr. Paul aptly stated, 
“sound practices are good business.” 

I am sure the AAAA would wel- 
come recommendations of the NAB 
Television Code Review Board re 
garding the agency abuses cited in 
your editorial, as well as stations’ ac 
ceptance of advertising termed unac- 
ceptable by the same board. 

AL FIEGEL 

Vice President and Radio-Tv 
Director 

Ackerman Associates 


Oklahoma City 


3,243 Feature Films 

WMTW-TV, transmitting from the 
summit of Mt. Washington, N. H., 
recently purchased the Paramount 
library from MCA. With this acquisi- 
tion, station feature count jumped to 
3,243. Contracts now include 700 
MGM’s, 700 Paramounts, 697 Warner 
Bros., 742 RKO-Radios, 163 post-48 
UAs, 50 Critics Award Group, 58 
NTA Champagnes, 81 Movielands 
from UAA and 52 Constellation 
Group titles. 

To the best of our knowledge, no 
station in the country can equal this 
feature-film count. 

BRIAN A. HIGGINS 
Film Buyer, Director 
wMtTw-Tv Poland Spring, Me 


Fable Writer 
Got a tremendous kick out of the 
pay-tv fable in your latest issue! The 
author rates a byline at the very least 
Who wrote it? 
S. J. FRoLIcK 
Senior Vice President™ 
Fletcher Richards, Calkins & 
Holden 
Note: No bylines for staff-written pieces i) 


TV AGE. But, since you ask, credit goes t0% 
associate editor Don Dunn. 
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A powerful filin library of dra 
exploit of America’s favorite here 
from educators and teachers eve 
and children. Sponsors report tre 
ROBIN HOOD PROMOTIONS ARE 
Over 33 approved and popular tié 
make this one of the most importe 





hard Greene...a proven success 
S on network...now available in 


iting episodes for strip programming! 


lramatic adventures...each one a different 
e hero! This great show has won critical acclaim 
everywhere... hearty approval from parents 
tremendous rewards in sales and brand identification. 
ARE READY AND WAITING! 
ar tie-in promotional items built around Robin Hood 
portantly promotable shows ever presented! 
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what a feather in your cap 
yu strip-program Robin Hood 














Response to Robin Hood* has 
been proved in four success- 
ful years of network. Now, ‘ 
top, ARB ratings give Robin uc 
Hood a terrific send-off for kc 
syndication...with ratings 





still going up! =a Reaction 


ROBIN is quick: A Philadelphia 
station held a contest based 
HOOD on a sponsor’s product... Oc 
received over 28,000 replies 3 
A MnST in one month! 
£ > EP ACES rea ACADE : CT Oe ; : 
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Business barometer 


Local billings gained in May, while network was off slightly, the TELEVISION AGE 
monthly check of trends indicates. LOCAL BUSINESS 


May June duly Aug Sept. Oct Novy De« Jan Feb Mar Apr May 


According to the Business ian At = aie 
Barometer, local bill- 
ings gained 4.5 per 
cent in May over the 
totals for April. Net- 
work business in May 
was off 3 per cent for 
the same period. 

















Comparing the figures with 
those a year ago, 
local billings were 
ahead of May 1958 by 
12.1 per cent, while 
network billings were 
up for the same period 
only 0.5 per cent. 











The May gain in local business 
was just about aver- 
age, a comparison with A May up 4.5 per cent over April 








previous years indi- B May 1959 up 12.1 per cent over May 1958 


cates. In May 1954 the gain was 2.3 per cent, in 1955 2.9 per cent, 1956 
6 per cent, 1957 3.5 per cent and last year 7.5 per cent. 


The May loss in network bill- May dune July Aug EK War ee ee Feb Mar Apr 


ings, on the other GaP Sets 
hand, was unusual, as 
this is the first year 
in the five-year his- 
tory of the Business 
Barometer that there 
has been a network de- 
cline in May, The gain 
in May 1954 was 4.7 
per cent, 1955 3.3 per 
cent, 1956 4.0 per 
cent, 1957 2.5 per 
cent and last year 3.1 
per cent. 











Television Bureau of Advertis- 
ing reports based on 
LNA-BAR figures show 
total network business 
for the period from 
January through May up A May off 3 per cent under April 
9 per cent above the B May 1959 up 0.5 per cent over May 1958 
same period in 1958. Total sales for the period are reported at $261 
million, as compared with $239 million a year ago. 








4 report of June spot billings will be carried in the August 10th issue of 
TELEVISION AGE. 
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ional detective 


2 btories based on case histories from 
| 


moxietective agency...William J. Burns | 


roo 


Ss 





...now available 
for first-run 
syndication 


The world is his beat . . . wherever 
the trails of international crime 





lead him! “internationat Detective”’ 
presents to the television audience 
the thrilling authenticity of 

actual case histories from the 
largest private crime detection 
organization in the world. Never 
before have these documented stories 
been presented to the public. 
Never before has such a slice of 
life, suspense and danger been 
presented so dramatically. 


STARRING ARTHUR FLEMING 


Propucepb By Eppit SUTHERLAND 


OFFICIAL FILMS, INC. > PLAZA 7-0100 


25 WEST 45TH STREET 
NEW YORK 36 
NEW YORK 




















BATTLE 


HELP YOURSELF _ _“**t* 


to a 


TRIPLE SCOOP 


MICHIGAN 


Dip in with WILX-TV. Get a generous 
scoop in three major metro areas—Lansing, 
Battle Creek and Jackson. At each point of 
Michigan’s Golden Triangle, WILX-TV oper- 
ates “live” studios . .. delivers city-grade 
signal . . . leads with dominant NBC pro- 
gramming. 


Mark these WILX-TV market facts: 


POPULATION: 1 Ith largest in the U.S. 
(according to SRDS Consumer Market Data) 





JACKSON _ 





Contact 


RETAIL SALES: 12th largest in the U.S. VENARD, 
(according to Sales Management) RINTOUL & 

TV HOMES: 28th largest in U.S. McCONNELL, 
(according to Television Age) INC, 





WILX-TV a 


CHANNEL SERVING MICHIGAN'S same. x 
1¢) GOLDEN TRIANGLE — ¥.g.<0x, 





... affiliated in Lansing with WILS Radio 
THE SIGHT AND SOUND WAY TO TELL AND SELL LANSING 
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Saturday late-night viewing highest . . .. . page 27 


Once more tv proves auto salesmanship . .. page 31 


Dog owners go to tv to pick pet products . . page 31 


Late-Night Audience 

Saturday night is the viewingest 
night of the week, says The Pulse, Inc., 
or words to that effect. In a special 
study of late-night viewing recently 
completed for TELEVISION AGE, the re- 
search organization found that over 
three-quarters of its respondents con- 
tinued to watch television after 11 
pm. at night, and Saturday is the 
heaviest late-hour viewing night. 

Pulse interviewers polled 1,000 re- 
spondents in the New York area and 
found that 763, or 76.3 per cent, 
watched tv after 11 p.m. at some time 
during the week preceding the inter- 
view. Respondents answering in the 
negative totaled 237, or 23.7 per cent 
(question 1). 

Respondents who viewed late at 
night were then asked on which nights 
they viewed (question 2), and Satur- 
day evening by far led the week. On 
ius night 501, or 65.7 per cent of 
post-l11 p.m. viewers, were watching 
tv after that hour. Sunday night fol- 
lowed with 454 votes, or 59.5 per cent 
of the late-night viewing total. Friday 
night, predictably, was third, with 450 
responses, or 59.0 per cent of the total. 
Monday night placed last as a late- 
night viewing evening with 314 re- 
sponses, or 41.2 per cent of the vote. 

Thursday night was fourth in pref- 
erence with 399, or 52.3 per cent; 
Tuesday night was fifth with 380, or 
49.8 per cent, and Wednesday night 
was sixth with 371, or 48.6 per cent. 

Because of multiple responses (total 


QUESTION 1: Have you watched 
any tv programs after 11 p.m. 
any night this past week? 


$+ % 
Yes 763 76.3 
No 237 23.7 
Total Respond- 

ents 1000 100. 





QUESTION 2: If “Yes,” which 
nights did you view? 


# %o 

Monday 314 «41.2 
Tuesday 380 49.8 
Wednesday 371 48.6 
Thursday 399 52.3 
Friday 450 59.0 
Saturday 501 65.7 
Sunday 454 59.5 
Total Nights 

Viewed 2869 376.1* 
Total Respond- 

ents who 

viewed 763 


*Total over 100% because of 

multiple responses. 
nights amounted to 2,869, quite a 
jump over the 763 respondents who 
viewed after 11 p.m. during the sur- 
vey week) it is evident that the aver- 
age respondent watched late-night 
television well over three evenings a 
week. 

Pulse then asked its respondents to 
name those tv shows broadcast after 
11 p.m. which they watched during 
the week (question 3). The answers 
naturally favored those programs 
which are telecast throughout the 
week. NBC-TV’s Jack Paar Show was 
named by 309 respondents, or 40.5 
per cent of the total. wcss-tv’s The 
Late Show followed with 277 votes, or 
36.3 per cent of the total, and the 
same station’s Late Late Show was 
named 102 times for 13.4 per cent of 
the total. 

Late news, weather and sports pro- 
grams also ranked high. It is interest- 
ing to note that sports and weather 
programs, which are generally sand- 
wiched between the news and enter- 
tainment, fall below those two types 
of show. As an example, WRCA-TV’s 
news program with John McCaffery 
received 36.6 per cent of total re- 


THE WAY IT HAPPENED Al ee we SS fr oO nt 










QUESTION 3: Give the names of 
those tv programs broadcast 
after 11 p.m. that you watched 
during this past week. 


oa % 
Jack Paar 309 40.5 
Late Show 277 36.3 
Late Late Show 102 13.4 
Million $ Movie 60 7.9 
Night Show 18 2.4 
5-Star Movie A 58 
All-Star Movie ll 14 
One-Night Stand 3 7 
Baseball 21 28 
Alex King 21 28 
Zacherley at Large 47 6.2 
Henry Morgan 16 2.1 
Bowling ll 14 
Movie 4 80 10.5 


Open End— 

David Susskind 25 3.3 
News— 

Ron Cochran 287 37.6 
News— 

Walter Cronkite 50 6.5 
News— 

Ken Banghart 68 8.9 
News— 

John McCaffery 279 36.6 
Weather— 

Uncle Weathbee 247 32.4 
Weather-Sports 

Reed-Delaney 148 19.4 
News— 

John Tillman 24 32.1 
Movies 47 62 
Mise. 63 8.3 
Total Responses 2268 297.5* 
Total Respondents 

who viewed 763 
*Total over 100% because of 

multiple responses. 


sponses, the weather show following it 
received 32.4 per cent, and the Jack 
Paar Show, which goes on immediate- 
ly after that, received a 40.5 per cent. 

Similarly, wcBs-Tv’s news program 
with Ron Cochran received 37.6 per 
cent of total responses, the weather 
and sports show fell to 19.4 per cent, 
while The Late Show climbed again 


to 36.3 per cent. It would seem as 


July 27, 1959, Television Age 27 








TWO 
can do it 
better! 
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Southern California sales? CBS Owned 


channel 2 can put it there. Two reasons why: 


One: the size of KNXT’s viewing audience. 
Month after month, year after year, KN XT 
commands Southern California’s biggest 
share of audience—currently ahead by a 
38% margin ( Nielsen, June 1959). Reason 


enough, this—but there’s more: 


Two: the responsiveness of KNXT’s audi- 
ence. There is actually a vast difference in 
the way viewers “feel” about different Los 
Angeles stations, as proved by a momentous 
new depth study.’ It demonstrates the exist- 
ence of a unique “climate of responsiveness” 
which results in much greater trust and 
confidence in KNXT programs and per- 
sonalities and in KNX T-advertised products 
as well! When respondents were asked, for 
example, on which station they would be 
“most likely” to see the commercials of a 
company known for honesty and reliability, 
51% named KNXT. Only 25% named the 
second station, and only 24% named the 


other five stations combined! 


If you’ve been buying by cost-per-thousand 
alone, ask yourself: cost-per-thousand 
what? KNXT delivers not only the biggest 
audience but also the dest, most responsive 
audience. Ask to see the findings of this 
study, which show conclusively why, in the 
Southern California market, channel 2 can 
sell so much more...so much better! 
tConducted by the Institute for Motivational Research, 


Inc., in association with Market Planning Corporation, 
an affiliate of McCann-Erickson, Inc. 


* 
CBS OWNED KN x | @©2 LOS ANGELES 


REPRESENTED BY CBS TELEVISION SPOT SALES 
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CLEVELAND 


WiTH THE BIG 
MOVIES 


Just a minute! THAT’S ALL IT TAKES TO CAPTURE ~ 
NORTHERN OHIO’S BIG MOVIE-MINDED AUDIENCE “Famous on the local scene 
HERE’S WHY: 


WARNER BROTHERS...PARAMOUNT WIW ‘TV 
201 CENTURY...UNITED ARTISTS 


Scheduled 4 times daily on Channel 8... 9:00 AM CHANNEL 8 
“Watch & Win"”—1:00 PM “Star Matinee”— 5:30 PM CBS « CLEVELAND, OHIO 
“Big Show’’— 11:20 PM “Nite Movie” 


Storer Television 7 . Waw.TV WAGA-TY WRD-TV WJBK-TY wiTl-Ty 
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though the news has its own special 
audience which dials out at its con- 
dusion, while the entertainment pro- 
gams which follow in five minutes 
pick up an entirely new audience. 
fither that, or the relatively short 
duration of the weather and sports 
programs does not allow them to leave 
an impression in the viewer’s mind. 
Other programs mentioned by re- 
spondents include: wor-tv’s Million 
Dollar Movie (7.9 per cent) ; WRCA- 
tv's Movie 4 (10.5 per cent) ; WNEW- 
tv's 5-Star Movie (5.8 per cent), and 
wasc-TV's Night Show (2.4 per cent). 
At the time of the survey, WNTA-TV 
was programming after 11 p.m. Open 
End (3.3 per cent) and The Alexander 
King Show (2.8 per cent). John Till- 
man and the News, seen over WPIX, 
received 3.1 per cent of the vote. 
Pulse found that the make-up of 
this late-night audience varies in cer- 
tain important ways from the audience 
earlier in the evening. The balance 
shifts from, a slight female dominance 
early in the evening to a slight male 
dominance late at night. A breakdown 
of sex by viewers: after 11 p.m.: male, 
50.3 per cent; female, 49.7 per cent; 
before 11 p.m.: male, 49.3 per cent ; 


female, 50.7 per egnt. 

There are shitete age levels as well. 
Thus, the percentage of males in the 
18-34 age bracket falls off late at night 
(from 17.2 per cent to 14.7 per cent), 
while the percentage of males in the 
-and-over age bracket increases 
after 11 p.m. (from 13.5 per cent to 
18.0 per cent). Pulse does not offer 
areason why young men go to bed 
earlier than old men. As can be seen 
from the chart, the percentage of men 
in the 35-to-49 age bracket drops pre- 
cisely one point. 

Females, according to the Pulse 
study, react in an entirely different 
way to late night viewing. Although 
their viewing falls slightly after 11 
p.m., the fall-off is accounted for by 
one age bracket—35 to 49. The per- 
centage of females from 18 to 34 years 
of age increases late at night (from 
13.1 to 16.5), while the percentage of 
women 50 years and over remains 
relatively stable, dropping from 16.5 
per cent to 16.0 per cent. 

It would seem from the above that 
late-night television has become a 












necessity for almost every advertiser: 
the audience is there, and it seems to 
know what it likes. 


Auto Motives 

NBC-TV’s fourth annual survey of 
the automobile industry, titled Auto 
Motives, proves again that television 
does the best national advertising job 
for the Detroit manufacturers. 

With a budget breakdown showing 
25 per cent spent in magazines, 40 per 
cent in newspapers and 35 per cent in 
tv, television was tagged as by far the 
best buy of the three. In the opinions 
of both dealers and shoppers, televi- 
sion was the most effective medium 
for the national advertising of auto- 
mobiles. 

Sixty-four per cent of dealers said 
that tv did the best job of pre-sell- 
ing prospective buyers this year, as 
against 27 per cent favoring newspa- 
pers and 17 per cent favoring maga- 
zines. Sixty-seven per cent of the 
dealers questioned also felt that tele- 
vision was the most effective in bring- 
ing shoppers to the showroom; 34 per 
cent favored newspapers, and 16 per 
cent said magazines. Multiple re- 
sponses account for the plus 100 per 
cent totals of the above figures. 

Shoppers interviewed indicated 
strongly that they were motivated 
more by tv advertising than by the 
other media. In answer to the query, 
“Which advertising did the most to 
interest you in looking?”, 46 per cent 
said television, 17 per cent said maga- 
zines, 12 per cent said newspapers. 
The remaining 25 per cent felt that 
they had not been influenced by any 
advertising. 

The study also showed that viewers 
of programs sponsored by the auto 
manufacturers are more likely to buy 
than non-viewers. The share of total 
sales attained by the average NBC 
auto maker-sponsor is 35 per cent 
higher among the viewers of his pro- 
grams than among non-viewers. 

One portion of this year’s survey 
was concerned with an entirely new 
field—the small cars planned for 1960 
by Ford, General Motors and Chrys- 
ler. Seventy-one per cent of the deal- 
ers felt that these cars would derive 
the greatest benefit from television ad- 
as against 45 per cent fa- 


vertising, 








voring newspapers and 25 per cent 
for magazines. The study also delved 
into public attitudes toward the new 
cars. It was discovered that they are 


expected to be more economical and 
different and more for young people 
than the standard American automo- 
biles: less glamorous, powerful, high 
class, different and exciting than the 
imported small cars. 


Pet Commercials 

Manufacturers of dog foods and 
other pet products will spend more 
than $15 million in tv during this year, 
for a better-than-30-per-cent increase 
over 1958 expenditures, predicts the 
Television Bureau of Advertising. 

TvB president Norman FE. (Pete) 
Cash released figures showing that 
nine national pet-products advertisers 
spent $2,858,593 on network televi- 
sion during the first five months of 
the year. In spot, pet-food expendi- 
tures for the first quarter of 1959 
alone totaled $2,441,000. 

The leading network advertiser dur- 
ing the five-month period was Gen- 
eral Foods’ Gaines Dog Meal which 
had gross time billings of $640,328. 
In second place was Ralston Purina’s 
Dog Chow with $590,000; Quaker 
Oats’ Ken-L dog foods followed with 
$414,302. 

Other network advertisers in the pet 
category were Armour’s Dash, Gen- 
eral Mills’ Surechamp, Hartz Moun- 
tain products, Kellogg’s Gro-Pup, 
Quaker Oats’ Puss ’n Boots cat food, 
National Biscuit’s Milk Bone and Ster- 
ling Drug’s Finer Dinner pet food and 
Dry Dog shampoo. 

Gaines dog food from General 
Foods was the largest user of spot 
during the January-March period, 
spending some $677,310. More than 
25 other national and regional firms 
also used spot during the quarter. 

Mr. Cash noted that pet-food sales 
doubled in the past decade to reach 
$350 million yearly. “The rapidly in- 
creasing market,” he said, “is being 
spurred by tv advertising. It can be 
expected to show equally dramatic in- 
creases in the year ahead if you con- 
sider the sales area is virtually un- 
tapped: four of five dog owners feed 
their pets wholly or partially on table 


scraps.” 
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the nation 


The John Trumbull painting of the 
committee appointed to draw up 

the Declaration of Independence stands 
as a symbol of the strength and 
integrity of our forefathers. These 
characteristics are the wonderful 
heritage of Storer Broadcasting, too. 


Strong and respected in the 
communities each Storer station serves, 
a Storer station is synonymous with 
broadcasting at its finest. 

















Well, statistics confirm 


what I've known for years—the 


WGAL-TV =»: 


is greater than the combined 


audience of all other stations 


in the Channel 8 area 
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CHANNEL 8 
LANCASTER, PA. 
NBC and CBS 


STEINMAN STATION - Clair McCollough, Pres. 
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YO < TSO 


Representative: The MEEKER Company, Inc. * New York + Chicago « Los Angeles « San Francisco 
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Spot sets the pace 


All fall television billings 


Television Age 


JULY 27, 1959 


running well, with flexible national spot 


Ss” television will set more new records 
this fall. 

With television as a whole leading all media, 
both in total billings and in advertising gains, 
spot will be the tv standout with an advance this 
fall of nearly 20 per cent over highs set in 1958. 

TELEVISION AGE has just completed its annual 
survey of advertisers representing some 70 per 
cent of the $512 million which the Television 
Bureau of Advertising estimates went into na- 
tional and regional spot in 1958. The results are 
the most optimistic yet encountered in the six- 
year history of the survey. 

Advertisers representing 53 per cent of last 


making best bid 


year’s spot billings expect to increase their budg- 
ets for the medium this fall—some as much as a 
third. Another 42 per cent will definitely equal 
their last year’s spot billings—many of this 
group hint that they may show an increase be- 
fore the year is out. Only five per cent expect 
to spend less in spot in 1959 than they did in 
1958, and in almost every one of these cases the 
decrease is because the advertiser has switched 
to network tv. 

Add to these the increasing number of manu- 
facturers and distributors who are entering spot 
for the first time and it is easy to see why the 
fall and winter picture is exceptionally bright. 


35 





There is every promise that spot will 
profit more than any other medium 
from the favorable national economy. 
Its record of producing results for its 
users is not only winning new busi- 
ness but is increasing the spot budg- 
ets of firms that have used the me- 
dium heavily in the past. 

Dollar volume of spot in the final 
three months of 1958 was estimated 
at $149 million. The same period 
this fall may be expected to gross 
$194 million. 

While a small percentage of the in- 
crease in spot billings must be cred- 
ited to rate boosts, this factor alone 
accounts for less than five per cent of 
the total. Most rate hikes in the spot 
category have been comparatively 
small, and with many advertisers the 
buying of larger quantities of spot 
has earned bigger discounts, making 
the basic price even lower than it 
was a year ago. 

As always, the biggest users of tel- 
evision spot this fall will be in the 
food-product classification. Last year 
this group accounted for $136 mil- 
lion, with $44 million falling in the 
final three months. The total prom- 
ises to be considerably higher this 


Spot advertisers, 
their agencies, 
advertising and 
account executives 


Abbotts Dairies, Inc. 

3041-43 Chestnut, Philadelphia. H. P. Paulin, 
adv m-milk div.; A. F. Hoven, adv m-ice 
cream div. Spot $70,200. 

Adell Chemical Co. (Lestoil, Inc.) 
51 Garfield, Holyoke, Mass. Donald Heath, 
adv sup. 

Agency: Jackson Associates, Inc., Holyoke, 
Eleanor Miller, ae. Spot $12,339,090. 


Aero Mayflower Transit Co. 
863 Massachusetts Ave., Indianapolis 4. 
Agency: CL&S-VR, Indian. Spot $44,630. 


Affiliated Super Markets 

16 W. 46th St., NYC 36. 

Agency: Co-ordinated Marketing, NYC 36, 
Lester Wolfe, Irving Hertz, aes. Spot 
$193,610. 





For abbreviations, see page 137. 
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year. 

Continental Baking Co., bakers of 
Wonder bread and Hostess cake, 
plans to use “just about the same 
amount of spot television this fall as 
last,” says Lee Mack Marshall, ad- 
vertising manager, who adds, “Our 
tv advertising format will not be 
changed to any appreciable degree.” 
Continental spent an estimated $9 
million in spot last year, with $2.4 
million falling within the last three 


ee 


. . - we will definitely be 
spending more money in tv 
in 1959-60 .. .” 


BERNARD J. WIERNIK 
Vice President 
Mogen David Wine Corp. 


months. A heavy campaign for the 
company’s Morton’s frozen pies is 
expected to get under way soon. 
Another baker, Ward Baking Co., 
which spent an estimated $1.6 million 
last year, has not finalized plans for 
1960, according to advertising man- 


A G Food Stores 

9001 Ambassador Rd., Dallas. Nat Gibbs, 
adv sup. 

Agency: Sam Bloom, Dallas, Judy Statman, 
ae. Spot $53,950. 

Alamito Dairy Co. 

2601 Leavenworth, Omaha. Spot $39,270. 
Albers Super Markets 

266 W. Mitchell, Cincinnati. Robert Mus- 
haben, adv sup. 

Agency: LNB&L, Atlanta, Vincent Van 
Beuren, ae. Spot $157,880. 
Alberto-Culver Co. 

4201 W. Grand Ave., Chicago 51. Dwight 
Reynolds, adv m. 

Agency: Geoffrey Wade Adv., Chicago, Eve 
Kiely, ae. Spot $3,000,000. 

Albin Enterprises 

1401 W. 8th, LA 17. 

Agency: Ed S. Kellogg Co., LA. Spot 
$127,670. 


All Channel Prod. Corp. 

47-39 49th St., Woodside 77, N. Y. 
Agency: Milton Samuels A. A., NYC. Spot 
$22,670. 


Allen’s Revival Hour 
Box 8595, Dallas. Rev. Harry Smith, adv 
sup. 





ager Richard M. Prentice. “I can 
say,” he adds, “that in the last quar. 
ter of 1959 we plan to use spot tele. 
vision more extensively than in the 
same period last year.” 

American Bakeries Co. plans “to 
buy more tv this fall,” says advertis- 
ing manager Robert Lewellyn. Last 
year the company bought $1.3 worth 
of spot. 

Another company planning an in- 
crease in spot is Quality Bakers of 
America, whose advertising manager, 
Robert L. Schaus, says that while 
there will be no drastic changes ix 
format, “we are more firmly com- 
mitted than ever to tv spots versus 
tv programs. We are steadily increas- 
ing our use of ID’s around the clock, 
generally complemented by 60’s in 
the daytime and by 20's in prime 
nighttime hours.” Mr. Schaus points 
out that “our 1958 tv spot expendi- 
tures exceeded $875,000. Probably 
our 1959 tv spot will exceed 1958 by 
20 to 30 per cent.” 

Pillsbury Co., which last year spent 
a half-million dollars in spot for Bal- 
lard and Pillsbury flours, meals and 
mixes, is starting a new schedule for 
its Refrigerated Coffee Cake and is 


Agency: Ind. Broadcasters Serv., Holly- 

wood, Bernard Swartz, ae. Spot $21,100. 

Alliance Mfg. Co., Inc. 

Lake Park Blvd., Alliance, Ohio. 

Agency: DFS, Chi. Spot $39,050. 

Allied Artists Pictures Corp. 

1560 Broadway, NYC. Lars McSorley, nat 

adv dir in NYC; Sanford Abrahams, nat 

adv dir in Hollywood; Martin Davis, eastn 

adv dir in NYC. 

Agency: Donahue & Coe, NYC, Lloyd Seid- 

man, ae. Spot $39,890. 

Allied Chemical & Dye Corp., 
Nitrogen Div. 

33 Rector St., NYC. M. P. Ryan, adv dir; 

J. D. Waugh, adv m. 

Agencies: Albert Sidney Noble, NYC, agric. 

div.; G. M. Basford Co., NYC, ind. div. Spot 

$159,750. 


Alpha Laboratories, Inc. 

8223 Beverly Blvd., LA 48. Spot $31,670. 
Alstadt & Langlas Beking Co. 
Waterloo, Iowa. 

Agency: Weston Barnet, Waterloo, Jim 
Langlas, ae. Spot $34,000. 

Aluminum Co. of America 

Alcoa Bldg., Pittsburgh; Arthur Hall vp 
pr, adv; Torrence Hunt, adv m; D. Albrecht, 
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extending its Angel Food Mix sched- 
ules. 

Another flour company which spent 
a sizable amount, an estimated $800,- 
000, in spot last year is International 
Milling Co. Present plans “call for 
about the same amount of television 
advertising” during the approaching 
period as was used in the last period, 
according to R. E. Thompson, adver- 
tising manager. “In general we will 
be using spot campaigns consisting of 
one-minute, 20-second and ID an- 
nouncements and to a limited extent 
tv program participations and pos- 
sibly some syndicated shows.” 

General Mills, which spent $3 mil- 
lion last year in spot for its mixes, 
flours and breakfast foods, is con- 
tinuing actively in most major mar- 
kets. Its campaign for Cheerios is 
being expanded through Dancer-Fitz- 
gerald-Sample, and the same agency 
is introducing schedules for a new 
cereal, Caramel Puffs, in a campaign 
to extend to the end of the year. C. S. 
Samuelson, assistant director of ad- 
vertising, points out that “plans on 
spot television for the fall months 
have not been crystallized. We are 
considering spot television, among 


adv prod m. 

Agencies: F&S&R, Pittsburgh, H. M. Red- 
head, ae; KM&G, Pittsburgh, Donald Ratch- 
ford, ae. Spot $345,910. 


A & M Pest Control Co. 
Agency: Eastburn-Siegel, Atlanta, Sam 
Scheinman, ae. Spot $40,940. 


Ambrosia Cosmetics, Inc. 

255 Neptune Ave., Brooklyn 35. Irving Bern- 
stein, pres. 

Agency: Kenneth Rader Co., NYC. Spot 
$30,960. 


American Ace Tea & Coffee 


Charlotte Ave., Nashville, Marvin Bubis, 


adv sup. 

Agency: Noble-Dury, Nashville, Bill Hold- 
er, ae. Spot $40,960. 

American Bakeries Co. 

919 N. Michigan Ave., Chicago 11. Robert 
Llewellyn, adv sup. 


Agency: Y&R, Chi., R. H. Tompkins, ae. 


Spot $1,062,170. 


Merita Div., 520 Ten Pryor St. Bldg., At- 


lanta 1. J. T. Callier, adv m. 


Agency: Tucker Wayne & Co., Atlanta, 


Leigh Kelley, ae. Spot $235,020. 
American Beauty Macaroni Co. 


501 Funston Rd., Kansas City 15, Kan. 


various other media. It would be 
premature to indicate the character 
and extent of our participation [in 
spot].” 

The Kellogg Co. “plans to use 
about the same amount of spot tele- 


**. . . our present plans are to 


use more spot television be- 
ginning in 1960... .” 

WALTER C. GOTTFRED 

Advertising Manager 

Sterling Brewers 


vision this fall as last,” according to 
T. A. Wright Jr., vice president and 
manager for media for the company’s 
agency, Leo Burnett Co. The format 
will call for a slight increase in “the 
nighttime area” and will “probably 
utilize one or two additional alternate 
half-hours in prime time as com- 
pared with a year ago.” Last year 
Kellogg spent an estimated $2.5 mil- 
lion in spot, with $1.6 falling in the 
final quarter. 

“Our individual products plan on 


Ralph Sarli, yp & adv m. 
Agencies: Simmonds & Simmonds, St. 
Louis; Honig-Cooper, LA (western div) ; 
Rogers & Smith, Kansas City, Mo. (Kansas 
City div). Spot $35,620. 


American Beauty Mattress Co. 
Agency: Dubin, Pittsburgh, Barry Farnol, 
ae. Spot. $32,170. 


American Bird Food Mfg. Corp. 


6600 W. Armitage, Chicago 35. M. R. North, 


adv m. 
Agency: Hartman, Chi. Spot $26,860. 


American Bread Co. 


Murfreesboro Rd., Nashville. Charles Evers, 


adv sup. 


Agency: Quality Bakers of Amer., NYC, 


Dayton Cornish, ae. Spot $73,680 
American Brewery Inc. 


1700 N. Gay, Baltimore 13. John J. O’Con- 


nor, asst adv dir. 


Agency: Van Sant, Dugdale, Baltimore, 


Dan Loden, ae. Spot $58,100. 


American Character Doll Corp. 
1107 Broadway, NYC 10. Herbert Brock, 
chg adv & prom. 

Agency: Webb, NYC, Bernard J. Schiff, ae. 
Spot $215,000. 





greater use of spot television next 
season, their objective being greater 
concentration in selected markets and 
in peak seasonal buying of their 
products,” says Peter B. Warner, ad- 
vertising director of the Quaker Oats 
Co. “In addition to the greater use 
of spots, we plan reduced use of 
nighttime network, with daytime net- 
work at about the same level as this 
year.” Last year Quaker spent an 
estimated $1.6 million promoting its 
mixes, cereals and other products. 
Heublein, Inc., which budgeted 
$1.2 million for spot last year, has 
tentative plans under which “our tele- 
vision program for the coming fall 
and winter will be increased slight- 
ly,” says Frank C. Miller, advertising 
manager. While markets used last 
year will be about the same, “we do 
expect to extend our advertising ef- 
forts in a few additional markets,” he 
adds. “The increase should be ap- 
proximately 10 to 12 per cent. Place- 
ments are expected to start in Sep- 
tember and extend for 26 weeks.” 
Malt-O-Meal Co., which spent about 
a half-million dollars in spot last year, 
“will be using about the same 
amount” this year, according to ad- 


American Chicle Co. 

Thompson & Manley Aves., Long Island 
City 1, N. Y. R. L. Harris, adv m; R. Scott, 
brand m. 

Agencies: DFS, NYC 17 (Dentyne & other 
Adams gum) ; Bates, NYC 19, (other prds) . 
Spot $2,355,040. 

American Crystal Sugar Co. 
Denver, Colo. 

Agency: Bruce B. Brewer, Minneapolis, W. 
A. Krause, ae. Spot $161,920. 

American Cyanamid, Agricultural 

Div. 

30 Rockefeller Plaza, NYC 20. F. H. Cappy, 
adv m. 

Agency: C&W, NYC 16. Spot $200,510. 
American Dairy Assn. 

20 N. Wacker Dr., Chicago 6. 

Agency: Campbell-Mithun, Chi, William C. 
Lyddan, ae. Spot $158,640. 

American Home Products Corp. 
22 E. 40th St., NYC 16. 

American Home Foods Div., Harry Whol- 
ley, vp adv; W. E. Kratzke, adv m. 
Agencies: Y&R, NYC 17 (Chef Boy-Ar-Dee 
& Dennison’s Foods); Hoyt Co., NYC 17 
(G. Washington’s); GMM&B, NYC 22 
(Burnett’s flavoring); BBDO, NYC 17 
(Mashed Banana Prds). Spot $558,930. 
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vertising manager Ruth Otis. 

The Frito Co. ($500,000 in spot 
last year) is still making plans for 
fall. “At the present time we plan to 
maintain rather intensive local tv 
spot programs throughout our six 
geographical divisions, and in some 
instances these will be stepped up 
from last fall in intensity,” says John 


“*... we are the heaviest brew- 
ery user of television in 
metropolitan New York . . .” 

MAURICE ATKINSON 


Advertising Manager 
Jacob Ruppert 


R. McCarty, vice president. Prod- 
ucts pushed last year included Cham- 
pion Foods, Cheetos, chili, Corn 
Chips, Fritos, tamales and Tatos. 
Coffee, tea and food-drink distrib- 
utors, who contributed an estimated 
$33 million to the spot total in 1958, 
will continue to play a big part. Gen- 
eral Foods spent over $11 million in 
spot, with about half going into Max- 


Boyle-Midway Div., Robert S. Wheeler, 
vp & adv dir. 
Agencies: GMM&B, NYC 22 (Aerowax, 
Plastic Wood, Easy-Off, Wizard, Griffin) ; 
JWT, NYC 17 (Black Flag, Aeroshave, 
Saniflush, garden prds). Spot. $673,720. 

Whitehall Labs Div., R. G. Rettig, vp 
adv; William L. Sibert, adv m. 
Agencies: Bates, NYC 19 (Anacin, Freez- 
one, Preparation H, Trendar, Primatene, 
Heet, Hopper, Outgro), Dan Rodgers, ae; 
SSC&B, NYC 22 (Bi-So-Dol, InfraRub, 
Psorex, Resdan, Duplexin), M. Hummel, 
ae; Gumbinner, NYC 21 (Instil, Neet) ; 
Tatham-Laird, Chi. 4 (Kolynos, Dristan, 
Petro-Syllium, Dondryl, Soothol, Dry-Aid, 
Needol); Street & Finney, NYC 36 
(Digene). Spot $6,043,030. 


American-Marietta Co. 

101 E. Ontario, Chicago. W. F. Richer, adv 

m; M. J. Hearnes, asst adv m. 

Agency: Turner, Chi. L. Boyd, ae. Spot 

$344,290. 

American Motors Corp., 
Automotive Div. 

14250 Plymouth Rd., Detroit 32. Fred W. 

Adams, dir adv & merc; E. B. Brogan, adv 


m 


Aguey: GMM&8B, Detroit, John Henry, ae. 
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well House coffee. The campaign is 
expected to follow a similar pattern, 
with possibly a small increase. Gen- 
eral Foods’ Post cereals are expected 
to account for about 25 per cent of 
the total spot budget. 

The Nestle Co., which last year 
spent an estimated $1.7 million in 
spot promoting its Decaf, Nescafe, 
Nescreme whipped topping, Nestea, 
Nestle’s Cocoa and Quick, will be ac- 
tive again. “Our present plans are 
to use about the same amount of spot 
television as we used last fall,” says 
vice president Donald Cady, adding, 
“We do plan some extra efforts in 
some major markets on television for 
chocolate and coffee. These plans 
will be developed as time goes on. In 
addition to this, we have some new 
products coming along which will 
also require spot television as the 
basic in their marketing.” 

S. A. Schonbrunn & Co. will budg- 
et “about the same or possibly more” 
in spot than in 1958 promoting its 
line of Savarin coffee, according to 
Lee J. Ross, advertising manager. 
The total then is estimated at nearly 
a half-million dollars. 

A larger spot user is the Paxton 


Spot $170,290. 

American Oil Co. 

555 Fifth Ave., NYC 17. J. B. Goodman, 
adv m. 

Agency: Katz, NYC, Charles W. Shugert, 
ae. Spot $399,090. 

American Petrofina Co. of Texas 
Mercantile Dallas Bldg., Dallas, Tex. L. O. 
Biddle, adm m & sls prom m. 

Agency: Taylor-Norsworthy, Dallas, T. W. 
Norsworthy, ae. Spot $32,360. 


American Sheep Producers 
Council 

Railway Evchange Bldg., Denver, 2. Ted M. 

Gomolak, adv dir. 

Agency: Potts-Woodbury, Kansas City, Mo., 

John R. Gaughan, ae. Spot $57,180. 


American Snuff Co. 

701 N. Main, Memphis. 

Agency: Simon & Gwynn, Memphis. Spot 
$411,320. 

American Stores Co. 

124 N. 15th St., Philadelphia 2. John E. 
Barr, adv m. 

Agency: Gray & Rogers, Philadelphia, Art 
Livingston, ae. Spot $563,800. 


American Sugar Refining Co. 
120 Wall St., NYC 5. Paul Allen, m adv div. 


& Gallagher Co., which spent an esti- 
mated $1 million promoting its But. 
ter-Nut coffee last year. “Since the 
late "40s we have been a strong spot 
buyer in television, and we expect to 
spend a good share of our advertis- 
ing dollar in this medium during the 
coming fall and winter,” says D. R. 
Keough, vice president and director 
of marketing. 

M.J.B. Co., which last year spent 
about $1.5 million in spot promot. 
ing its brands of coffee, tea and rice, 
“will be using the same amount of 
spot tv this fall as last,” in the tenta- 
tive opinion of P. H. Beuter, adver- 
tising manager. 

The Tea Council is planning a new 
“creative approach” in its film com- 
mercials, according to John M. 
Anderson, director of advertising. It 
is expected the budget will approxi- 
mate that of last year, when nearly 
$900,000 went into tv. 

Several of the food chains are us- 
ing more tv this year. In 1958 stores 
in this category accounted for nearly 
$10 million of the spot total. 

American Stores Co. “plans to be 
very heavy in radio and tv for the 
next 12 months,” says Jack E. Barr, 


Agency: Bates, NYC 19. Spot $875,070. 
American Tel. & Tel. Co. 

195 Broadway, NYC 7. William E. Haesche, 
adv m—r&tv; Nelson Finks, adv m—long 
lines div. 

Agencies: Ayer, Philadelphia; C&W, NYC 
16 (nat adv Yellow Pages). Spot $24,540. 
American Tobacco Co. 

150 E. 42nd St., NYC 17. Albert R. Stevens, 
adv m; V. John Boor, asst adv m—Lucky 
Strike, Tareyton; Alan C. Garrett, adv m; 
Donald R. Dugan, asst adv m—Pall Mall, 
Hit Parade. 

Agencies: BBDO, NYC 17 (Lucky Strike, 
Hit Parade), Thayer Cummings, Elliott 
Plowe, aes; Gumbinner, NYC 21 (Tarey- 
ton), Graeme MacLeod, ae; SSC&B, NYC 
22 (Pall Mall), Clifford Spiller, ae. Spot 
$3,018,150. 

American Trust Co. 

464 California, San Francisco 20. Lester B. 
Johnson, asst vp & adv m. 

Agency: McCann-Erickson, San Francisco, 
Kenneth D. Jones, ae. Spot $46,740. 
Ami, Inc. 

Grand Rapids, Mich. William E. Fitzgerald, 
adv m & sls prom m. 

Agency: Weiss, Chi., Harry Straw, ae. Spot 
$105,820. 
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advertising manager. The company 
has just completed arrangements to 
sponsor The Phil Silvers Show for 52 
weeks in the Philadelphia market. 
Last year American spent an esti- 


“Tv ... has been extremely 
effective for Necco ... Our 
present plans call for a rather 
large expansion .. .” 


PROCTOR COFFIN 
General Merchandising Manager 
New England Confectionery 


mated $600,000 in tv. 

Safeway Stores tv campaigns are 
handled by individual divisions and 
totaled around $1.3 million last year. 
E. F. Becker, division manager of the 
Safeway Advertising and Market Re- 
search Division, expects that “usage 
will probably be about the same this 
year.” 

The same plan is followed by the 
Kroger Stores, which last year spent 
about $1.2 million in tv. “In some 
markets we are using half-hour pro- 





grams, and in others we are invest- 
ing our budget in spot announce- 
ments,” says William J. Sanning, 
manager of advertising and sales pro- 
motion. 

Many miscellaneous food compa- 
nies have indicated either increased 
spot budgets or plans following close- 
ly those of 1958. Penick & Ford, 
which last year spent about $400,000 
in spot promoting Cocomalt, Fudge 
Mix, My-T-Fine Desserts, Swel Frost- 
ing and other products, will “use 
spot tv somewhat more frequently 
than in the last couple of years.” ac- 
cording to E. J. Fitzgerald, adver- 
tising manager. Atlantis Sales Corp. 
will budget about the same amount 
for spot this fall as last. During 
1958 the company spent almost $1 
million promoting its French’s potato 
mix, spaghetti sauce, mustard and 
bird seed. 

Minute Maid Corp., which last 
year spent about $1.2 million in spot, 
is changing its tv advertising format 
to “a more hard-sell,” according to 
Walter A. Bonvie, director of adver- 
tising. “Present plans are about the 
same” as last fall regarding the 
amount of spot. 





Among advertisers who have been 
out of spot for some time and are 
returning are Chun King Foods, 
which, with its shift from J. Walter 
Thompson, Chicago, to BBDO, Min- 
neapolis, is starting its first spot cam- 
paign in three years, and the Burn- 
ham & Morrill Co., which expects to 
be in six markets this fall for the 
first time in five years for its B&M 


“Our present plans call for 
a continued heavy use of tele- 
vision for Robert Hall for the 
fall of °59 ... should in- 
crease the over-all campaign 
by at least 10 per cent .. .” 

JERRY BESS 


Executive Vice President 
Arkwright Advertising 


baked beans and other foods. Its 
agency is John C. Dowd. Central 
Canning Co. will use spot this fall in 
eastern markets for its non-carbon- 
ated drink Slim/Trim. Nemarow Ad- 


vertising is the agency. 





Angostura-Wuppermann Corp. 
79-20 Barnwell Ave., Elmhurst 73, N. Y. 
Agency: FC&B, NYC 17. Spot $76,800. 


Anheuser-Busch, Inc. 

721 Pestalozzi, St. Louis 18. Walter T. 
Smith, vp chg adv, merc, sls prom; R. E. 
Krings, dir adv. 

Agencies: D’Arcy, St. Louis (Budweiser), 
Henry Chesley, ae; Gardner, St. Louis 
(Busch Bavarian), John Naylor, ae. Spot 
$3,305,170. 


C. W. Antrim & Sons, Inc. 

330 S. 10th St., Richmond, Va. George S. 
Procter, adv sup. 

Agency: Hall, Richmond. Spot $24,920. 
Arden Farms 

1900 W. Slauson, LA 54. 

Agency: Productive, LA, Lucille G. Houston, 
ae. Spot $40,970. 


Arizona Brewing Co. 

150 S. 12th St., Phoenix. R. E. Lanser, adv 
m, 

Agency: EWR&R, LA, Ted Schwamb, ae. 
Spot $57,390. 

Arkansas Fuel Oil Corp. 

Slattery Bldg., Shreveport. Lester Moore, 
adv m. 

Agency: Ellington, NYC 17, C. L. Landon, 


ae. Spot $60,000. 

Arkansas-Louisiana Gas Co. 

300 W. Capitol Ave., Little Rock, Ark. 
Sam G. Harris, dir pr. 

Agencies: Robert K. Butcher & Assocs., 
Shreveport, Robert K. Butcher, ae; Hocker- 
smith & Assocs., Little Rock, Thomas Hock- 
ersmith, ae. Spot $86,720. 

Armour & Co. 

401 N. Wabash Ave., Chicago 11. K. L. 
Skillin, adv dir. 

Foods Div. N. C. Peltier, gm adv & sls 
prom. 

Agency: Ayer, Chi., H. G. Rose, a sup. 
Spot $595,790. 

Grocery Products Div., 1355 W. 3lst St., 
Chicago 9. D. L. Duensing, adv m. 
Agency: FC&B, Chi., J. W. Cameron, J. L. 
Rigotti, a sups. Spot $69,380. 

Armour Fertilizer Works, 350 Hurt Bldg., 
Atlanta. J. Harry Varner, adv m. Spot 
$73,180. 

Agency: LNB&L, Atlanta, H. G. Axelberg, 
ae. Spot $73,180. 

Armstrong Rubber Co. 

475 Elm St., West Haven 16, Conn. Leo 
Sklarz, adv m. 

Agency: L&N, NYC 17. Spot $770,000. 
Arnold Bakers, Inc. 


10 Traverse Ave., Port Chester, N. Y. Fred 
Wester, adv m. 

Agencies: Hoyt, Miami (Arnold Bakers of 
Fla.), John McAtee, ae; Kudner, NYC 22, 
Lester S. Rounds, ae. Spot $143,340. 
Arrow Petroleum Co. 

1500 S. Harlem Ave., Forest Park, Ill. 
Agency: William Henricks, Chi. Spot 
$22,830. 

Art Instruction, Inc. 

500 S. 4th St., Minneapolis 15. J. C. Buck- 
bee, vp chg adv. 

Agencies: Knox Reeves, Minneapolis; 
Foulke, Minneapolis. Spot $52,350. 
Artie’s Food Products 

6700 Brookville Rd., Indianapolis. 

Agency: Frank Gregory & Assocs., Ft. 
Wayne, Frank Gregory, ae. Spot $20,260. 
Ashland Oil & Refining Co. 

1409 Winchester Ave., Ashland, Ky. George 
W. Sisler, adv m; R. D. Baughman, adv m 
—Valvoline Oil Co. div, Freedom, Pa. 
Agency: Jones, Cincinnati. Spot $59,330. 
Associated Food Stores 

179-45 Brinkerhoff Ave., Jamaica 33, N. Y. 
Cliff Poppleton, adv m. 

Agency: Co-ordinated Marketing Agency, 
Inc., NYC 36, Lester L. Wolff, ae. Spot 
$59,040. 
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Increased campaigns are planned 
for the Howard D. Johnson restau- 
rants, entering spot in the New York 
market; Burry Biscuit Co., coming 
back strong with a fall campaign for 
its cookies; Hulman & Co., which is 
considering a fall campaign in small- 
er markets for its Clabber Girl bak- 
ing powder, and Megs Macaroni Co., 
which plans a fall campaign in east- 
ern markets for the second year. 

The broad scope of Procter & 
Gamble products and the company’s 
heavy reliance on spot television 
make its fall decisions particularly 
important to the over-all totals. Last 
year the company spent an estimated 
$34 million in spot, with over $9 
million in the last three months of 
the year. 

While the company is naturally re- 
luctant to discuss future scheduling, 
“our present plans call for us to use 
about the same amount of spot tele- 
vision this fall as we used last fall,” 
says Robert B. Stewart, of the Procter 
& Gamble Co. “Our tv advertising 
format, as plans now stand, will re- 
tain the same balance between pro- 
grams on the networks and spot tele- 
vision,” he adds. 





Associates Finance Co. 

601 Broadway, Nashville. Park Owen, adt 
sup. 

Agency: Coggin, Nashville, Charles Coggin, 
ae. Spot $76,870. 

Associates Investment Co. 

South Bend, Ind. 

Agency: MacDonald Cook, South Bend, 
Claude F. Mende!!, 2c. Spot $70,180. 
Atchison-Topeka-Santa Fe 

Railway Exchange, Chicago 4. A. A. Dailey, 
gen adv m; F. A. Tipple, asst gen adv m. 
Agency: Burnett, Chi. Spot $59,920. 
Atlanta Baking Co. 

165 Bailey S.W., Atlanta. Stanley Srochi, 
adv sup. 

Agency: B-T-F & E S, Atlanta. Spot 
$24,010. 


Atlanta Dairies Co-op. 

777 Memorial Dr., S.E., Atlanta. Mark S. 
Hornbuckle, adv sup. 

Agency: Gudlach, Cincinnati, R. C. Ruhl, 
ae. Spot $32,350. 

Atlanta Gas Light Co. 

243 Peachtree St., N.E., Atlanta. Gussie 
Jones, adv sup. Spot $40,700. 


Atlantic Brewing Co. 
1549 W. Fullerton Ave., Chicago 14. Leo M. 
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One of the company’s newer prod- 
ucts, Mr. Clean, is currently using 
heavy spot schedules, but may be ex- 
pected to “go network” a little later 
in the year. Some spot will continue 
to be used with strong campaigns in 
selected areas. Other cleanser, soap 


“*At present we have tv repre- 
sentation on 72 stations .. . 
an increase of 12 stations as 
compared with a year ago .. . 
we may add six or eight be- 
tween now and the end of 
Pag 

A. G. WAACK 


Vice President, Director of Advertising 
Household Finance Corp. 


and laundry products expected to 
lean heavily on spot are Cheer ($1.8 
million spot in °58), Clorex ($2.7 
million °58), Dash ($1 million), 
Ivory Flakes, Liquid, Snow and Soap 
($5 million), Oxydol ($1 million), 
Spic & Span ($1 million), Tide ($1 
million) and Zest Beauty Bar ($4.5 


Lederer, vp, gen sls m, dir adv; Donald J. 
Karper, adv m. 

Agency: Doner, Chi., John Rudden, ae. 
Spot $31,590. 


Atlantic Refining Co. 

260 S. Broad St., Philadelphia 1. Richard 
Borden, adv m. 

Agency: Ayer, Philadelphia, B. A. Stoner, 
ae. Spot $1,144,300. 


Atlantis Sales Corp. 

58 Mustard St., Rochester 9, N. Y. O. L. 
Westgate, vp chg adv; G. B. Culver, prd 
adv m; F. F. Smiley, prd adv m. 

Agencies: Foley, Philadelphia (French's 
bird seed), C. H. Eyles, ae; Compton, NYC 
(mustard sauce & spaghetti sauce mix), 
Fred Shuster, ae; JWT, NYC 17 (balance 
of prds) , Everett Bradley, ae. Spot $942,090. 


Atlas Brewing Co. 

1503 W. 21st St., Chicago 8. 

Agency: Olian & Bronner, Chi. Spot 
$232,370. 

Austex Foods, Inc. 

406 San Antonio, Austin, Tex. 

Agency: Fitzgerald, New Orleans, James J. 
McMahon, aé. Spot $87,630. 


James Austin Co. 
Mars, Pa. H. G. Austin Sr., adv m & sls m. 





million) . 

In the food lines, P&G’s Duncan 
Hines mixes are adding additional 
markets for fall. Last year canned 
foods and mixes spent about $25 
million in spot. Other food products 
with current schedules in spot are 
Crisco ($1.6 million spot in °58) 
and Jif Peanut Butter ($3.6 million 
58). 

The Procter & Gamble lines of 
beauty preparations and cosmetics 
may be expected to place heavily. 

Lever Bros., with its many prod- 
ucts, will continue to use a strong 
line-up of tv spot. Last year nearly 
$5 million was spent in the medium 
during the final three months, while 
the year’s total came to $17 million. 
Howard Eaton Jr., media director, 
refuses to comment on plans, point- 
ing out that “our business is com- 
petitive,” but trade sources indicate 
both format and over-all spending 
may not change materially. 

Biggest spot tv brands in 1958 in- 
clude Dove soap, $1.7 million; Good 
Luck margarine, $800,000; Handy 
Andy detergent, $700,000; Imperial 
margarine, $1.4 million; Lipton tea, 


$1.3 million; Lucky Whip, $1 mil- 





Agency: Iacovetti, Pittsburgh. Spot $37,310. 
Avis Rent-A-Car System 

18 Irvington, Boston 16. S. L. Roof, dir adv. 
Agency: McCann-Erickson, NYC 17, How- 
ard Sutherland, ae. Spot $25,850. 

Avon Products 

30 Rockefeller Plaza, NYC 20. George W. 
Shine, adv m. 

Agency: Dreher, NYC 20, Ernest Dreher 
3rd ae. Spot $2,770,420. 


Avoset Co. 

6023 College Ave., Oakland 18, Cal. 
Agency: HCH&M, San Francisco. Spot 
$56,970. 

B. T. Babbitt, Inc. 

625 Madison Ave., NYC 22. Ralph C. Rob- 
ertson, dir adv. 

Agency: Brown & Butcher, NYC 20, Walter 
Wright, ae (household products) ; Langdon 
Wesley, ae (Vita Yours, Charles Antell 
div). Spot $4,087,830. 


Mrs. Baird’s Bakery 

Box 417, Dallas 21, Tex. Joe James, adv m. 
Agency: Tracy-Locke, Dallas, Ray David- 
son, ae. Spot $583,600. 


Bakers Franchise Corp. 
250 Park Ave., NYC 17. 
Agency: MLW&S, NYC 22, W. Conover, ae. 
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lion; Lux Liquid, $800,000; Pepso- 
dent, $3.1 million; Praise soap, $1 
million; Rinso, $547,000, and Stripe 
toothpaste, $2 million. While brand 
totals will necessarily change (as an 
example, Handy Andy is being pro- 
moted heavily this season) the over- 
all budget may not increase ma- 
terially. 

Colgate-Palmolive, which spent 
about $11 million in spot last year, 
is continuing actively on many of its 
brands. Genie cleanser, which ac- 
counted for only $300,000 last year, 
will be one of the heavier advertisers 
in tv. Other big spot brands, with 
their last year totals in the medium, 
are: Ad, $1.6 million; Ajax, $1 mil- 
lion; Colgate dental cream, $3.9 mil- 
lion; Fab, $1.8 million, and Rapid 
Shave Cream, $700,000. 

Adell Chemical Co., whose huge 
success with Lestoil, using spot tv as 
its basic medium, has led to the 
boom in household cleansers, con- 
tinues to use more and more tv as 
new markets are opened. Last year 
Adell is credited with spending over 
$12 million in spot. “There will be 
some increase over present expendi- 
tures as we open new markets,” says 


Spot $139,870. 

P. Ballantine & Sons 

57 Freeman St., Newark 1, N. J. Leonard 
Faupel, adv m. 

Agency: Esty, NYC 17, Ross Potter, a sup; 
Garth Kauffman, ae—beer; Daniel Burns, 
ae—ale. Spot $1,440,940, 

Baltz Bros Co. 

Elm Hill Pike, Nashville. Robert Baltz, adv 
sup. 

Agency: Southern. Spot $21,260. 

Bank of America 

300 Montgomery St., San Francisco 20. C. 
R. Stuart, adv m. 

Agency: Johnson & Lewis, San Francisco, 
Dan Lewis, ae. Spot $186,450. 

Barcolene Co. 

200 Camden, Boston 18. Alan R. Levine, 
adv sup. 

Agency: Silton, Boston, Ramon H. Silton, 
ae. Spot $405,710. 


Bardahi Oil Co. 

5635 Natural Bridge Rd., St. Louis 20. 
Frank A. Gerardot, exec vp chg sls & adv. 
Spot $843,370. 

William Barnes, Inc. 

4600 Lyndale Ave., N., Minneapolis 12. 
Agency: JHP&H, Peoria. Spot $21,820. 






Donald C. Heath, executive director 
of Jackson Associates, which handles 
the Lestoil account. “Also the addi- 
tion of our new product, Lestare, will 
account for some additional time,” 
he adds. “Our tv advertising format 
is scheduled to remain the same as 
it has been—that is, spot saturation 
scheduling, using one-minute spots 
and some ID’s, practically all in non- 
prime time.” 

Fels & Co., which spent nearly $1 
million in spot last year, “will be pur- 
chasing a bit more spot television 
this fall than over a similar period of 
last year,” according to Grant Keeler, 
advertising manager. 

B. T. Babbitt, Inc., director of ad- 
vertising, Ralph C. Robertson, says 
“spot television will continue to be 
a major medium for the promotion of 
Babbitt household products, Charles 
Antell brands and Vita-Yums.” Since 
the company did not acquire Antell 
and Vita-Yums until the first of this 
year, a comparison is not valid. The 
Babbitt products spent $1.3 million 
in spot last year. The Antell total 
under its previous management is 
estimated at $2.8 million. 

S. C. Johnson & Son, using both 


Barton Mfg. Co. 

4157 N. Kingshighway, St. Louis 15. W. H. 
Clark, adv m & sls m. 

Agency: Gardner, St. Louis, Jack Helm, ae. 
Spot $29,480. 


Battle Creek Food Co. 

Merrill Park, Battle Creek, Mich. Frank 
Moreno, dir sls & adv. 

Agency: Norman-Navan, Grand Rapids, Al- 
bert G. Salter, ae. Spot $93,220. 


Bauer & Black, Div. of The 
Kendall Co. 

309 W. Jackson, Chicago 6. George A. 

Percy, adv dir. 

Agency: Burnett, Chi. Spot $125,690. 

Bavarian Brewing Co., Div. 
International Breweries, Inc. 

528 W. 12th St., Covington, Ky. Nick J. 

Schwab, adv sup, Detroit. 

Agency: Marcus, Cleveland, Larry E. Rinck, 

ae. Spot $217,150. 


Bay Petroleum Co., Div. Tenn. 
Gas Transmission Co. 

Box 18, Houston 1, Tex. E. J. Thompson Jr., 

adv & sls prom m. 

Agency: Broyles, Denver, Jay Tallant, ae. 

Spot $36,640. 


Bayuk Cigar Co. 





network and spot to promote its many 
products, spent an estimated $1.8 mil- 
lion in the latter last year. “Gen- 
erally, our over-all television format 
will be the same this year as last, us- 


“. . . our ad budget will be 
up about 35 per cent...” 


ROBERT S. HERZOC 
Advertising & Sales 

Promotion Manager 

Boyer International Laboratories 


ing both nighttime network shows, 
daytime network shows and spot tv in 
selected areas,” says Douglas L. 
Smith, advertising and merchandis- 
ing director. 

Purex Corp. is sponsoring half- 
hour network programs on NBC-TV 
and CBS-TV, but “in all probability 
will be utilizing spot for some of our 
brands in major markets” this fall, 
according to Leslie C. Bruce Jr., di- 
rector of advertising. Last year Purex 
spent around $400,000 in spot. 

The ale, beer and wine category 


9th St. & Columbia Ave., Philadelphia 22. 
Magnus Hendell, dir adv; Mort Yanow, dir 
r&tv. 
Agencies: Werman & Schorr, Philadelphia, 
Leonard Schorr, ae; Noble-Dury, Nashville, 
Richard Jacobs, ae. Spot $1,200,000. 
B C Remedy 
423 Morris, Durham, N. C. C. T. Council, 
p & m chg adv. 
Agency: Massey, Durham, C. Knox Massey, 
ae. Spot $260,960. 
Beatrice Foods Co. 
120 S. La Salle, Chicago 3. Roy I. Ricksham, 
dir sls & adv. 
Agency: C&W, Chi. (Meadow Gold dairy 
prds). Spot $306,670. 
Beaute Vues Corp. 
3333 N. San Fernando Rd. Burbank, Cal. 
M. G. Ronk, adv m. 
Agency: Hixon & Jorgensen, LA, Charles 
Davis, ae. Spot $406,190. 
Beech-Nut Life Savers, Inc. 
Beech-Nut Food Div., Canahoharie, N. Y. 
Gordon C. Young, exec vp adv, 477 Madison 
Ave., NYC 22; Donald K. Shearer, adv m- 
foods div., Port Chester, N. Y. 
Agency: Y&R, NYC, Alexander Kroll, ae. 
Spot $113,090 

Gum & Candy Div., Port Chester, N. Y. 
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furnished television with an estimated 
$44 million in spot billings last year, 
with nearly $12 million falling in the 
last quarter. 

Jacob Ruppert’s Knickerbocker 
beer is the heaviest spot user in the 
New York metropolitan area with an 
estimated $1.2 million spent last year. 
“Our current television spot schedule 
represents an increase of more than 
400 per cent in number of exposures 
over that of last fall and 45 per cent 
in volume over that of the previous 
year,” advertising manager Maurice 
Atkinson points out. After a reduced 
schedule in the summer months the 
company “expects to restore our full 
saturation tv spot schedule in the fall. 
Our current television advertising 
format represents a change in both 
length and content over last year. It 
consists of virtually all ID’s with only 
a few 20’s, instead of the minute com- 
mercials used last year.” 

Anheuser-Busch, which last year 
spent over $3 million in spot, con- 
tinues the use of the medium. Busch 
Bavarian is expected to expand into 
additional states. A 90-or-more-mar- 
ket campaign for Budweiser will be 
used in the fall, but a definite an- 


James D. Parker, adv m. 

Agency: Y&R, NYC, Alexander Kroll, ae. 
Spot $8,670. 

Bekins Van & Storage Co. 

1335 S. Figueroa, LA 15. 

Agency: La Roche, Hollywood, Arthur 
White, ae; Gorden Hearne, ae r&tv. Spot 
$157,170. 

Bell Bakeries, Inc. 

92.32 Union Hall, Jamaica 33, N. Y. 
Agency: Caples, NYC 16, E. F. Bandy Jr., 
ae. Spot $35,560. 

Bell Telephone Co. of Penn. 


Diamond State Telephone Co. 
(Delaware) 

1835 Arch St., Philadelphia 3. M. B. Christy 
Jr., m pr & adv; E. A. Skinner, gen merc 
sup, prom adv. 

Agency: Gray & Rogers, Philadelphia, J. B. 
Gray, E. H. Rogers, aes. Spot $663,630. 


Bemco Associates, Inc./Dealers 
1428 S. Penn Sq., Philadelphia 2. Budd 
Moser, adv m. 

Agency: Elkman, Philadelphia. Spot 
$30,200. 


Beneficial Finance System 
200 South St., Morristown, N. J. Alfred E. 
Mockett, adv dir. 
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nouncement as to format has not yet 
been made. 

Liebmann Breweries, which spent 
about $500,000 in spot for its Rhein- 
gold beer in the New York metro- 
politan market last year, will con- 
tinue sponsorship of CBS Films’ 30- 
minute program, called Rheingold 
Theatre °59. 

Miller Brewing Co. has renewed its 


sponsorship of All Star Golf, which 


« 


*... this fall we will spend 
additional money in spot tv, 
using more spots and adding 
markets .. .” 


WILLIAM HAUSBERG 
Advertising Vice President 
The Andrew Jergens Co. 


will be televised over ABC-TV start- 
ing Oct. 10 (5-6 p.m. Sat.). “Present 
plans call for a network of some 140 


stations,” according to Edward G. 


Ball, director of advertising and sales 
promotion. In spot the company will 
continue the “in-market” advertising 


Agency: Lefton, NYC 17, Grayson F. Lath- 
rop, ae. Spot $165,350. 

Bennett’s Paint & Glass Co. 

75 W. Ist South St., Salt Lake City. 
Agency: Rippey, Henderson & Rucknum, 
Denver, Vern Ewing, ae. Spot $35,520. 
Otto Bernz Co., Inc. 

Driving Park & Ramona, Rochester 13, 
N. Y. Fred W. Dittman, adv m. 

Agency: Marschalk & Pratt, NYC 22, Harry 
Thompson, ae. Spot $39,270. 

Bertoli Trading Corp. 

100 Hudson St., NYC 13. Henry Scaramelli, 
p chg adv. 

Agency: O'Flaherty, NYC 20. Spot $29,050. 
Betsy Ross Baking Corp. 

Bluefield, W. Va. 

Agency: Smallridge, Charleston, W. Va., 
Chris Smallridge, ae. $23,740. 


Big Bear Markets 

770 Goodale, Columbus, Ohio. E. N. Hart, 
adv m. 

Agency: Harry Miller, Columbus, Jack W. 
Miller, ae. Spot $169,920. 


Binney & Smith, Inc. 

380 Madison Ave., NYC 17. Alan Holt, dir 
adv & sls prom; E. F. Greenert, adv m. 
Agency: Chirurg, NYC 19, Charles Rein- 


which includes use of straight minute 
and 20-second spots as well as spon- 
sorship of syndicated programs, 
“This type of tv effort will likely ex. 
tend into some 25 of our top market. 
ing areas,” Mr. Ball continues. Com. 
mercials will tie in with the theme, 
“Miller High Life, the finest label on 
any table,” and film commercials will 
make the point that Miller High Life 
is a “genuine Milwaukee beer” be. 
cause, unlike some leading competi- 
tors, it is brewed only in Milwaukee. 
Last year Miller spent an estimated 
$500,000 in spot tv. 

In 1958 Burgermeister Brewing 
spent an cstimated $1.4 million in the 
medium, and this year “our effort 
will be slightly accelerated in com- 
parison to the 1958 schedule,” says 
L. D. Mullins, advertising manager. 

Genesee Brewing Co., which last 
year spent an estimated $400,000 in 
spot, has changed from ID’s and 20's 
to “provide for half-hour shows in 
our various markets,” according to 
James P. Duffy, advertising manager. 
Among shows now sponsored or co- 
sponsored are Secret Agent 7, Can- 
nonball, Border Patrol, Mackenzie's 
Raiders and Game of the Week. 


hart, ae. Spot $24,520. 

Birmingham Paper Co. 

Birmingham, Ala. 

Agency: Keegan, Birmingham, Forbes Mc- 
Kay, ae. Spot $28,210. 

Hazel Bishop, Inc. 

445 Park Ave., NYC 22. Raymond Spector, 
adv sup. 

Agency: Raymond Spector, NYC 22. Spot 
$610,000. 

Bison Cheese Co. 

282 Stanislaus St., Buffalo. Peter King, adv 
sup. 

Agency: Gotthelf & Weil, Buffalo, Steve 
Gotthelf, ae. Spot $22,310. 

Bissell Carpet Sweeper Co. 

210 Erie N.W., Grand Rapids, Mich. W. B. 
Fors, adv sup. 

Agency: Frank, Chi. R. 
Shields, aes. Spot $154,090. 


Blevin’s Popcorn Co. 

Popcorn Village, Nashville. J. V. Blevins, 
chg adv. 

Agency: McDonald Alsup & Stewart, Nash- 
ville, Harry Alsup, ae. Spot $27,870. 
Blitz-Weinhard Co. 


1133 W. Burnside, Portland 9, Ore. C. P. 
Mobley, dir adv. 
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Championship Bowling will follow 
Secret Agent 7 when the series runs 
out. “The amount of dollars involved 
will be more than last year,” adds 
Mr. Duffy. 

Peter Hand Brewing will spend 


“.. . in the last quarter of 
1959 we plan to use spot tele- 
vision more extensively .. .” 

RICHARD M. PRENTICE 


Advertising Manager 
Ward Baking Co. 


about the same amount in spot with 
the same basic campaign theme, ac- 
cording to Edward Robert Brooks, 
director of advertising. Last year the 
brewery is credited with spending 
$300,000. 

Drewerys’ spot schedule will be un- 
changed, according to director of ad- 
vertising L. D. Fairbairn. Last year 
the company spent some $450,000 in 
the medium. 

Falstaff Brewing Corp., which 
spent $2.3 million in spot in 1958, 


Agency: Johnson & Lewis, San Francisco, 
Robert Footman, a sup; Ian Cameron, ae. 
Spot $314,640. 

Block Drug Co. 

257 Cornelison Ave., Jersey City 2, N. J. 
A. L. Plant, adv m; H. F. Gersten, A. 
Schwartz, A. E. Toft, adv brand ms; H. 
Kornhauser, med m. 

Agencies: Grey, NYC 22 (Polident, Polli- 
grip, Dentu Creme, Corega), S. Dalsimer, 
A. H. Sulger Jr., aes; SSC&B, NYC 22 
(Greenmint, Nytol, Py-Co-Pay), H. Vitriol, 
D. R. Moore, aes; Gumbinner, NYC 22 
(Ammident, Laxium, REM, Omega, Mini- 
poo), L. C. Gumbinner, Hall Braun, aes. 
Spot $1,503,510. 


Blue Cross/Blue Shield 

80 Lexington Ave., NYC 16. Roger E. Davis, 
chg adv & dir pr. 

Agency: JWT, NYC (Blue Cross), Alex- 
ander Gunn, ae; JWT, Chi. (Blue Shield), 
Jack Laemmar, ae. Spot $914,240. 

Blue Plate Foods, Inc. 

1315 S. Jefferson Davis Pkwy, New Orleans 
19. 

Agency: Fitzgerald, New Orleans, C. W. 
Crandell, ae. Spot $125,600. 

Bohemian Brewing Co. 

104 Collins, Joliet, Ill. Spot $44,690. 


may be expected to match that 
amount this year, says advertising 
director Alvin Griesedieck Jr. Last 
fall the campaign totaled more than 
$500,000. 

Sterling Brewers plans to use more 
spot television beginning in 1960, ac- 
cording to advertising manager Wal- 
ter C. Gottfred. Fall schedules this 
year will be unchanged. In 1958 the 
total for spot was nearly $500,000. 

No change in schedule or format 
is planned by Duquesne Brewing, says 
V. I. Maitland, executive advertising 
director. Last year the estimated 
spot expenditure was $434,000. 

Carling Brewing Co. ($1.6 million 
in spot in 1958) is expected to follow 
much the same format as last year. “I 
would say that our use of spot tele- 
vision will probably be somewhat 
greater than last year,” says Dorian 
St. George, assistant to vice president- 
advertising. “It is impossible to say 
how much, until formalization of 
plans,” the executive adds. Currently 
the company is introducing its Black 
Label brand in the northwest with 
heavy schedules of ID’s, 20’s and 
minutes. It is also sponsoring the 


CBS Films syndication, The Phil 


Bohemian Distributing Co. 

2254 E. 49th St., LA 58. Paul Taranto, prom 
adv dir. 

Agency: Mottl, Beverly Hills, Charles 
Mottl, ae. Spot $27,060. 

Bohnets Baking Co. 

219 Meerscheidt St., San Antonio. 
Agency: Purnell, Dallas, Lou Purnell, ae. 
Spot $68,500. 

Bon Ami Co. 

445 Park Ave., NYC 22. John J. Shaw, sis 
prom & adv m. 

Agency: Cole Fischer & Rogow, NYC 22, 
Arthur Fischer, ae. Spot $394,850. 


Bond Stores, Inc. 

5th Ave. & 35th St., NYC 1. S. N. King, 
vp & adv dir; Irving Vogel, adv m. 
Agency: McCann-Erickson, LA (west coast 
r&tv). Spot $69,170. 


Bonne Bell, Inc. 

18519 Detroit Ave., Cleveland 7. R. E. 
Williams, adv m. 

Agency: Meldrum & Fewsmith, Cleveland, 
W. Northrup, ae. Spot $32,610. 

Bonnie Dog Food Co. 

Box 1413, Sacramento, Cal. Allan D. Lynn, 
p chg adv & sls. 

Agency: Wyman, San Francisco. Spot 





Silvers Show, which it has bought for 
three years and now has in more 
than 60 markets. 

The West End Brewing Co. expects 
a budget similar to last year, accord- 
ing to Frank S. Owens, advertising 
manager. Estimates place the tv spot 
total in 1958 at $350,000. 

Molson’s Brewery of Canada ex- 
pects a program and total spending 
similar to last year, according to as- 
sistant advertising manager S. H. 
Smith. Industry estimates for 1958 
are $250,000. 

In the wine field, Mogen David is 


e 


. » - we are planning to buy 
more tv this fall .. .” 


ROBERT LLEWELLYN 
Advertising Manager 
American Bakeries Co. 


currently negotiating for a network 
program which will be supported in 
certain markets with a spot tv sched- 
ule, according to Bernard J. Wiernik, 
vice president. “Over-all,” says Mr. 


$52,450. 
Borden Co. 
350 Madison Ave., NYC 17. Milton Fair- 
man, asst vp adv & pr; William Campbell, 
dir adv; Terry R. Rice, nat adv m; Edward 
J. Peguillan, asst nat adv m r&tv; William 
H. Ewen, dir adv & prom-Borden Foods; 
Thomas B. Kerr, prd adv m-Borden Foods; 
W. J. Fraser, asst dir adv & prom-Borden 
Foods. 

Agencies: Y&R, NYC 17, George Dippy, 
Peter D. Forsch, Thomas B. Hubbard, aes; 
B&B, NYC 19 (part milk & ice cream), 
Kenneth McAllister, Peter Gagarin, aes; 
DCS&S, NYC 36 (instant coffee), Robert 
Hayes, James Frankenberry, aes; DFS, 
NYC 17 (Starlac), Elliott Detchon, William 
Cory, aes. Spot $1,750,940. 

Bourjois, Inc. 

35 W. 34th St., NYC 1. John Farley, adv m. 
Agency: Gumbinner, NYC 22. Spot $188,900. 
Bosch Brewing Co. 

Memorial Rd., Houghton, Mich. 

Agency: Frank, Chi., Herb Butz, ae. Spot 
$59,810. 

Boweys, Inc. 

679 Orleans, Chicago 10. 

Agency: Sorensen, Chi., John Bull, ae. Spot 
$41,210. 
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Wiernik, “it would be safe to state 
that we will definitely be spending 
more money in tv in 1959-60 as 
against probably any year hereto- 
fore.” Last year Mogen David spent 
an estimated $400,000 in spot alone. 

Soft-drink and candy companies 
contributed $28 million to spot’s total 
last year, $8 million of which was in 
the final quarter. 

Coca-Cola, which last year invested 
an estimated $3.7 million through its 
bottlers, may be expected to be in- 
Bottlers are fur- 
nished spot-announcement material 
by the parent company. Speaking of 
the prospects for fall, E. G. Fritschel, 
of the advertising department, offers 
the personal view that “there will be 
an increase, since the spot-announce- 


creasingly active. 


ment material we have made avail- 
able has proved to be very popular 
with both bottlers and the public.” 
An additional group of films featur- 
ing the McGuire Sisters will be made 
available to bottlers, following up the 
McGuire films which were distributed 
early in the year. 

Dr. Pepper Co. is not planning a 
change in the spot format, and John 


C. Simmons, national advertising 


Bowman Biscuit Co. 

842 Walnut St., Denver 17. 

Agency: Ball & Davidson, Denver, Durey G. 
Ranck, ae. Spot $371,100. 

Bowman Dairy Co. 

140 W. Ontario, Chicago 10. Albert A. 
Clarke, dir adv & merc; Glen E. Kelley, 
adv m. 

Agency: JWT, Chi., Jack Baitey, ae. Spot 
$184,300. 


Boyer International Labs, Inc. 

50 E. 26th St., Chicago 16. Robert S. Her- 
zog, adv m. 

Agency: Scott, Chi., Ralph Trieger, ae. 
Spot $341,950. 


Breast 0’ Chicken Tuna, Inc. 

28th St. & Harbor Dr., San Diego 12. Larry 

M. Kaner, vp dir adv & sls. 

Agency: RJF&H, LA. Spot $37,690. 

Breyer Ice Cream Co., Div. Nat. 
Dairy Prds. Corp. 

43rd & Woodland Ave., Philadelphia 4. 

Andrew C. Kunkel, vp chg adv. 

Agency: Lewis & Gilman, Philadelphia. 

Spot $144,430. 

L. S. Briggs & Co. 

454 llth St., N.W., Washington. Raymond 

C. Briggs Sr., adv sup. 
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manager, is “reasonably sure we will 
maintain the same activity that we 
have done in the past.” Last year 
Dr. Pepper bottlers invested more 
than $1 million in spot. 

The Seven-Up Co. has not yet de- 
cided on its television format, says 
J. M. Thul, company advertising ex- 
ecutive, but expects that “plans for 
fall television on a spot basis will 
remain about the same.” Last year 
Seven-Up bottlers spent more than 


“. . . Fels & Co. will be pur- 
chasing a bit more spot tele- 
vision this fall .. .” 

GRANT KEELER 


Advertising Manager 
Fels & Co. 


$700,000 in spot tv. 

Canada Dry bottlers last year in- 
vested an estimated $1 million in spot 
tv. This year F. E. Bensen, adver- 
tising manager, reports that they are 
“right in the midst of negotiations” 
and plans are undecided, but it may 


Agency: Kal Erlich & Merrick, Washington, 
W. B. Mullett, ae. Spot $51,660. 


Bristol-Myers Co. 
630 Fifth Ave., NYC 20. D. S. Frost, vp 
dir adv; John S. Tyner, adv coord tv; E. 
W. Morris, adv sup—Trig, Vitalis, Ipana; 
J. P. Kennedy, adv sup—Ban, Bufferin, Sal 
Hepatica, Mum, Ipana Plus; J. Eastman, 
adv m—Trig; M. K. Doherty, adv m—Ban, 
Ipana Plus; J. S. Morgan, adv m—Bufferin; 
B. J. Cokeley, adv m—Sal Hepatica, Mum, 
Mum Mist; J. R. Cookson, adv m—Vitalis, 
Vitalis Hair Cream; C. J. Rohrbach, adv m 
—Ipana; E. Milano, asst adv m—Ban, Ipana 
Plus; C. Safran, asst adv m—Bufferin, R. A. 
Golabrewski, asst adv m—Ipana. 
Agencies: BBDO, NYC 17 (Trig), P. Rus- 
sell, ae; OB&M, NYC 17 (Ban), J. McCaf- 
frey, ae; Y&R, NYC 17 (Bufferin, Sal 
Hepatica, Vitalis hair cream), T. Cox, a 
sup; R. B. Osburn, W. D. McNeill, F. Jack- 
son, S. Brady Brown, aes; DCS&S, NYC 36 
(Mum, Mum Mist, Ipana, Ipana Plus, 
Vitalis) , John Rockwell, a sup; Bob Finnie, 
N. M. Evans, Ken Price, aes; George Byers, 
asst ae. Spot $2,845,530. 

Grove Labs Div., 8877 Ladue Rd., St. 
Louis 24. G. K. Foss, mkt vp; R. W. Testa- 
ment, adv m. 





be expected that as much or more 
will go into spot this fall. Currently 
the company has just bought as a 
special one-time promotion on 36 sta- 
tions the quarter-hour film show, 
This Week in Sports. 

Cott Beverage Corp. is enthusiastic 
about television, and Adrian Hirsch- 
horn, advertising manager, says, “It 
is our intention to use about the same 
amount of spot television in 1959 that 
we used last year.” The company will 
use video tape instead of animated 
film. “The success of the Cott Bev- 
erage Corp. is to a very great extent 
attributable to our use of tv as an ad- 
vertising medium,” says Mr. Hirsch- 
horn. “We are, I believe, the first 
national advertiser to use tv in the 
state of Connecticut, and we remem- 
ber the good old days when very at- 
tractive package buys could be made 
on the stations in our area. We will 
continue to rely on the medium as a 
means for effecting brand recogni- 
tion.” Last year Cott spent an esti- 
mated $400,000 in spot tv. 

American Chicle Co., which last 
year spent an estimated $2.4 million 
in spot 
Rolaids, may be expected to invest 


promoting its gum and 


Agencies: Cohen, Dowd & Aleshire, NYC 
(4 Way cold tablets, Fitch hair tonic 
& shampoo), Frank Brady, a sup; Dean 
Sheffer, ae; Gardner Adv., St. Louis (Bromo 
Quinine) , Dave Ferriss, a sup; Charles But- 
ler, ae. Spot $881,480. 


Brock Candy Co. 

Chattanooga. W. B. Riley, sr vp sls adv. 
Agency: LNB&L, Atlanta, W. W. Neal, ae. 
Spot $76,320. 


Broco, Inc. 

Agency: Frank Moreland, LA, Frank More- 
land, ae. Spot $29,970. 

Brooke Bond Tea Co. 

158 Veranda, Portland, Me. Walter E. 
Lankau, adv m. 

Agency: Simonds, Payson, Portland, Hart- 
ley C. Baxter, ae. Spot $107,430. 
Broughton Farm Dairy 

1320 Lakeview Dr., Parkersburg, W. Va. 
Hillis lames, adv sup. 

Agency: Mid-American, Parkersburg, Dick 
Cotterman, ae. Spot $21,520. 
Brown-Graves Co. 

Akron 1, Ohio. 

Agency: Penn & Hamaker, Bedford, Ohio, 
Larry March, ae. Spot $37,340. 

Brown & Haley 
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even more this year. Plans are made 
to cover about 200 markets through 
network and spot. While the amount 
of coverage through spot is still un- 
der consideration, the prospects for 
heavy use of the medium are good. 

Wm. Wrigley Co. “will use a little 
more television” this year than last, 
in the opinion of Wrigley Offield, ad- 
vertising manager. Last year final- 
quarter investments ran nearly $500,- 
000, with the total for the year over 
$2 million. 

Peter Paul’s fall campaign for 
Mounds and Almond Joys will fol- 
low much the same format as last 
year, using day and night minutes 
and 20's. Total in 1958 for spot was 
over $1 million, with over $400,000 
in the final quarter. 

Hollywood Brands has bought a 
quarter-hour segment of The Dick 
Clark Show on ABC-TV and a quar- 
ter-hour of the Captain Kangaroo 
program on CBS-TV. The combined 
coverage includes 242 stations. Be- 
cause of this, spot has been reduced 
to about 30 independent stations. 

New England Confectionery Co. 
last year invested an estimated $400,- 
000 in spot and this year “plans a 


110 E. 26th St., Tacoma 1, Wash. 
Agency: MMH&H, Seattle, Gerald A. 
Hoeck, ae. Spot $24,080. 


Brown & Williamson Tobacco 
Co 


rp. 

1600 West Hill, Louisville 1, Ky. John W. 
Burgard, vp chg adv; Milton Rush, adv m. 
Agencies: Bates, NYC 19 (DuMaurier, 
Kool, Viceroy), A. McG. Foster, ae; KM&J, 
Chi. (Raleigh), R. Dexter, ae. Spot 
$9,413,530. 


Brownell & Field Co. 

119 Harris Ave., Providence 1. Richard M. 
Field, sls & adv m. 

Agency: KHCC&A, NYC 17. Spot $25,910. 


Brunswick-Balke-Collender Co. 

623 S. Wabash Ave., Chicago 5, R. C. Furlet, 
adv m. 

Agency: McCann-Erickson, Chi. Tony 
Hebel, ae. Spot $58,590. 

Buitoni Products, Inc. 

450 Huyler St., S. Hackensack, N. J. Ed- 
ward De Lancellotti, prom & adv m. 
Agency: AF-GL, NYC 6, Robert Day, ae. 
Spot $177,840. 

Bulova Watch Co. 

Bulova Park, Flushing 70, N. Y. Ted Jef- 
fery, vp & dir adv. 


rather large expansion in the use of 
tv,” according to Proctor Coffin, gen- 
eral merchandising manager. “Tv, 
although expensive, when used wisely 
is effective,” in the opinion of Mr. 
Coffin. “It has been extremely effec- 


“Proctor will be using more 
spot television than ever be- 
fore in the fall of 1959...” 
WILLIAM Y. E RAMBO 
Advertising Manager 

Proctor Electric Co. 


tive for Necco. For an extended pe- 
riod now, we have been breaking all 
sales records. Much of this success 
can be attributed to tv.” The com- 
pany is not only planning greater ad- 
vertising in its present area but “the 
addition of several major markets im- 
portant to Necco,” the executive adds. 
“We also contemplate test-advertising 
several new products in various mar- 
kets throughout the country.” 
Consumer services last year con- 
tributed about $15 million to the 


Agency: McCann-Erickson, NYC 17, E. R. 
Beach, Ken Carlson, Ferd Ziegler, aes. Spot 
$1,856,220. 


Burger Brewing Co. 

Central at Liberty, Cincinnati 14. 

Agency: Midland, Cincinnati, Byron Fischer, 
ae. Spot $262,350. 


Burgermeister Brewing Corp. 

470 10th St., San Francisco 3. Leslie D. 
Mullins, adv m. 

Agency: BBDO, San Francisco, Lou Rolle, 
ae. Spot $1,397,930. 


Burgess Cellulose Co. 

Freeport, Ill. J. B. Pursley, s/s m. 

Agency: Hartman, Chi., William Aaron, ae. 
Spot $24,870. 

Burgess Vibrocrafters, Inc. 
Grayslake, Ill. Carl Sorensen, adv m. 
Agency: Olian & Bronner, Chi. Spot 
$101,240. 

Burlington Mills, Inc. 

1430 Broadway, NYC 18. J. E. Spears, vp & 
adv dir; J. K. Hanson, asst adv dir; E. 
Allen, adv m—retail fabrics; J. Hanson, adv 
m—household fabrics; Len Fontaine, adv 
m—tribbon mills. 

Agencies: Mathes, NYC 16 (retail & house- 
hold fabrics); Sackheim, NYC 19 (rib- 


spot television total and may be ex- 
pected to do even better this year. 

The various divisions of the Bell 
System will continue to be sizable 
users of spot. “Bell System tv spot 
advertising will continue to empha- 
size sales of extension telephones and 
yellow-pages directory usage,” says 
W. E. Haesche Jr., advertising man- 
ager for tv and radio. “Present 
plans call for an increase of about 
six per cent over last year — an 
amount that covers the increased cost 
of doing business in this medium. 
. .. In the main, we will concentrate 
on live-action demonstration of the 
advantages of extension-telephone 
ownership and seek new ways for 
Wolley Segap, our Yellow Pages 
‘man,’ to show viewers the benefits 
of using the 
pages.” 

The Bell Telephone Co. of Penn- 
sylvania will add a ninth weather 
program to those it already carries 
as a second show on a station pres- 
ently being used. “For special sales 
campaigns we infrequently purchase 


classified-directory 


local spots,” adds Earl A. Skinner, 
general merchandising supervisor. 
(Continued on page 94) 





bons). Spot $30,750. 


Burrus Mill & Elevator Co. 

Box 448, Dallas. Ferrell L. Cooper, adv m. 
Agency: CD&H, Dallas, C. C. Huffhines, ae. 
Spot $144,950. 


Busch Jewelers 

Birmingham, Ala. Art Kappel, adv sup. 
Agency: Advertising, Inc., Birmingham, 
Frank Sego, ae. Spot $43,750. 


Butterfield Canning Co. 

1600 E. Washington, Muncie, Ind. W. R. 
Butterfield. adv & sls m. 

Agency: Robiason, Muncie. Spot $28,080. 


Bu-Tay Products, Inc. 
5832 S. Garfield, LA 22. 
Agency: H-C,H&M, LA. $56,220. 


Bymart-Tintair, Inc. 

20 E. 46th St., NYC 17. A. Mitchell Finlay, 
c & p. 

Agency: KHCC&A, NYC 22, George Levine. 
Spot $133,110. 


Cabell’s Dairies 
4017 Commerce, Dallas. Mike Cone, adt 
sup. 
Agency: Susong, James H. Susong, ae. Spot 
$57,670. 

(Continued on page 98) 
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full credit to television 


for its domination of 


Ti psychologists and aptitude- 
testers haven’t gotten around to it 
yet, but if they ever put the term 
“watchband” into their word-associa- 
tion tests, the corollarial linkage will 
have to be the name “Speidel.” 

While people generally have long 
been familiar with the nomenclature 
of watches from the Omega that most 
of them can’t afford to the Ingersoll 
that all of them can, Speidel is the one 
and only brand name in the watch- 
band line which, to the virtual exclu- 
sion of every other make, has become 
fixed in the public’s mind. 

The Speidel Corp. of Providence, 
along with its advertising agency, 
Norman, Craig & Kummel, gives the 
major credit for this happy state of 
affairs to television. In the unequiv- 
ocal words of H. William Coulthurst, 
director of sales promotion and ad- 
vertising for the company: “Speidel, 
because of television advertising, 
dominates the watchband industry 
and obtains a large percentage of the 
total potential volume.” 

In a more-than-lip-service tribute to 
tv, Speidel recently held the first full- 
scale sales convention in its 40-year 
history. The dual purpose of the spe- 
cial occasion was to introduce the com- 
pany’s new line to its salesmen—and 
the salesmen to television. 

“We considered this meeting a 
symbol and acknowledgement of what 
television has done for us,” says Paul 
Levinger, executive vice president of 
Speidel. “As a result of our successes 
in the medium, our advertising budget 
is now allocated exclusively to tele- 
vision. We thought it therefore fitting 
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Speidel gives 


the watchband industry 







to bring our entire sales force together 
for the first time to meet and exchange 
views with our top tv salesmen, Bill 
Cullen and Carolyn O’Connor, on our 
show, The Price Is Right.” 

With the exception of some adver- 
tising in jewelry trade publications, 
Speidel’s entire ad budget of $2.1 
million—almost twice as much as the 
$1.2 million the company was spend- 
ing five years ago—goes into its co- 
sponsorship (with Lever Bros.) of the 
nighttime edition of The Price Is 
Right on NBC-TV Wednesdays at 
8:30-9 p.m. 

The American public first became 
aware of a company that manufac- 
tured only watchbands and identifica- 
tion bracelets when Speidel became 
one of the sponsors of the highly suc- 
cessful radio program, Stop the Music, 
in 1947. Television was still in its 
swaddling clothes, but Mr. Levinger, as 
operating head of Speidel, and Charles 
Spitzer, the firm’s sales manager, were 
quick to spot the possibilities for ad- 
vertising inherent in the new medium. 

Even while riding high with Stop 
the Music, the two executives were 
scouting for a television show, and in 
1949 Speidel entered video with The 
Ed Wynn Show on NBC-TV. The 
choice was not as happy a one as the 
Messrs. Levinger and Spitzer might 
have wished, but since that initial ex- 
perience Speidel has done very well 
for itself through sponsorship at one 
time or another of Name That Tune, 
The Big Surprise, Masquerade Party, 
What's My Line and The Arthur 
Murray Party. 

The company started with The Price 





Coulthurst, Spitzer, O'Connor, Levinger, Cullen 











Is Right in September of 1957 as the 
show’s original sponsor. At the be- 
ginning the program was seen over 
84 stations; today, telecast in color, 
it goes out to 142 stations. Complete- 
ly satisfied with the show’s ratings and 
its qualities as an advertising tool, 
Speidel has renewed for next season, 
following its current summer hiatus. 
Even a casual glance at the list of 
network shows Speidel has sponsored 
or co-sponsored reveals a definite pro- 
gram pattern to which the jewelry 
company has adhered throughout its 
decade in television. There have been 
no westerns, situation comedies or 
action dramas among the Speidel tv 
properties of the past, and the firm 
isn’t interested in such for the future. 
What it wants, what it has now and 
what it has bought into previously is, 
as advertising director Bill Coulthurst 
puts it, “a friendly type of show.” 
And, in addition to friendliness, what 
Speidel wants from its network ex- 
posure is as complete sponsor identi- 
fication as it can get. Thus the heavy 
reliance on panel, quiz and audience- 
participation programs, wherein spon- 
sor banners and signs can be promi- 
nently displayed throughout 30 min- 
utes of air time, and flexibility of 
format and script allows for product 
mention in various and sundry ways. 
Speidel bypasses spot television and 
uses network exclusively “to develop 
the company on a national basis,” says 
Mr. Coulthurst. How well this develop- 
ment via tv has progressed is indicated 
by the results of a Speidel-commis- 
sioned survey conducted during the 
last half of 1958 by a leading market- 






























































Leader of the band 


research organization. 


s the In answering the question, “Name 
e be- all the makes of expansion bracelets 
over you know of,” better than 84 per cent 
olor, of the nationwide sample of watch- 
plete- wearers mentioned Speidel. (No list 
s and of names was supplied to those 
tool, queried; they were merely asked the 
ason, question and responded spontaneous- 
‘us. ly.) Other brands were reported as 
st of “known of” by percentages ranging 
ored from only 24 per cent down to four 
 pro- per cent. 

velry When asked what watchband adver- 
it its tising they had seen or heard recently, 
been 42.4 per cent of the total sample spon- 
Ss or taneously mentioned Speidel. The ad- 
el tv vertising of no other watchband brand 
firm was recalled by more than 2.9 per cent 
ture. of the respondents, and actually only 
and 9.2 per cent recalled any brand other 
y is, than Speidel—in other words, four- 
wurst and-a-half times as many consumers 
ow.” queried recalled Speidel advertising 
what as recalled the advertising of all other 
Boss brands combined. 

enti- 


Sixty per cent of the cross-section 


e of consumers interviewed named 
Ts Speidel as the largest manufacturer of 
oe: watchbands, with the next highest 
i brand mentioned as the largest maker 
a by only 3.4 per cent. Further, only 
tail 5.2 per cent of the total sample men- 
aa tioned any brand, other than Speidel, 
al as the biggest maker, about one- 
el twelfth as many as mentioned Speidel. 
all The survey additionally disclosed 
los. that more than half of the total inter- 
ie viewees rated Speidel the best watch- 
il band made, as against 6.5 per cent 
an who gave that encomium to the next 






ket- (Continued on page 93) Behind the cameras for The Price Is Right over NBC-TI 








Interview: AQ ber ew 


Strietmann Biscuit Company Advertising Manager tells why he selects 
WLW-TV and WLW Radio for Zesta Crackers 














“In the Strietmann area, the combined wide 
coverage of the WLW-TV Stations and WLW 
Radio is that powerful advertising plus.” 











“This wide coverage matches 
a product's wide distribution— 
in our case, Zesta Crackers 

in the new 8 Pak." 








“So this perfect coverage-distribu- 

tion combination assures 8 times 
the lasting freshness for adver- 
tisers’ commercial messages!"’ 


Call your WLW Stations’ Representative . . . you'll be glad you did! 


WLW-A WLW-!I 


WLW-D 
Television Television 


Indianapolis 


Television 
Atlanta 


Dayton 





Crosley Broadcasting Corporation, a division of Avco 
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Kids eat up 
“Cooky and the Captain” 


—parents rush to buy 


Midland’s Harvest bread 


hey’ve got a new salesman out 

in St. Louis by the name of Sig- 
mund Freud. He’s selling bread to 
children with the help of tv, and he’s 
doing a superlative job. 

Actually, the bearded Viennese 
doctor himself isn’t pitching Mid- 
land Bakeries Co. to the toddlers, 
but an apparent disciple is certainly 
using his psychology. The Freudian 
student: account executive-vice presi- 
dent Jerry Deppe at Rutledge & 
Lilienfeld, Inc., St. Louis agency. 

Explaining why he picked Popeye 
as the right show to sell Midland 
bread to the kids in the area, Mr. 
Deppe said he liked the possibilities 
of the two live personalities on the 


show. “We have Cooky,” he said, 


“who is played by an actor named 
Jim Bolen as a pixie-ish character. 
He is continually involved in sea- 
faring disputes with The Captain. 
KMOX-TV 
plays this character as a _ robust, 


announcer Dave Allen 


overbearing paternal figure.” 

And here’s where the psychology 
comes in. “We felt,” the account man 
said, “that Cooky—who is the ‘un- 
derdog’ destined to take orders from 
The Captain—should assume the role 
of a child who must obey his par- 
ents. Naturally, The Captain repre- 
sents the parent—blustering, threat- 
ening and yet lovable. 

“We sensed that if our commercials 


could portray Cooky as winning out 
over The Captain, the children would 


Psychological sale 


Popeye’s pal, Cooky, is swamped in show for KMOX-TV 






associate themselves with Cooky as 
their pathetic hero. 

“Developing Cooky’s victories over 
his opponent would, of course, be 
best done by giving a simple plot to 
most of our commercials. The Cap- 
tain would try something and fail; 
Cooky—with the help of Midland’s 
Harvest bread—would succeed.” 

When the agency set out to sell 
Harvest bread on tv, it had a suc- 
cessful track record for other clients 
—Manhattan coffee, Pevely dairy 
products, Rold Gold pretzels, Heil 
meat products and Haase olives. 
Still, the main target for the new 
bread account was to be kids. This 
posed its own problems. 

“We wanted a strong vehicle,” 
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said Mr. Deppe, “but more impor- 
tantly we wanted a likable person- 
ality. We didn’t want to browbeat 
kids into eating bread. Midland in- 
sisted on a friendly approach that 
would not create animosity among 
parents.” 

Popeye, the top-rated daytime 
show in St. Louis, was chosen to get 
the company’s entire ad budget. As 
the bakery’s initial move on the pro- 
gram, it was decided to associate a 
warm, happy feeling for the product 
and, indirectly, get a “health” mes- 
sage across to the kids. 


Loaf Identification 


To plant an identification of the 
Harvest loaf in young minds, the 
bread was constantly referred to not 
merely as “Harvest bread,”but always 
as “the bright yellow package with the 
big red ‘H’.” A short jingle was 
devised so that the juvenile audience 
both in the studio and at home could 
sing along about the merits of the 
bread. In keeping with the program, 
the tune of Popeye’s “I’m Popeye, 
the sailor man” song was followed. 

“We have found,” said George 
Gale, copy chief at Rutledge & Lilien- 
feld, “our short situation commer- 
cials integrate beautifully into the 
format of the show. Between cartoon 
segments, Cooky and The Captain 
build considerable by-play around 


the announcements. Often there is 
no noticeable break between the situ- 
ation comedy and the commercial 


itself. This greatly helps to hold the | 


attention of the children. 

“In order to keep attention strong 
at all times, it’s necessary frequently 
to change the selling messages. We 
vary things by letting Cooky work 
alone, or by putting a stronger em- 
phasis on the health aspect of ‘super 
enriched bread.’ ” 

The video sell has been thoroughly 
merchandised by the agency. Pic- 
tures of pixie-faced Cooky appear on 
the end seal of every Harvest loaf; 
store shelf-talkers and adhesive stick- 
ers are placed throughout the area; 
150,000 coat buttons have been dis- 
tributed after five mentions on the 
air. 

To date, some 200 commercials 
have appeared on the Monday-Satur- 
day half-hour program. “After the 
first three months of broadcasts,” 
notes John Lallier, vice president of 
the Midland St. Louis division, “we 
checked sales results and found the 
program had helped us produce a 
35-percent increase over a compara- 


ble period the previous year. The | 


appreciable gain was noted in our 
white-loaf line advertised by Cooky 
and The Captain, but the sales effect 
had also brought considerable move- 
ment in our other lines as well.” 


Crosley Aids Education 


The original television studios and facilities of WLW-T Cincinnati, Cros- 
ley Broadcasting Corp. station, have been leased for one dollar a year to 
wcET, Cincinnati’s educational tv outlet. 


The move is designed to further education in that community, accord- 
ing to R. E. Dunville, president of Crosley Broadcasting and a member 
of WCET’s executive committee. The lease, which is effective Aug. 1, is for 
five years and is renewable every five years. 


Property involved is a modern brick studio building, constructed in 
1947 at a cost of nearly $500,000. It contains 10,000 square feet of floor 
space, is equipped with a glass-enclosed control room and has the neces- 
sary channels and ducts to permit the immediate installation of tv studio 
equipment. When WLW-T moved its entire operation to Crosley Square 
in 1951, its commercial transmitter and tower remained on Mt. Olympus. 
The tower has been used by wceT since 1954, when it went on the air, 
and the educational station will continue to share transmitter and tower 


facilities. 
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FACTS ABOUT | 


walb-ty 
Channel 10 


Albany, Georgia 


With its new 1000 foot tower... 


WALB-TV now serves 700,060 
people. 

WALB-TV now covers 126,000 
tv homes. 

WALB-TV now covers an area 
that spends more than one-half 
billion dollars a year. 
WALB-TV “B” area includes 
Albany, Thomasville, Valdosta, 


Americus 
and 


Tallahassee, Florida (see coverage map) 


WALB-TV is the only hometown 


station serving South Georgia’s 


only metropolitan market. 


ALBANY, GEORGIA 
CHANNEL te 





Raymond E. Carow, Gen. Mgr. 
Represented nationally by 


Venard, Rintoul & McConnell, Inc. 
in the South by James S. Ayers Co. 


One Rate Card 

The Telecasting Division of 
The Herald Publishing Company 
James H. Gray, President 














wallb-tw Albany, Georgia is now operating from 
its 1000 foot tower with maximum 316,000 watts power 
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hen Hal Hough worked as an 

announcer for a radio station 
that had more watts than its town 
had people, he had to keep his water 
supply handy in a big tin can, since 
there was no plumbing and the near- 
est spring was nearly three-quarters 
of a mile away. He must have yearned 
for the day when he could forget 
about cans. He was to be disap- 
pointed. Today, Mr. Hough is still 
concerned with cans, only now they’re 
filled with film. 

That Mr. Hough is intimately con- 
cerned with film is due largely to the 
exigencies of local tv programming 
where quality productions are needed 
at a reasonable cost—a combination 
that can be supplied on the local level 


only by film. His calling is in the 
local area—as director of program 
services for the CBS Stations Division 
he has probably more programming 
worries than any other non-network 
executive in his field. His job is to 
aid and to make recommendations to 
CBS’ five owned-and-operated tv sta- 
tions—wcss-Tv New York, KNxT Los 
Angeles, WBBM-TV Chicago, WCAU-TV 
Philadelphia and KMox-Tv St. Louis 
—on such matters as program pur- 
chases and scheduling. 

And film, both syndicated half- 
hours and features, is only part of 
his job. Local live programs, and now 
tape, must occupy his attention. The 
job has certain obvious requirements: 
a background in programming and 


Program doctor 


Mr. Hough has screened several hundred features in the Paramount package 




















promotion, a thorough knowledge of 
five major markets and a love of 
travel. Without question, Mr. Hough 
has the first two of these requisites, 

In his advisory capacity Mr. Hough 
also must be something of a diplomat 
as well because of the autonomous 
structure of the division, whereby 
each station in each market is an en- 
tity unto itself. However, the stations 
seem to appreciate the perspective 
and insight Mr. Hough gives them in 
coping with day-to-day programming 
problems. 

Such a perspective, which is in- 
formed by ratings, share of audience 
in a market and the track record of 
prospective shows, is valuable, Mr, 
Hough says, in that an error made in 
one market isn’t likely to be repeated 
in another. The reverse doesn’t neces- 
sarily hold true, of course: a success 
in one market cannot always be re- 
peated in another. 

As a consultant, the programming 
executive has the following duties, 
which can be multiplied five times: 
he tracks schedules and competing 
schedules; advises on costs; analyzes 
feature packages in terms of quality 
and acceptability; screens as many 
pilots of syndicated shows as he can 
and submits an information sheet on 
them to the stations; advises on ways 
of using feature films made prior to 
1937 (before the Hays office came 
into being), and of course advises on 
ways of editing those movies. 

Mr. Hough, who has been doing 


(Continued on page 92) 


Specialist prescribes 
fare to help popularize 
CBS Television o&o’s 


local schedules 
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SELL “The Family Board of Directors” 
With Your Local Meredith Station 


Yes... this situation, one of many, offers advertisers immediate considera- 
















tion by the family board of directors. Acceptance of the well-established 
Meredith Station by discriminating advertisers results from creative selling 
and merchandising, sound rate structures, and programming designed for 
total audience appeal. The Meredith Station manager or the rep welcome 
your requests for the latest market data . . . and will give you the facts on 
audience loyalty, coverage area and low cost circulation. 


MEREDITH STATIONS ARE “ONE OF THE FAMILY? 


KANSAS CITY KCMO KCMO-TV THE Katz AGENCY 
SYRACUSE WHEN WHEN-TV THE Katz AGENCY 
PHOENIX KPHO KPHO-TV THE Katz AGENCY 
OMAHA WOW WOW-TV JouN Bua & Co.— Bair TV 
TULSA KRMG JouHN Briar & Co. 


Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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448 { you want to nullify the effects of audience- 

splitting in major areas, the one-station 
markets conceivably might represent the best buy 
in television today.” 

Those words, voiced by a media executive of 
one of the top 10 agencies and echoed by a group 
of timebuyers on such accounts as Ford, Gillette, 
American Home, Sterling Drug, Standard Brands 
and others, help to explain why these firms have 
moved away from the “first 75” and “first 100” 
market concept. The manufacturers named are 
among many now buying program line-ups of 
180 stations or more in both the major- and sec- 
ondary-market areas of the country. 








Small-market 


bonanza 


Buyers finding many 
one-station areas offer 
important sales pluses 


at low cost 


With 521 commercial stations operating in 
323 separate markets, what is the reason these 
advertisers are going far beyond the 80- or 90- 
station buy that research indicates is sufficient to 
“cover” virtually all video homes? 

In simple language, it appears that as compe- 
tition for the consumer dollar increases, adver- 
tisers are awakening to the fact that a sale made 
in the heart of Wyoming or Mississippi is every 
bit as good as one made in New York, Chicago 
or Los Angeles. 

Both the CBS and NBC television networks 
have made a series of presentations in recent 
months advocating the addition of stations to 















KSWS-TY 


ORLD’s 
2 LLEST COMPLETE COVERAGE 


TOWER of 
1610' WEALTHY SOUTHEASTERN 


MAXIMUM 


a NEW MEXICO 
316,000 WATTS and part of 


WEST TEXAS 




















| f a NEW MEXICO’S 
ii. REGIONAL MARKET 


E.B. INCOME 529,013,000 
anton. SALES °%37 re ,382,000 
SALES MANAGEMENT 1959 


Mountains divide New Mexico into two major TV market areas. ROSWELL is the natural 
sales center for a 15 county market. (MOSTLY CAPTIVE) 


| KSWS-TV 
| ROSWEEL, N. M. 


meneniias by: The Meeker ( Co., Nationally 
Clyde Melville Co., Dallas 
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those presently used by their adver- 
tisers. A similar movement is getting 
under way in many agencies, with 
spot advertisers also being advised to 
extend their line-ups beyond the top 
50, 75 or even 100 markets. 











THEY'RE ALL YOURS 
50,000 TY HOMES 


FOR JUST $] — 


THOUSAND 


With nearly 80% TV saturation in this 
single-station market, you're assured of 
1000 homes reached for every dollar 
spent. Put your next campaign 


KMSO- TV 


ABC @ CBS e@ NBC 
MISSOULA, MONTANA 


Perure FROM FORJOE 

















In each instance, new data are 
being presented to show that in spite 
of the Nielsen figures, advertisers 
who buy the first 80-100 markets to 
“cover,” say, 95 per cent of the coun- 
try have little chance of doing that 
for several reasons: 

1. Strong three-way competition 
automatically cuts program ratings. 
In February 1955 the top 20 regu- 
larly scheduled evening shows aver- 
aged a 39.4 Nielsen “average audi- 
ence” rating. Translated into homes, 
that’s about 16,800,000. Four years 
later the top 20 programs are aver- 
aging a 31.4 rating—or 12,600,000 
homes. In both 1955 and 1959 the 
average rating for all evening pro- 
grams was 21-22. 

Basically, what has happened is 
that while more people are watching 
more programs now than four years 
ago, the audience is split in such a 
way that individual program audi- 
ences are actually smaller. The split 
is caused first by the increase in the 
number of stations competing for 
viewers and secondly by the surge of 
ABC-TV in both programming and 
station clearances. 

In 1955 there were 406 stations in 
operation. Over 100 more have been 


added since, with local and inde- 
pendent stations capturing important 
shares of audience due to the avail- 
ability of good syndicated program- 
ming and local-news angles. 





MR. 
STATION 
MANAGER: 


If you are 
interested 
more network 
shows for your 
station or 
need a public 
relations 
representative, 
or both, you 
should talk to 


Elisabeth 


Beckjorden 


Network and Personal 
Representative 


235 East 46th Street 
New York 17, N. Y. 
PLaza 5-4262 


Associate Member NAB 
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ONE- 


SIDED 
DOMINANCE 


There is only one way to sell La Crosse 


From the inside via WKBT 


You can't cover La Crosse from the 
outside, and WKBT is the only TV 
Station in town. 
And what tremendous sales-power ) 
WKBT generates! WKBT’s average 
weekly share of audience is a virtual 
“unanimous” 93.5 per cent.” 
WKBT's average weekly (Sun.-Sat.) 
night time (6 P.M.-Mid.) rating is a 
Stratospheric 58.0.” 
The market which WKBT dominates? 
La Crosse is a fast-growing industrial 
and wholesale center serving three 
States in the heart of rich farm and 
dairy country. AK BT CBS .NBC-ABC 
CHANNEL 8 LA CROSSE, WISCONSIN 
ted by BRR Television, Inc. 


Harry Hyett, Minneapolis 
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Again, in 1955 ABC-TV programs 
were outpulled roughly two to one by 
the average programs on the other 
networks. In many time periods 
ABC-TV offered no competition at 
all. Now, only a few points sepa- 
rate the three networks in virtually 
any half-hour evening period. And 
while ABC-TV has gained strongly 
to average about a 20 rating on its 
nighttime shows, ratings on the aver- 
age NBC-TV and CBS-TV programs 
have dropped correspondingly to the 
same level. 


Many New Affiliates 


As new stations began operation 
and as ABC-TV programming in- 
proved, it was natural that the net- 
work should add affiliates. During 
the last few years ABC-TV gained 
primary afliliates in many important 
markets—Amarillo, Bay City-Flint, 
Boise, Boston, Buffalo, Chattanooga, 
El Paso, Evansville, Fort Wayne, 
Indianapolis, Miami, Norfolk, Omaha, 
Orlando-Daytona Beach, Peoria, 
Pittsburgh, St. Louis, Tucson and 
Youngstown. These markets alone 
cover about 15 per cent of all U. S$. 
tv homes. In other areas ABC-TV 
improved its local facilities by 
switches from uhf to vhf, power in- 
creases, etc. In each market this 
caused a close three-way race between 
the networks, with the finish usually 
a dead heat. 

The result of the surge is best 
illustrated by random examples in 
the Boston and Omaha markets. In 
Boston in 1957 the existing NBC-TV 
and CBS-TV stations split the audi- 
ence almost equally. An ABC-TV 
station entered the market in 1958 
and by March of this year held about 
one-third of the audience, while the 
other stations shared the remainder. 
In Omaha the same pattern appears, 
with all three stations just a few 
points apart (see Fig. 1, p. 57). 

There are at present some 65-70 
markets where each network has. a 
full-time affiliate. In addition, many 
larger markets have one or more in- 
dependents. An agency study con- 
ducted in 60 of these markets revealed 
the following averages (as based on 
ARB surveys and weighted by tv 
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YOU CAN’T 
TOP THIS 
ARB! 


homes covered) : 
Average Share of Audience 
6 p.m. = midnight 


Fall 1958 
ABC 27.0 
CBS 33.4 
NBC 30.7 
Ind. 8.9 


Since these markets cover more 
than 75 per cent of all U.S. tv homes, 
the importance of the split in audi- 
ence cannot be minimized. 
top 10 markets, covering 40-45 per 
cent of tv homes, where spot as well 
as network buying is most heavily 
concentrated, the strength of the in- 


| dependents has split audiences even 


KTRE-TV, Lufkin, Texas, saad 
ARB reveals a 98.5% share of | 


more. 

In simple language, the advertiser 
who buys the first 70 markets in the 
belief his commercials will be seen 


| by 75 per cent of the country’s tv 


audience Monday through Sun-. 
day. | 
The Lufkin-Nacogdoches Market 
is yours completely wrapped up| 
when you buy KTRE-TV—your di- 


rect route to 65,000 tv families. 





This is a vital market in East 


Texas. 


KTRE-TV 


Lufkin, Texas | 


Channel 9 | 


RICHMAN LEWIN 


Vice President & General Manager 


Represented by 
Venard, Rintoul & McConnell, Inc. 


Southwest: Clyde Melville Co., Dallas 
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| tune in a given program). 


viewers will be greatly disappointed. 
He must remember that while three 
stations are operating in each market, 
his commercials on any one station 
have only a one-in-three chance of 
being watched. 

2. Potential coverage differs greatly 


| from actual or delivered coverage. 


In their respective pitches for larger 
program line-ups, both NBC and 
CBS make a point of the fact that a 
difference exists between the audi- 
ence which can watch a program and 
the audience which does watch it. 
CBS uses as a definition of pro- 
gram coverage, “the number of tv 
homes that are able to receive the 
program over one or more of the 
station facilities used—in per cent of 
total U. S. tv homes.” As explained 
by NBC, this figure is based upon the 
twin factors of engineering (which 
enables the picture signal to reach the 
home) and acceptability (which de- 
termines whether the home chooses to 
All sta- 
tions receivable in a home are not 
watched: often the signal is too weak 


| for good viewing and a stronger, 


alternate station is selected; a local, 
friendly independent station may be 
preferred to the less personal power- 
house station in the nearby metropo- 
lis. 

In order to find the “delivered 
audience—the people who can view 
and do view.” each network asked 
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GRAND “FORKS 
| Market 


| jingles cash registers to the happy tune 
of $277,863,000. One of the nation's 
richest agricultural regions. Average 
|commercial farm income $10,460. 


|The ONE advertising medium that can 
|sell this market for you is KNOX-TV. 


KNOX-TV 


Grand Forks, North Dakota 
Channel 10 
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Check These 
Advantages 


Single-station market 
Channel 2 

CBS 

ABC 


3.4 to 4.1 viewers per set on 
all top shows (ARB March 
'59) 

Average nighttime audience 


78°, of all viewers able to 
receive (ARB March ‘59) 


It all adds up to results 


KDIX-TV 


Dickinson, North Dakota 
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farm and city incomes 


HIGHEST 


in the land of the BIG CHEESE 


WEAU-TV, Eau Claire, sells to the richest farm counties 
in the Midwest. . . . the area also having the highest in- 
dustrial wage in the State of Wisconsin. 


Reach the market that’s ready, willing (and able) to 


buy with WEAU-TV. .. 


34, million people. 


. covering the giant land of 


WEAU-TV. ...a single station market. . . . program- 
taing the best of all three networks, CBS, NBC and ABC. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 


See your Hollingbery man. 
In Minneapolis, see Bill Hurley. 







NeT ONLY 34 


MILLION PEOPLE...BUT 
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THERE’S 
GOLD IN THE 
FABULOUS 
FLORIDA GULF 
COAST AREA 


You can increase sales in 
this fast-growing region by 
using WJDM-TV, Panama 


City. 


WJDM-TV covers a popu-| 


lation of 116,000 people 
with retail sales of $125,- 
000,000 annually. 





| 
| 


| 


Nielsen to conduct special studies. 


narily used for station-coverage data, 
Nielsen Coverage Survey #3 was em- 
ployed for these studies. 

As an example of what was dis- 
covered, a one-week period of pro- 
grams on an NBC-TV line-up of 72 
stations was noted by Nielsen’s Tv 
Index as “covering” 91 per cent of 
the country. The shows had an aver- 
age audience rating of 17.2. From 
NCS #3, it was found that the pro- 
gramming effectively covered only 80 
per cent of the country, with an aver- 
age audience rating of 19.0. In the 


remaining 1] per cent, coverage— | 


while it did exist—was greatly re- 


duced due to local-station competi- | 


tion, inferior signal, etc., and the 


shows had only a 4.8 average audience 


rating. It was this low rating in the | 


small area that was reducing a poten- | 


tially higher national rating by several 
points. By adding stations in the 
“marginal” areas to the network line- 
up, NBC points out that 
there is a certain amount of overlap 





in coverage—audience and ratings go 
upward at a greater momentum than 
do costs. 

To prove this point, NBC-TV takes 
several cases where advertisers spon- 


even though | 


sored programs on a “minimum buy” | 


of 72 stations and illustrates what 
happens as more stations are added. 
With the stations ranked by the net- 


| work according to individual cost 


(which is dependent largely on the 
number of tv homes in the market), 


the first 72 can be purchased at $83,- | 


Ac- 


cording to Nielsen data for a Febru- 


732 for a prime evening hour. 


Where the Nielsen TV Index is ordi- | : a 





tiie 





KTVO is the only station 
serving America’s boom area... 
the area surrounding Ottumwa, 
Iowa and Kirksville, Missouri. 


OTTUMWA 
e 





+ 
KIRKSVILLE 


MISSOURI 





KTVO serves 200,000 
homes exclusively. 








ary 1959 week, 6,908,000 homes are 
reached via such a buy. 


KTVO serves this single- 
station market on clear channel 3 
with 100,000 watts power and a 
1101 ft. tower. 


WJDM-TV 


Channel 7 


For approximately $5,000 more, 
says NBC, an additional 20 stations 
can be ordered, and the audience will 

| increase to nearly 7.5 million homes. 


In other words, a 5.6-per-cent cost 


increase results in an 8.3-per-cent 
| a four-per-cent increase in cost, and 


Panama City, Florida 


audience increase. 
If 92 stations are used by an ad- 
vertiser, 20 more can be ordered at 


KTVO 


© Fa 


’ Offices: Ottumwa, Iowa 


Represented by 


he gains a 7.6-per-cent audience in- 
George P. Hollingbery Co. | Sf 175: nile ave te the 
| basic line-up, 31 additional can be | 
Mel Wheeler, General Manager | 


crease, 





had for a 4.1-per-cent cost increase. Represented by: George Fr. Hollingbery Co. 
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*The latest ARB re- 
port proves WSAU- 
TV reaches more 
homes in this 24 coun- 
ty area than the 5 com- 
peting stations COM- 
BINED! 


TOTAL AREA REPORT (MAR. ’59) 


WSAU-TV provides CBS-NBC-ABC Network programs to over | 3 3 “} "Wisconsin's 
counties with a clear, crisp signal telecast from Wisconsin’s highest tower (1,349 feet above 
average terrain) and full power (316,000 watts). NO WONDER this single station has REACH! 

If you want to be represented in these 24 counties . . . . check the ratings and rates and 
then reach for WSAU-TV, Wausau represented by: The Meeker Co. and Harry Hyett (Mpls.) 


WAUSAU - WSAU-TV- WAUSAU 
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< be 7. 
PUT NEW LIFEx 


in your 


SALES PROGRAM 


by 
BUYING THE 
RICH 
MIDDLE GEORGIA 
MARKET 


RETAIL SALES UP BAZ 
IN 1958 


++» RETAIL SALES FOR FIRST 
QUARTER 1959 UP Z3ha7o 


THEY'RE SPENDING 
MORE 


NOW 


IN MIDDLE GEORGIA... 
THE MARKET COVERED 


ONLY by WMAZ-TV 


SEE YOUR AVERY-KNODEL 
MAN TODAY 











3,156 BABIES BORN 
IN MACON LAST YEAR 


». 
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and the audience increase is 9.8 per 
cent. 

The over-all effect, NBC points 
out, is that a 16-per-cent cost increase 
from the minimum network 72-station 
buy will purchase the full 189-station 
network and bring the advertiser a 
32-per-cent audience. 
Naturally, not every advertiser can 
afford to buy a full station line-up, 
nor has the need for it, but network 
officials following the trend are pre- 
dicting “average” line-ups of 140 sta- 
tions or more for national advertisers 
next season (see Fig. 2, p. 68). 

In its study, CBS-TV moved away 
from hypothetical cases and made an 
exhaustive study of programs on the 
network that were sponsored on 
alternate weeks by advertisers using 
“short” line-ups and advertisers using 
“long” line-ups of at least 20 more 
stations. During a four-month period 
some 1] such programs were ana- 
lyzed. Results of some of the studies 
follow: 

On a half-hour weekly comedy pro- 
gram, the “long” advertiser paid 
seven per cent more for his stations, 
but had an audience nine per cent 
larger. 

On a half-hour western, the “long” 
advertiser paid seven per cent more 
to gain an audience 15 per cent 
larger. 

On a half-hour variety show, the 
“long” advertiser paid three per cent 
more to get an audience eight per 
cent greater. 


increase in 


All in all, of 11 programs and 
252 broadcasts studied over a four- 
month period (with some programs 
checked for the previous year as 
well), nine showed audience in- 
creases greater than the increase in 
expenditures. One program “broke 
’ with a three-per-cent audience 
rise at a three-per-cent budget rise, 
while another showed an amazing 
16-per-cent audience increase for a 


even,” 


five-per-cent cost increase. Only one 
program, a mystery, showed that a 
three-per-cent cost increase resulted 
in no appreciable audience rise. 
“Frankly,” says Dick Golden, di- 
rector of presentations for CBS-TV, 
“we can’t explain the one negative 
case. We cannot be positive the 
figures are precise in that instance 


| 
| 
























Go TEXAS 
Go San Angelo 
Go KCIV 





ACTY 


SAN ANGELO 


© Ba 


J. HARLEY HUBBARD, Gen. Mer. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 










n. Mgr. 


ELL, INC. 











I’M TELLING YOU ...SALES ARE UP 
IN ROCHESTER, MINNESOTA 


Yes, sir, sales of baby food, automobiles, Proof? All you have to do is look at the ARB 
cigarettes, soaps, gasoline. In fact, you name which gives KROC-TV 71% share of audience 
it... Rochester, Minnesota buys it to the tune sign-on to sign-off. 

of $819 million a year. 


Honestly, this is one of the best single-station Buying KROC-TV is doing what comes nat- 
buys in the country and KROC-TV delivers urally. It’s a beaut of a buy. 


KROC-TV 


CHANNEL 10, Rochester, Minnesota 
National Representative: The Meeker Co., Inc. 2 Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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any more than we'd swear they're 
perfect in every other example. What 
we believe is that whether the ratio 
of audience-to-cost increase is one to 
one, two to one or even three to one, 
it exists in concrete form and repre- 
sents a valuable buy to an advertiser.” 

The composite of all 11 case his- 
tories showed the average “long line- 
up” sponsor spent about $4,000 more 
(four per cent) than his alternate, 
and gained about 750,000 homes 


(seven per cent) greater audience 
(see Fig. 3, p. 70). 

A similar study was conducted for 
10 daytime CBS-TV programs. Again, 
the “long” advertiser came out far 
ahead—spending 17 per cent more 
for a 28-per-cent greater audience. 
(The larger percentages were due to 
the fact that daytime line-ups for the 
“short” advertisers were relatively 
small—only 67 stations—while the 
average “long” line-up consisted of 











Television 
Age 


reaches more 
agency executives 


than any publication 
in the field 


444 Madison Avenue 
New York 22, N. Y. 
PLaza 1-1122 
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112 stations. The wide variance: 
caused similar differences all down 
the line.) 

Returning to the NBC study, the 
network illustrates what happens to 
program ratings when additional sta 
tions join the line-up. It had bee 
proposed that NBC-TV’s Peter Gunn 
be carried on a line-up of 108 sta 
tions initially, at a cost of $89,247, 
and Nielsen figures for January 1959) 
indicate it would have reached 10.7 
824,000 homes. However, the station 7 
line-up was boosted to 176 at a cost 
of $94,826 (six-per-cent increase), 
and the audience figure rose to” 
12,276,000 homes (13-per-cent in- 
crease). . 

Nielsen compiled the rating figure 
for Peter Gunn on the first 108 NBC 
stations and theoretically placed it 
in 38th position with a 25.7 average 
audience rating. Actually, the pro- 
gram was in 15th position with a 
28.3 national rating on 176 stations, 
Obviously, what happened is that 
while the program may have attracted 
only one-third of the audience in the 
larger markets where three-station | 
competition existed, it got much | 
higher ratings in smaller markets 
where the competition was not so in- 
tense. 

To show the effects of a long line- 
up in terms of rating leadership, NBC 
took its own program, Restless Gun, 
and matched it against the CBS-TV 
show, The Texan. The CBS program 
was carried on 45 more stations, but 
the shows were similar in such re- 
spects as time period, type, star name, 
etc. 

In the multi-network ratings by 
Nielsen during November and De- 
cember 1958, taken in markets where 
each program was available, the data 
gave Restless Gun a 22.1 rating and 
The Texan a 22.9. 
tional average audience ratings gave 
the NBC show a 24.2 and The Texan 
a striking 29.3 (see Fig. 4, p. 72). To 
the prestige-conscious advertiser who 


However, the na- 


wants a top-rated national program, 
the difference is worth studying. 
Further illustrating the rating ad- 
vantages of longer line-ups, NBC 
shows that all programs carried on 
less than 125 stations had a 16.2 aver- 
age multi-network rating and a 17.1 





BACK HOME IN INDIANA 





— as thant 


We Hoosiers are proud of our native sons who have gone out 
to win fame in the world of entertainment... Clifton Webb, Red 
Skelton, Hoagy Carmichael, Herb Shriner, but we are proud, too, 


of the Hoosiers in our own backyard. 


We have profound respect for our local and loyal viewers of 
WLBC-TV right here in Muncie. These are the people who make 
Muncie the heart beat of middle America: Middletowne, U.S.A. 
That is why WLBC-TV is the ideal market for your test cam- 
paign. For Muncie is the nation’s television test tube market and 
WLBC-TV leads the nation in the number of hours viewed 


per week. 





F tube for TV 


The nation’s test ‘ 












2. Increasing number of stations used in average network line-up (Nov.-Dec. yearly) 





national rating; on 125 to 149 sta- 
tions, shows had a 19.4 multi-network 
rating and a 21.5 national rating; on 
150 or more stations, programs had a 
21.8 multi-network rating and a 24.7 
national rating. The increases thus 
ranged from 0.9 to 2.9 as more sta- 
tions were used. 

More important than ratings to 


133. (+ 111%) 





1955S «1956 


1958 


many an advertiser are the cost-per- 
thousand-viewers figures. Both net- 
works furnish evidence to show that 
as more stations are added to large 
existing line-ups, the cpm actually 
gets smaller. 

With the Peter Gunn example cited 
earlier, the initial 108-market buy 
would have resulted in a cost of $2.75 





per 1,000 viewers per commercial 
minute. Purchasing 68 additional 
stations was done at a cpm of only 
$1.28, with the total result being a 
cpm figure of $2.57. 

CBS-TV shows in its composite of 
the 11 nighttime seasonal histories 
that the cpm on the average “short” 
line-up was $3.08. The advertisers 
using the “long” line-up added 757,. 
000 homes at a cpm of only $1.67. 
In the daytime histories, the cpm for 
the “short” line-up advertisers was 
$2.19, with the users of the longer 
line-ups adding viewers at a cost of 
just $1.36 per thousand. 

An important point to remember 
in the instances of “short” vs. “long” 
advertiser is that both have the same 
basic costs. Each pays the same 
amount for his program and talent 
and for an equal number of markets. 
It is when an advertiser pays the 
fractional additional costs for extra 
markets that he begins to realize a 
major return. 

There are several other reasons 
why more and more advertisers are 





HERE ARE THE ARB FACTS ON KREX-TV 
AND THE ROCKY MOUNTAIN AREA 
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Fact 1: 


Fact 2: 


93%. 
Fact 3: 


Grand Junction, Colorado 


CBS-NBC-ABC 


National reps: New York: Devney Inc., Chicago: Hal Holman Co. 


In Mesa County, Colorado television 
saturation is 89%. KREX-TV average 
daily circulation is 88%. 

In Delta. County, Colorado television 
saturation is 77%. Average daily cireu- 


lation of KREX-TV and KREY-TV is 


In Montrose County, Colorado, televi- 
sion saturation is 76%. Average daily 
circulation of KREX-TV and KREY- 
TV is 99%. 

It adds up to a One-derful buy. When you buy 
KREX-TV you get the bonus coverage of its 
satellite KREY-TV. 


krex-tu 
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WIBW-TV WIBW-TV WIBW-TV WIBW-TV UP 


WIBW-TV 


serves... satisfies...and saturates 


The Topeka, Kansas Market 


Topeka, the second largest 
market in Kansas, is a Billion-and-One-Half- 
Dollar market with the Highest 
effective Buying Income per Capita (Sales 
Management) in all Kansas. 





Survey-Proved WIBW-TV Tops 


e Topeka is one of America’s Largest Competiiten Al Gan. Ring Oey 


Single-Station markets — having Covers 34% of All Kansas population. 
a spendable income of well over Delivers 34% of Kansas net dollars 
and 31% of Kansas retail sales. 
$1,509,521,000.00. Share of Audience 
7 7:45 12.N 6 P.M. 
e The 38 counties served by WIBW- 12N 6 P.M. Mid. 
In Area 57.0% 50.3% 51.1% 
TV boast 226,850 TV Homes. (Telepulse) 
In Topeka 33.9% 42.5% 38.0% 
e Topekans are stay-at-homes — and (ARB) 
. @ in 281 Quarter-Hours, WIBW-TV ranked FIRST in 
WIBW-TV delivers deepest pene- ieteodines Topeka . .. leading - fully 50 - 
t . of cent of the time rated (March ‘59 ARB). 
ration of Topeka homes .. . 94% @ In the top 15 Once-A-Week shows, WIBW-TV had 
an average rating of 37.69 per cent. 
of all homes on a weekly © From Sign-On to Sign-Off, WIBW-TV has practically 
A P ‘ TWICE the audience of either the second or third 
nighttime basis. station than can be seen in Metropolitan Topeka 


(March ‘59 ARB). 











WIBW-TV tailors its programming to serve the specific needs 
and desires of Topeka-Area viewers. 


News ... Weather... Sports ... Farm Reports plus 
the very best network shows telecast by 


CBS NBC ABC 


When You Buy WIBW-TV 
you buy at the Lowest Per Thousand Rate Possible. 


WIBW-TV 


Channel 13 Topeka, Kansas 


*Division of Stauffer-Capper Publications e Represented by Avery-Knodel, Inc. 


TV AL“-MEIM AL-“-MEIM AL“MEIM AL“MEIM AL“MEIM AL-“MES 


W_TV WIBW-TV WIBW-TV WIBW-TV WIBW’ 
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3. Composite of 11 CBS Television nighttime histories 
(126 “short” broadcasts vs. 126 “long” broadcasts ) 


cost 


NTI coverage = 95.0% 





NTI coverage = 97.1% 


turning to the smaller markets for 
their network schedules. One, of 
course, is simply low prices. As 
George Kolpin, CBS-TV sales man- 
ager for its “Extended Market Plan” 
stations, says, “We have nearly 40 
stations that can be bought for a 
minimum of $50 and a maximum of 
$150. And frequency discounts can 


bring those figures down quite a 
distance.” 

Another reason is that an adver- 
tiser using a long line-up for alter- 
nate-week sponsorship of a show 
generally wants the co-sponsor to use 
the same line-up. For continuity, 
cross-plugs, etc., continued weekly ex- 
posure in each market is a necessity. 


Thirdly, additional dealer impact 
is possible because more local retail. 
ers are tied into the program. Mer. 


chandising opportunities are ip. 
creased. 
But it is the concrete, proven ideas 


which are convincing advertisers 
above all: (1) they get a greater 
audience for each program as fewer 
stations vie for the total audience; 
(2) ratings are normally well above 
the national average; (3) overlap 
coverage is increased and viewers 
gained as the programs appear both 
on the local station and the “big 
city” station reaching into the mar- 
ket, and (4) competition that existed 
previously in the local area is auto- 
matically deleted by buying the lo- 
And it all takes place, 
the networks prove, at an improved 


cal station. 


cost-per-thousand. 

Studying the facts, the media de- 
partments of several major agencies 
are carrying this thinking one step 
further: if adding small markets is 
good for network advertisers, why 
shouldn’t it work just as well for 





SALES SOCK! 





The “KID with the punch” packs 


a championship right. 


KID-TV covers a rich expanding agricultural and 
industrial area. Idaho Falls is the home of the U. S. 
Atomic Testing Reactor Plant and one of the larg- 
est hydro-electric plants in the country. Total Re- 
tail Sales are in excess of $316,000,000 a year! Call 
George P. Hollingbery for all the facts. 


KID-TV 


idaho Falls 
CBS-NBC-ABC 








i 








Pocatello 


C. N. (Rosy) Layne, General Manager 


Member: Skyline Group 


Represented by George P. Hollingbery Co. 


70 July 27, 1959, Television Age 
































Whether It’s A Ball Game or Timebuying 


Ns 


y 

















It’s better inside than out. 


Here is what you get with WIMA-TV inside the Lima Market. 
A booming, bustling industrial market with these plants: 

Westinghouse Electric Corp. 

Superior Coach Corp. 

Neon Products Inc. 

Standard Oil of Ohio 

Ford Motor Co. 

Ex-Cell-O Corp. 

Baldwin-Lima Hamilton Corp. 

Lima Register Co. 

Randal Graphite Bearing Co. 

Gro Cord Rubber Co. 

Ohio Steel Foundry Co. 


Plus one of the richest farm markets in the nation. 
WIMA-TV is your pipeline to sales in the Lima, Ohio Market. 


WIMA-TV 


LIMA, OHIO 


CHANNEL 35 
NBC—CBS—ABC 
Represented nationally by H-R TELEVISION, INC. 


Elisabeth Beckjorden, Station Network Representative 
Lima once oil center—now pipe line center of the Midwest. 
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major spot buyers? 

The answer is that the same policy 
advocated by the networks not only 
is good for spot, but represents a buy 
excellent in all respects. 

Excluding satellite operations, there 
are some 91 one-station markets 
(i.e., markets in which a single sta- 
tion has no competing signal or com- 
petition only from a station or sta- 
tions in other areas). While the 
number of homes in the U. S. capable 


of receiving a signal from only one 
station has dwindled to 880,000, or 
two per cent of all tv homes, the 91 
single-station markets actually cover 
14-15 per cent of all tv homes, or 
6,380,000 families. This latter figure 
represents a considerable portion of 
the national audience. 

An analysis of Nielsen data (NCS 
#3 Spring 1958) shows the largest 
group of one-station markets covers 
20-49,000 homes each, with the next 













stable, steady market. 


most efficient media buys. 


WIOK-TV 


MERIDIAN i 
MISSISSIPPI ° 


CHANNEL 11 








CBS PRIMARY AFFILIATE 
BC - ABC 


HEADLEY REED 
REPRESENTATIVES 





a big NEW market in the South 


This fast-growing, changing market has now mushroomed 
into one of the South’s new metropolitan areas. A highly 


diversified economy makes the Meridian, Mississippi area a 


Covering 29 key counties in Mississippi and Alabama, plus 


a surprisingly low cost, make WTOK-TV one of the nation’s 






% 2... 














%& $427,311,000 RETAIL SALES 


% $601,297,000 EFFECTIVE 
BUYING INCOME 


% OVER 100,000 TY HOMES 


% $200,000,000 CONSTRUC- 
TION PROGRAM 


Maximum power 316,000 watts 
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largest group covering 50-99,009 
homes each. Excluding the dozen 
markets reaching more than 100,000 
homes apiece, the average circulation 
50,000 


per one-station market is 


homes: 


4. Line-up—leadership relation 


Restless Gun 122 stations 





The Texan 167 stations 





Distribution by Weekly Homes 





Reached 
No. of % of 
markets total 
100,000 and over 12 13 
50,000-99,000 26 29 
20,000-49,000 30 33 
Under 20,000 23 25 
91 100% 


As to geographical distribution, 
contrary to an offhand assumption 
that the majority of one-station mar- 
kets might be found out west, the 
distributed 


markets are evenly 


throughout the country. The largest 
with the 


northeast and central zones close be- 


number is in the south, 


hind: 


One-Station Markets By Region 


Northeast 5 
East Central 18 
West Central 16 
Mountain 16 
South 21 
Southwest 9 
Pacific 6 

91 


In the vast majority of one-station 
markets, competition is provided by 
stations from large multi-station mar- 
kets. Despite the supposed superiority 
of programming and talent available 
on the “big city” channels, ratings 
show that time and again the local 


station easily outdistances its rivals: 
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KSTF ( 1) Scottsbluff, Neb. sah 


238,960 WATTS 


Ch. 10 


For the 
Low Single 
Station 
Rate 


x Oos VL YT 32W OIL 7 ‘€e 














PUT YOUR BRAND ON BOTH 
KFBC- hg Cheyenne, Wyo. Ch. 5 100,000 Watts 





i 









FOR ADDITIONAL DETAILS 





POPULATION: 402,400 


WRITE OR PHONE .. . 





FAMILIES: 119,100 


KFBC-TV Phone: 4-4461 





TV HOMES: 91,707 


CHARLES P. CAHILL 
National Sales 








EFFECTIVE BUYING INCOME: $688.521.000 Cheyenne, Wyoming 





or Geo. P. Hollingbery, Inc. 





KFBC-TV 


Cheyenne, Wyo. Ch. 5 Scottsbluff, Neb. Ch. 10 


CBS - NBC - ABC 


KSTF (TV) 
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6 p.m.-Midnight 
Austin, Minn. KMMT 
Non-local station 
Columbus, Miss. WCBI-TV 
Non-local station 
La Crosse, Wis. WKBT 
Non-local station 
Mason City, Ia. KGLO-TV 
Non-local station 
Macon, Ga. WMAZ-TV 
Non-local station 


ARB Average Share of Audience 


44.7 
34.0 
71.7 
16.4 
93.4 

6.5 
75.8 
15.0 
73.3 
15.2 


Ottumwa, Ia. KTVO 
Non-local station 

Rochester, Minn. KROC-TV 
Non-local station 

Sioux Falls, S. D. KELO-TV 
Non-local station 

Texarkana, Tex. KCMC-TV 
Non-local station 

Topeka, Kan. WIBW-TV 
Non-local station 

Avg. Local Station 
Avg. Non-Local Station 

































CLAIBORNE UNION 
























POPULATION 933,200 
HOUSEHOLDS 259,680 
RETAIL SALES $764,013,000 
CSI $1,160,967,000 

FOOD $157,516,000 
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WASHINGTON, 





LIVINGSTON 





TERREBONNE 


x 


DRUG $23,445,000 
AUTO $170,564,000 
GAS & OIL $65,309,000 | 


60.1 
25.9 
71.8 
10.9 
89.3 

7.8 
66.9 
219 
36.7 
24.4 
68.3 
17.8 


The NEW Louisiana Purchase for modern timebuyers 


t 316 KW—channel 10, Lafayette, Louisiana 
K | t Y Vi Represented by RICHARD O'CONNELL 


| 


The local station’s advantage is 
primarily dependent on three factors: 
first, its signal is generally superior 
in quality to that received from the 
distant stations; secondly, a viewer 
loyalty exists to the “hometown” sta- 
tion which highlights local news 
events, civic activities, etc.; finally, 
the availability of good programming 
now in syndication or offered by 
ABC-TV fills any gaps left by the 
other networks. 

Buyers of network line-ups have 
often neglected to add a small market 
to the list of stations—secure in the 
knowledge that the market will be 
covered by another station—only to 
find the small-market outlet putting 
Sea Hunt, Mike Hammer, etc., against 
the network show. The result is usual- 
ly disastrous. “In top markets,” says 
one buyer, “if you get a spot near 
Gunsmoke or Maverick with a 35 
rating, you’re a hero. In a small, 
one-station market, Doug Edwards’ 
news will pull a 60 and many daytime 
shows will average 25-30 ratings.” 

While a large and growing num- 








KMSO0-TY 


191,000 watts—7,000 Feet UP 
covers 100 mile radius where 

40,000 homes receive 
J only one TV signal 


LATEST 


ARB 
78% SETS 
IN USE 
7:30-10:00 PM 


Talk to GILL-PERMA 
about . . . KGVO 
radio 
too 














MISSOULA, MONTANA 

















ere 
‘ive 


inal 


AA 
vO 
dio 


too 















OVER 100 TEXAS MILES AWAY 
FROM ANY OTHER STATION 























TO SHREVEPORT 
101.6 MILES 





TO DALLAS 
113.6 MILES 











KLTV covers this one-station market with the sales 
wallop of a giant. With maximum power and network 
color, KLTV covers a population of over 550,000 who 
spend $500,000,000. First in per capita Drug Sales . 
First in per capita Household and Appliance Sales . . 
and First in per capita Apparel Sales in all Texas Mar- 
kets. Third in per capita Food Sales and Third in per 
capita Automotive Sales for all markets in Texas. 


KTV 


Tyler-Longview 
EAST TEXAS 


Marshall H. Pengra, General Manager 








Represented nationally by H-R Television, Inc. 
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WCEBI-TV 


unduplicated CBS-NBC 
coverage 


WCEBI-TV 


53,500 tv sets 


WCBI-TV 


more national and regional 
advertising than any other 
station in Mississippi 


WCEBI-TV 


75.2% share of audience 
sign-on to sign-off (ARB) 


WCEBI-TV 


Columbus, Mississippi 


Represented by Everett-McKinney 











Dn % ANECO 


ber of advertisers are using the one- 


station markets as part of their 
network line-ups, only the more so- 
phisticated national advertisers seem 
to be taking the lead as far as spot 
buying is concerned. An analysis 
of spot activity in 40 single-station 
100,000 sets) re- 


Rorabaugh 


markets (under 


ported in during the 


fourth quarter of 1958 revealed 
strong use of the markets by Lever 
Bros., Procter & Gamble and eight 
other leading advertisers. Lever, for 
example, had spot schedules in 73 
per cent of the small markets re- 
porting: 

Spot Tv Activity—10 

National Advertisers in 40 

Single-Station Markets — 4th 


Quarter 1958 


Major 


Markets Used 


Advertiser 


Lever Bros. 29 
American Chicle 26 
Warner-Lambert 

Pharmacal Co. 22 
Kellogg 20 
Procter & Gamble 16 
Amer. Home Products 15 





iY 








Food Mfgs., Inc. 14 
General Foods 14 
Brown & Williamson 12 


Of striking importance is the num. 
ber of small markets used by Adel] 
Chemical Co. for its Lestoil, a prod- 
uct not yet in full national distribu. 
tion and therefore not included in 
the above list. For the period coy- 
ered in the Rorabaugh report, how. 
ever, with distribution in only the 
northeast and east-central areas of 
the country, Lestoil used 11 one-sta. 
tion markets for 3,853 spots. 

Nearly 


placed on seven such markets in the 


2.900 commercials were 


east-central area, and over 900 on 
four stations in the northeast. WDAN- 
TV Danville, Ill., alone received 526 
spots, while the other 10 stations 
averaged 330 each during a three- 
month period. 

Exactly what does an advertiser get 
when he adds small markets to his 
spot-schedule list? 

To find out, TV 
top agency to estimate what would 


AGE requested a 


happen if an advertiser currently 





ITINIENT S: 
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num- 
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buying five prime-time 20-second 
spots per week in the top 50 markets 
were to add one such spot weekly in 
all 56 of the one-station markets in 
the 20-100,000-set category. 

With the first 50 markets covering 
75 per cent of all U. S. tv homes and 
the 56 small markets accounting for 
10 per cent of all tv homes, the results 
showed an impressive  cost-per- 
thousand figure in favor of the one- 
station market: 


The one-station market has addi- | 
tional values which make it well | 


worth considering for spot place- 
ments. As a test market, it is excel- 
lent, offering the maximum possible 


Then, 


good availabilities are easy to come 


ratings at the lowest cost. 


by in most small markets at present. 

But it is the economic advantages 
illustrated in the foregoing examples 
which are currently enabling numer- 


Average Audience and CPM Per 20-Second Spot 


Top 50 Markets 


% U.S. Tv Coverage 
Cost per spot (prime) 
Rating per spot 
Homes reached 
Cost-per-1,000 

On a cumulative basis, the addition 
of only one spot per week in 56 
small mark ‘s added 10 per cent in 
audience at an added cost of four 
per cent ($3,500). This expenditure, 
which puts the advertiser’s message 
before approximately 5 million peo- 
ple, is less than the cost ($3,750) of 


a single one-eighth page ad in Life 


magazine! 


$2.42 


56 Small Markets 


75% 10% 
$18,000 $3,500 
22.5 45.0 
7,425,000 2,025,000 


$1.73 


ous agencies to impress their clients 
What adver- 
tiser can find fault with a buying 


with their astuteness. 


plan that provides more ‘homes 
reached, peak efficiency at a slight 
increase in cost, and improved na- 
tional coverage with far fewer 
regional weak spots and more sup- 


port from local dealers? 






SALES IN WESTERN MONTANA 


— i. a a a a A Fe ee ee eee 
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TIMEBUYERS: 
_ YOUR JOB IS 


TOO TOUGH! 
IF YOU'RE NOT USING 


KMSO ch 13 


TO SELL WESTERN MONTANA 


@ 47,000 TY HOMES 
@ ONE DOLLAR PER 1000 
@ 80°% UNDUPLICATED 


CALL OR WRITE 
NAT. REP. FORJOE CO. 





KMSO — MISSOULA, MONTANA 











SALES RESULTS prove the value of using WSVA-TV, Harrisonburg, Virginia, to advertise products and services in 
the rich, diversified Shenandoah Valley market. Many national and regional advertisers have used WSVA-TV 
three years or more; eight of these have used the station five years or more—all with growing results. 


Take one five-year advertiser, Dr. Pepper Bottling Co. of Staunton, Va. In 1958, “Dr. Pepper Dance Party” drew 
43,829 cards by mail—34% more than the previous year. Since each card could only be obtained by purchasing a 6-bottle 
carton of Dr. Pepper, this mail pull represents traceable sales totaling 262,974 bottles—a gain of 67,374 bottles. 


WSVA-TV’s mountain-top transmitter covers 24 counties in Virginia, West Virginia and Maryland. With 
community antenna coverage in Cumberland, Maryland, WSVA-TV reaches more than 92,800 TV homes— 


8% more than last year. 


Ask your Petry television representative how you can be sure you're covering this whole prosperous area with 


WGR-TV, WGR, Buffalo, N.Y. « 


WSVA-TY, the only TV station covering the entire Shenandoah Valley...the fastest growing station in Virginia. 


WROC-TV, Rochester, N.Y. « 


WNEP-TV, Scranton — Wilkes-Barre, Pa. 


WSVA-TV, WSVA, Harrisonburg, Va. » KFMB-TV, KFMB, San Diego, Calif. « KEROQ-TV, Bakersfield, Calif. 






“SECOND 
com be beautiful" 





South Carolina’s more than 243 million 
citizens cannot possibly be covered by 

the first TV market stations alone. WBTW 
offers you easy access to South Carolina’s 
second sociable million, united and made 
amenable to your message by first 

class television service, largely free from 
effective competition. Check NCS +3 
totals for South Carolina TV stations. 

One good look and you'll agree “Second 


Can Be Beautiful.” 


Miss Carolyn Melton of Cheraw, S. C., 
exemplifies southern charm by winning 
runner-up honors in the 1959 Miss Universe 
contest held at nearby Myrtle Beach. Each 
year during the annual Sun Fun Festival 
over 65,000 people enjoy the sun and surf 
on the beautiful coast of South Carolina. 


UU B I UU A 354,390 
FLORENCE, S.C. 
wr Be 


Cc 193,480 Total sets in Markets — 


updated Spring Set Count 
based on NCS #3 coverage, 


179,600 





THE JEFFERSON STANDARD BROADCASTING COMPANY represented nationally by CBS TV Spot Sales 
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AUGUST 1959 














MONDAY 
ABC 


TUESDAY 
ABC 









WEDNESDAY 
ABC css 











Television Age Network Program Chart—Nighttime 









THURSDAY 


ABC cBS 






Notes: When participating 


sponsors, names of 










FRIDAY 
ABC 














John Daly 
News 












News 
Amer. Home 





Texaco, News 
Huntley- John Daly Equitable 
Brinkley News alt weeks 
—Report ; 

















Texaco, News 

Huntley- ae Daly Carter 

Brinkley ows alt weeks 
Report 
































Texaco, T News 
Huntiley- John Daly | Amer, Home 
Brinkley News 

Report t 





News | News 
| | | 
—__—_+—- — ss + ~ — it} ——- - +4 + 
if Name That | Music for a | Invisible 
a Buckskin | Stars In Dragnet Summer Night Twltieht Oh Boy an 
| ‘Whitehall oy | Action — spot carrier | — | spot carrier sust 
Polka Go | Cheyenne | om 
Round | alt 4 | : a2 | Wagen Train | 
a _ —_— — —— —_——_——+>— _— + 
Co-op |: Sugarfoot Repeat 
| The Texan — | | Steve Canyon 
| Brown & Restless Gen | Playhouse of | Liggett & Zorro December 
’ | “eee P&G alt | Mystery Myers Keep Talking | 7-Up Bride 
Lever Sterling Drug | sust Repeat | A.C. Spark Gen, Foods 
Repeat alt Corp. | Plug 
| | | ] 
— T T . = 2a — —+ —— — + 
Tales of Fr | Jimmy Ozzie & | Trackdown | 
Bold Journey | *™"G,4"°™*) Wells Fargo | Wyatt Earp | © roll the | Rodsers Show Harriet | Socony-Mobil| The Price Is A 
Ralston | ca American P&G aa | Fastman American | Right Real MeCeys| . 'c. Johnso 
reweed Tobaceo alt Gen. Mills Marlboro Lasts © Kodak (color P&G + C. Senne 
Buick Myers Quaker | Lever P. Lorillard 
io Repeat ae ee See. ASS z 
| | 
Pantomime Frontier | Adventure The | Kraft M Zane Grey 
Quiz Justice | Peter Gunn Rift | Sh Californians | Donna Reed | Millionaire a oe 5 a Theatre 
spot carrier ten, Foods Bristol-Myers Pharma- Repeat Campbell | Colgate- | (color S. C. Johnson 
| Repeat | ceuticals | sust P&G | Palmolive | Kraft 
a coral | } { } 
Joseph | Bob Die 
Cotton og oe Naked City Spotlight ( i I've Got A | Bat Masterson] Rough Riders 
Show sae entre Brown & Playhouse | Show Accused Secret Kraft Lorillard 
— Gen, Foods | Pac Williamson Pet Milk R. J. Reynolds spot carrier | R. J. mevestte 
Top Pro Golf | Sa Whitehall | §. C, Johnson Repeat 
epeat 
Gen] Tire — ee ee Davi } j = 
& Rubber Arthur a — | 
This Is Your | Your Neighbor 
Singer Sewin. _ 
Aten Prente a ss ad Armetrons Life The World Playhouse 90 
aan alt Wednesday | Circle Theatre — sust 
Desilu Aaly sust Repeat Night Fights Armstrong jepeat 
10:30 —Playhouse— Williams ——w a ee 
Westinghouse Sh Town ; & 3S. 
low Williamson | Hour 
| U. 8S. Steel 











Nighttime Index 


Accused ABC W 9:30 

Adventure Showcase CBS Tu 9 

Adventures of Rin Tin Tin ABC F 
7:30 








Alcoa Presents ABC Tu 1 
Alcoa& Goodyear Theatre NBC M 9:30 


= Alfred Hitchcock Presents CBS Sun 

Count 9:30 

overages Andy Williams Show CBS Tu 10 

Revlon, Kellogg, PPG 

Armstrong Circle Theatre CBS W 10 
Arthur Murray Party NBC M 10 
Bat Masterson NBC W 9:30 

s The Best of Groucho NBC Th 10 


The Big Picture ABC Sat 10 
Black Saddle NBC Sat 9 

Bob Cummings Show NBC Tu 9:30 
Bold Journey ABC M 8:30 








Brenner CBS Sat 9 

Buckskin NBC M 7:30 

The Californians NBC Tu 9 

Cavaicade of Sports NBC F 1¢ 

Chet Huntley Reporting NBC Sun 
6:30 


The Chevy Show NBC Sun 9 
Cheyenne ABC alt Tu 7:30 
Johnson & Johnson, Ritchie, R. J. 
Reynolds 
Colt .45 ABC Sun 9 
Cimarron City NBC Sat 9:30 
Bulova, P&G, Helene 
Cons. Cigars 
Conquest CBS Sun 6 
The D.A.’s Man NBC Sat 10:30 
David Niven Show NBC Tu 10 
Deadline For Action ABC Sun 9:30 
December Bride CKS Th 8 
Desilu Playhouse CBS M 10 
Dick Clark Show ABC Sat 7:30 


Curtis, 








Donna Reed ABC W 9 
Dragnet NBC Tu 7:30 
The Ed Sullivan Show CBS Sun 8 
Ellery Queen NBC F 8 
Father Knows Best CBS M 8:30 
Frontier Justice CBS M 9 
G. E. Theatre CBS Sun 9 
Gunsmoke CBS Sat 10 
Have Gun, Will Travel CBS Sat 9:30 
1 Love Lucy CBS F 8:30 
Invisible Man CBS Th 7:30 
I've Got A Secret CBS W 9:30 
Jackpot Bowling NBC F 10:45 
Jimmy Rodgers Show NBC Tu 8:30 
John Daly & News ABC M-F 6:45 
Joseph Cotton Show CBS M 9:30 
Jubilee U.S.A, ABC Sat 8 

Hillis Bros., Williamson-Dickie, 

Massey-Ferguson 
Keep Talking CBS W 8 
Kraft Music Hall NBC W 9 








Lassie CBS Sun 7 


Lawless Years NBC Th 8:30 
Lawman ABC Sun 8:30 
Lawrence Welk’s Dodge Danciny 


Party ABC Sat 9 
Leave it To Beaver ABC Th 9 
Miles, Ralston, Assoc. Prod 
Loretta Young Presents NBC Sun 10 
Lux Playhouse CBS alt F 9:30 
M Squad NBC F 9 
Markham CBS fat 10:30 
Masquerade Party NBC Th 10:30 
Maverick ABC Sun 7:30 
Meet McGraw ABC Sun 10:30 
Meet the Press NBC Sun 6 
Mid-Western Hayride NBC Sun 7 
The Millionaire CBS W 9 
Music For a Summer Night ABC W 
7:30 


Naked City ABC Tu 9:30 














Texaco, | 

Huntley- John Daly 

Brinkley News 
Report T 










Adventures of 
Texas Rodeo | Rin Tin Tin 
sust Nabisco 


Who Pays? 
sust 


Walt Disney 
Presents? 


Lawless Years 











Bachelor | 
Father 
Tombstone 
‘cas ui” | Teeter 
. Lipton 
Amer. ge Philip Morris 
21 Beacon St. 
Ford 
77 Sunset 
Strip 
The Best of 
Groucho 
Lever 
Toni 
Repeat 
Masquerade 
Party 





Name That Tune CBS M 7:30 
News CBS M-F 6:45; 7:15 
Whitehall, Parliament, DuPo 
Gen. Foods, Carter, Equitable 
Northwest Passage NBC F 7:30 
Oh Boy ABC Th 7:30 
Original Amateur Hour CBS F 10: 
Ozzie & Harriet ABC W 8:30 
Pantomime Quiz ABC M 9 
People Are Funny NBC Sat 7:30 
Perry Presents NBC Sat 8 
American Dairy, Noxzema, RCI 
Sunbeam, Chemstrand, Kleenex 
Pete Kelly's Blues NBC Sun 8:30 
Peter Gunn NBC M 9 
Phil Silvers Show CBS F 9 
Playhouse 90 CBS Th 9:30 
Kimberly-Clark, American Gé 
Assn.. All State Insurance, R. 
Reynolds 
























Notes: When participating programs and other programs have more than two 
sponsors, names of sponsors appear with alphabetical listing below chart. 


FRIDAY 
ABC 


SATURDAY 
ABC 


SUNDAY 


ABC cBS 


NBC 








Daly | Aner, Home 


invisible 
Man 
sust 


Cecember 
Bride 


lerringer 
S. °. Johnson 
P. Lorillard 


Zine Grey 
Theatre 
. Johnson 


Playhouse 90 


8:30 
Dancing 

Th 

. Prod, 

BC Sun 10 

F 9:30 

h 10:30 


10:30 
6 
BC Sun 7 


geht ABC W 


News 
Parliament 
alt weeks 


Texaco, 
Huntley- 
Brinkley 

Report 


John Daly 
News 


Adventures of 
Rin Tin Tin 


Texas Rod 
— Nabisco 


sust 


Texaco, 
Huntley- 
Brinkley 

Report 


No 
Passage 


thwest 


Dick Clark 
Show 
Beechnut 


_|___ Reckoning 





Who Pays? 
sust 


Walt Disney 
Presents 
1 Love 


Lucy 
Purex 


Lawless Years 


Bachelor 
Father 
Amer. Home 
Prods alt 
Amer. Tobacco 
Repeat 


Tombstone 
Territory 
Lipton 
Philip Morris 


Phil Silvers 
how 

R. J. Reynolds 
Schick 


Lux Playhouse 


1 

21 Beacon St. = 
Ford Stripe 

Playhouse 
Lever 


The Best of 
Groucho The Lineup 
Lever P. Lorillard 
Toni 
Repeat 


Masquerade 


Party Pharma- 


ceuticals 


P. Lorillard 





Name That Tune CBS M 7:30 
News CBS M-F 6:45; 7:15 
Whitehall, Parliament, DuPont, 
Gen. Foods, Carter, Equitable 
Northwest Passage NBC F 7:30 
Oh Boy ABC Th 7:30 
Original Amateur Hour CBS F 10:30 
Ozzie & Harriet ABC W 8:30 
Pantomime Quiz ABC M 9 
People Are Funny NBC Sat 7:30 
Perry Presents NBC Sat 8 
American Dairy, Noxzema, RCA, 
Sunbeam, Chemstrand, Kleenex 
Pete Kelly’s Blues NBC Sun 8:30 
Peter Gunn NBC M 9 
Phil Silvers Show CBS F 9 
Playhouse 90 CBS Th 9:30 
Kimberly-Clark, American Gas 
Assn., All State Insurance, R. J. 
Reynolds 


Orig. Amateur 
Hour 


Jubilee 
Usa 


Ellery Queen 


Wanted— 


Brown & 
W’'mson 


M Squad 
American Brenner 
Tobacco Lever 


alt G-B Lawrence 


Welk’s Dodge | 
Dancing Party 
ge Have Gun, 
Will Travel 
Lever 
Whitehall 


Western 
Anthology 
Colgate 


Gunsmoke 

Liggett & 
Myers 

> of Remington 
Rand 


Gillette 


Markham 
Schlitz 





Playhouse of Mystery CBS Tu 8 
Polka Go Round ABC M 7:30 
The Price Is Right NBC W 8:30 
Rawhide CBS F 7:30 
Lever, Parliament 
Real McCoys ABC Th 8:30 
Reckoning CBS Sat 7:30 
Parliament, Sterling Drug, 
Hamm, Colgate 
Restless Gun NBC M 8 
Richard Diamond CBS Sun 10 
Rifleman ABC Tu 9 
Miles, Ralston, P&G 
Rough Riders ABC Th 9:30 
77 Sunset Strip ABC F 9:30 
American Chicle, Carter Prods., 
Whitehall, Ritchie 
Spotlight Playhouse CBS Tu 9:30 
Steve Canyon NBC Tu 8 


Gulf, 


Dead or Alive 
Bristol-Myers 


Conquest 
sust 


Twentieth 
Century 
Prudential 


You Asked 
For it 
Skippy 


Lassie 
Campbell 
Soup 


That’s My 
Boy 
sust 


People Are 
Funny 
R, J. Reynolda 
Toni 


Repeat 


The Ed 
Sullivan Show 
Lincoln- 


Meroury 
Eastman- 


Lawman Kodak 


R. J. Reynolds 
Gen. Mills 


. E. Theatre 
General 
Electric 


Black Saddle 
L&M 


Colt .45 
P&G 


alt 
Colgate 


Alfred 
Hitchcock 
Presents 
Bristol-Myers 
Deadline for _ 
Action 


spot carrier 
Richard 


Diamond 
P. Lorillard 


What's 
My Line 
Sunbeam 

Kellogg 


Meet McGraw 
Alberto-Culver 


Sunday News 
Special 
Whitehall 
Carter 





Stripe Playhouse CBS alt F 9:30 

Sugarfoot ABC alt Tu 7:30 
American Chicle 

Sunday News Special CBS Sun 11 

Suspicion NBC Sun 7:30 

Tales of Wells Fargo NBC M 8:30 

Texaco, Huntley-Brinkley Report NBC 

M-F 6:45 

The Texan CBS M 8 

Texas Rodeo NBC Th 7:30 

That’s My Boy CBS Sun 7:30 

This ts Your Life NBC W 10 

To Teil the Truth CBS Tu 8:30 

Tombstone Territory ABC F 9 

Top Pro Golf ABC M 9:30 

Trackdown CBS W 8:30 

Twentieth Century CBS Sun 6:30 

21 Beacon St. NBC Th 9:30 


Meet the 
Press 


Chet Huntley 
Reporting 
sust 


Suspicion 
sust 


Pete Kelly's 
Blues 


Liggett & 
Myers 
alt sust 


Loretta Young 
Presents 
P&G 





Twilight Theatre CBS W 7:30 

U, S. Steel Hour CBS W 10 

Wagon Train NBC W 7:30 
Ford, National Biscuit, 
Reynolds 

Walt Disney Presents ABC F 8 
Quaker, Reynolds, Hills 
Hudson Pulp & Paper 

Wanted—Dead or Alive CBS Sat 8:3 

Wednesday Night Fights ABC W | 

Western Anthology NBC F 9:30 

What’s My Line CBS Sun 10:30 

Who Pays? NBC Th 8 

Wyatt Earp ABC Tu 8:30 

Yancy Derringer CBS Th 8:30 

You Asked For it ABC Sun 7 

Your Neighbor the World ABC Th | 

Zane Grey Theatre CBS Th 9 

Zorro ABC Th 8 


R. 


Bros 





3S W 7:30 
BS W 10 
VW 7:30 
Biscuit, R. J. 


s ABC FS 
s, Hills Bros., 
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VBC F 9:30 
BS Sun 10:30 
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S Th 8:30 
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orld ABC Th 1¢ 


CBS Th 9 


























CAPTURE ALL THE REALISM 
. IN RCA LIVING COLOR 


Because RCA equipment is designed for color, your 
pictures can have all the freshness and sparkle of 
true living color. Exciting color detail is captured, 
sent out over the air or transcribed LIVE on tape, 
thanks to precision engineering and built-in quality 
control features . . . Engineers endorse the advanced 
features of the RCA Television Tape Recorder, 


FOR COLOR AT ITS BEST 
MAKE IT...RCA ALL THE WAY 


Tmk(s) ® 


including electronic quadrature adjustment, sync re- 
generation. four-channel playback equalization and 
built-in test equipment . . . From precision color 
cameras to advanced tv tape recorders, this com- 
plete line of color equipment is offered only by the 
leader in television . . . RCA. Don’t settle for less 
than the best. See your RCA representative. 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Television Age Network Program Chart—Daytime 





9:45 


10:00 
10:15 
10:30 
10:4S 
1:00 
HIS 
1:30 
1:45 
12:00 
12:15 
12:30 
B 12:45 
1:00 


Daytime Index 


Across the Board ABC M-F 12 
Adventure Time ABC Tu, Th 5:30 
Goodrich, Perkins, Miles 
Adventures of Robin Hood CBS Sat 
11:30 
American Bandstand ABC M-F 4 
Minnesota Mining, Armour, North- 
am Warren Corp., Old London 
Goods, Amer. Home Foods, Gen. 
Mills, Welch, Jseechnut, Pepso- 
dent, Block Drig, Carters, Fifth 
Ave. Candy, Rolly Suntan, Clear- 
sil, Mennen, Ho.lywood Candy, 
Toni, Gaylord, Drug Research 
As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Miles, Pillsbury, Swift 
Baseball Games of the Week CIiS Sat 






































MONDAY-FRIDAY SATURDAY SUNDAY 
ABC cBS NBC ABC cBs NBC ABC CBS NBC 
] 
| 
-—— - — + - + + 
| 
| Captain } 
EE — —}-—Kangareo—+ 
, a | 
| | Howdy Doody Lamp Unto 
| On The Go Dough-Re-Mi | My Feet 
| sust | 4 sust 
| ba & 
SS T t=  ——— $- ——_—— —— _ 
Sam [Mighty Mouse 
Levenson Treasure Playhouse | Ruff & Reddy Look Up 
Show Hunt } Gen. Foods : & Live 
U.S. Steel | Colgate- sust 
| Palmolive 
| | Heckle & 
The Price is | Jeckle 
1 Love Lucy Right | Gen. Mills Fury Eye On N.Y. 
Rorden sust 
| Gen, Foods 
—t- 1 t = = } a 
| | 
| | Adventures of | Circus Boy Camera Three 
Top Dollar (Concentration Robin Hood Mars alt cane 
|  Colgate- sust 
| Palmolive 
4 Es ee 
| Tie Tae Saturda 
! | y True S$ 
Across the | Love of Life | Dough a nab cod 
| sust alt sust 
r ) Search For T --—2 
Temorrow z 
Pantomime P&G It Could Be | Nat Biscuit Detective's 
— | The Guiding vou | Diary Johas Hopkins 
ever Light oa File 7 
Block Drug . | Sterling 
. i P&G alt sust 
. ——T EE ————— eee oo 
| College News 
Music Bingo | | 
Dart | | Mr. Wizard 
| 
& Sun 1:30 Court of Human Relations NBC M-F Gale Storm ABC M-F 2:30 





State Farm Mutual Ins., Falstaff, 
Colgate, Gen. Mills 
Beat the Clock ABC M-F 3 
Gen. Food, Lever, Beechnut, 
Drackett, Toni, Johnson & John- 
son, Armour, Amer. Home Foods 
The Big Payoff CBS M, W. F 3 
The Brighter Day CBS M-F 4 
Camera Three CBS Sun 11:30 
Captain Kangaroo CBS Sat 9:30 
College News ABC Sun 1 
Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Armour, 
Brillo, Frigidaire, Heinz, Miles, 
Nabisco, Nestle, Whitehall, Bauer 
& Black, Ponds, Brown & W'mson 
County Fair NBC M-F 4:30 
Sterling, Lever, Gen. Mills, Frigi- 
daire, Heinz, Lipton 


2:30 

Day in Court ABC M-F 2 
Johnson & Johnson, Amer, Home 
Foods, Gen. Focds, Drackett, 
Beechnut, Lever 

Detective’s Diary NBC Sat 12:30 

Dough-Re-Mi NBC M-F 10 
Armour, Nabisco, Brown & W’mson 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Miles, At- 
lantis, Pet sfilk, Pillsbury, White- 
hall 


Eye on New York CBS Sun 11 

Face the Nation CBS Sun 5:30 

For Better or Worse CBS M-F 2 
Miles, Lever, Scott 

Frontiers of Faith NBC Sun 5:30 

Fury NBC Sat 11 





Armour, Gen. Foods, Beechnut, 
Amer Home Foods, Drackett, 
Johnson & Johnson, Lever 

The Guiding Light CBS M-F 12:45 

Heckle & Jeckle CBS Sat 11 

House Party CBS M-F 2:30 
Lever, Standard Brands, Chicken 
of the Sea, Swift, Kellogg, Toni, 
Atlantis, Carnation, Pillsbury, 
A, E, Staley, Swift Derby 

Howdy Doody NBC Sat 10 

1 Love Lucy CBS M-F 11 
Lever, Gen, Foods, Gerber, Scott. 
Kodak, Toni 

it Could Be You NBC M-F 12:30 
Whitehall, Ponds, P&G, Alberto- 
Culver, Armour, Nestle, White- 


hall, Corn Products, Brillo, Na- 
bisco, Miles, 


Standard Brands 








1:45 


2:30 
2:45 


3:15 


3:30 


3:45 


4:00 


4:15 


4:30 


4:45 


5:00 


5:30 


5:45 
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PM /|MONDAY-FRIDAY SATURDAY SUNDAY 
7 ABC CBS NBC ABC CBS NBC ABC CBs NBC 
| Baseball Leo Baseball Leo 
1:45 | As The | Games | Durocher's | Games Durocher’s 
| World Turns | of the Week Warmup of the Week Warmup 
| 
2:00 | t = } t 
| , | - ~ League Majer League 
Day in Court | Queen for a aseball | Baseball 
2:15 part oo Day (start time | 
or Worse varies) 
730 - | 
Cou 
Gale Storm Huma 
2:45 Dart House Party Relat 
3:00 | — : : t —-- 
The Big Young 
3:15 —> Payoff Dr. Malone 
s Colgate- sust 
part Valmolive Sonn Seeing 
General Foods 
3:30 --— i T _ T T _— 
Wha Do You Split 
3:45 Trust be acto Personality 
part 
4:00 +— + 2 ee nn TEESE: GSES $———_—__——__+——— — 
The Brighter Trutt 
American Day Pe ‘asia Race of 
4:15 Bandstand rec the Week 
part (to 5:30) [the Secret sust 
Storm 
4:30 ; — 
PGA Cham- 
| pionship Golf 
* The Edge of County Fair Tourn. 
745 Night 5-6:30 
8/2 only 
5 Midas Co 
* 7 7 
:00 PGA Cham- 
pionship Golf . 
Teurn. Paul Winchell The Last 
5:15 5:30-6:30 Show Word 
8/1 only ilartz Mtn, sust 
Midas Co. Prods, 
5 t T 
5:30 Adventure } 
Time T, Th The Lone 
Mickey Mouse Ranger Lone Ranger Face the Frontiers of 
5:45 M, W, F Gen. Mills Nation Faith 
part sust sust 





Johns Hopkins File 7 ABC Sun 12:30 
Lamp Unto My Feet CBS Sun 10 
The Last Word CBS Sun 5:00 
Leo Durocher’s Warmup NBC Sat & 
Sun 1:45 
The Lone Ranger ABC Sun 5:30 
Cracker Jacks, Gen. Mills, Fritos 
The Lone Ranger CLS Sat 5:30 
Look Up and Live CBS Sun 10:30 
Love of Life CBS M-F 12 
American Home Prods, 
Lever, Atlantis, Gen. Mills 
Major League Baseball NBC Sat & 
Sun 1:55 
Bayuk, 
Brewing 
Mickey Mouse ABC M. W, F 5:30 
Gen. Mills, Goodrich, Bristol 
Myers, Perkins, Mattel, Miles 


Anheuser-Busch, Nat. 





Mighty Mouse Playhouse CBS Sat 
10:30 

Mr, Wizard NBC Sat 1 

Music Bingo ABC M-F | 

On the Go CBS M-F 10 

Open Hearing ABC Sun 3 

Pantomime Quiz ABC M-F 12:30 

Paul Winchell Show ABC Sun 5 

PGA Championship Golf Tourn. CBS 
8/1 5:30, 8/2 5 

The Price is Right NBC M-F 11 


Ponds, Lever, Sterling Drug, 
Whitehall, Sunshine, Standard 
Brands, Frigidaire, Heinz, Al- 


berto-Culver, Miles, Corn Prods, 
Gen. Mills, Armour 

Queen for a Day NC M-F 2 
Alberto-Culver, Miles, 
Armour 


Nabisco, 





Race of the Week CBS Sat 4 

Ruff & Reddy NC Sat 10:30 
Rorden, alt wks Mars, Gen. Foods 

fam Levenson Show CBS M-F 10:30 

Saturday News CBS Sat 12 

Search For Tomorrow CLS M-F 12:30 

The Secret Storm CBS M-F 4:15 
American Home Prods, Gen. Mills, 
Scott 

Split Personality NBC M-F 3:30 

Tic Tac Dough NBC M-F 12 

. P&G, Standard Brands. 
Heinz. Alberto - Culver. Fen. 
Mills, Sunshine, Brown & W'mson 

Top Dollar CS M-F 11:30 
Colgate, Gen. Foods, Armstrong 
Cork 

Treasure Hunt NBC M-F 10:30 
P&G, Lever, Alberto-Culver, Friz- 
idaire, Armour, Corn Products, 


Heinz, Gen. 
Whitehall 

True Story NBC Sat 12 

Truth or Consequences NBC M-F 4 
Sterling, P&G, Standard Brands, 
Corn Prods, Alberto-Culver, 
Whitehall 

Uncle Al Show AIC Sat 12 

The Verdict is Yours CBS M-F 3:30 
Standard Brands, American Ilome 
Prods, Lever, Carnation, Swift, 
Gen. Mills, Toni, 8S. C, Johnson, 
Sterling Drug. Scott, Atlantis, 
Hoover 

Who Do You Trust ABC M-F 2:30 
Drackett, Armour, Johnson & 
Johnson, Amer, Home Foods, 
Toni, Lever, Amana, Gen, Foods, 
Beechnut 

Young Dr, Malone NBC M-F 3 


Mills, Sterling, 
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Film Report 


MORE STORIES FOR ‘THEATRE’ 
CBS Films has commissioned pro- 
ducer Robert Herridge to go ahead 
on production of another 13 half- 
hours of Theatre For a Story, tape 
anthology series. The action is an 
unusual one in that the program is 
aimed for network sale, and there’s 
little left in the way of availabilities. 
However, it’s evident that the com- 
pany has been heartened by over- 
whelmingly favorable critical reac- 





tion from professional reviewers who 
have seen several of the half-hours 
already on tape. Mr. Herridge, who 
was commissioned originally to do 
13 programs, is expected to have the 
full 26 completed by the end of the 
year. 


NT&T? 

National Telefilm Associates, Inc., 
will be wedded even more closely to 
National Theatres, Inc., this fall 





FILM SUCCESS ...........cccccccsssseeeseses 


ow do you sell small cars in 

Texas—the state known for big- 
ness in all things, and at one time 
the largest in the union? One foreign- 
car dealer in that area, with the aid 
of its agency, came up with a tech- 
nique designed to do just that. 

Sterling Motors, Inc., distributor 
of Renault automobiles in Texas, 
Oklahoma and New Mexico, pur- 
chased California National Produc- 
tions’ Danger Is My Business over 
WFAA-TV Dallas-Ft. Worth, and uti- 
lized commercials which were based 
as much upon the show’s content as 
they were upon the automobiles’ fea- 
tures. The pitches, done live, were 
integrated with the format of the 
action program. 

According to Lloyd Cunningham, 
president of Lloyd Cunningham Mar- 
keting Promotion Co. in Dallas, 
agency for Sterling, the company 
wanted a show which would attract 
a predominantly male audience and 
achieved precisely that objective with 
Danger Is My Business. “One of the 
main things we liked about Danger 
was that it allowed us to write the 
commercials to tie in with the action 
of each plot.” 

The agency wrote copy which tied 
in with the sequence of the show and 
at the same time gave them a natural 
lead-in to episodes that were to be 
covered in a given. week. An estab- 
lished local personality was hired to 
deliver the commercials, which were 
done in a mild tongue-in-cheek man- 
ner designed to give the viewer some 
comic relief from the tenseness of 


sossnetescciaiieanlli Sterling Motors, Inc. 





the program. Each week a dangerous 
occupation is depicted, and the local 
personality acts 
cordingly. 
Danger Is My Business is telecast 
by WFAA-TV on Saturdays, 6-6:30 
p-m., and according to Mr. Cunning- 
ham, the series “has been a solid 
rating-puller right from the start. 
. . . We believe that Danger can be 


and dresses ac- 


used by many other types of busi- 
nesses. It’s exciting, and the quality 
of the plot never weakens. Many 
types of commercial products and 
services can use the commercial 
techniques 
Danger.” 

Lt. Col. John D. Craig, USAF 
(Ret.) is host and narrator of the 
series, which consists of 39 half-hour 
episodes available in color and 
black-and-white. Shot on 
throughout the world, the program 
documents man’s most hazardous oc- 
cupations, the only “actors” being 
the actual daredevils going about 
their work. 


we've been using in 


locations 


when the former’s home office is 
moved to Beverly Hills. NTA’s new 
west-coast offices will be consolidated 
with those of National Theatres 
(which acquired NTA recently) in 
a new office building in Beverly Hills. 
The move, which will be completed 
by Oct. 1, involves the 
of top executive personnel and key 
departments such as creative film 
programming, 


transfer 


advertising, promo- 
tion, research, public reJations, ac- 
counting and legal. NTA Program 
Sales, NTA Telestudios and the 
owned-and-operated stations division 
will remain in New York. 

At the same time, National Thea- 
tres announced a proposed change in 
name (subject to stockholders’ ap- 
proval): National Theatres & Tele- 
vision, Inc. (NT&T). 


GYM GETS GUILD 

Vic Tanny Enterprises, a chain of 
gymnasiums, is acquiring controlling 
interest of Guild Films. Guild, which 
has been in financial trouble of late, 
will thus be refueled with new oper- 
ating capital. In the new operation, 
C&C 


Super Corp. activities, the Tanny 


reminiscent of Matty Fox's 
gymnasiums will use Guild’s barter 
spots and product to advertise its 
wares. No cash is involved. Mr. 
Tanny will serve as president and 
chief executive officer, while John J. 
Cole, president of Guild, is expected 


to continue heading the tv subsidiary. 


SALES CLIMB 
Sales and renewals of Ziv’s syn- 
dicated programs in the first six 


months of this year are running 34 
per cent over the comparable period 
in 1958, reports M. J. (Bud) Rifkin, 
head of sales. 

The company’s new 
series, Lock-Up, sparked the increase 
(it has been sold in more than 140 
markets), as did such shows as Bold 
Venture, Sea Hunt, Highway Patrol 
and Mackenzie’s Raiders. 

Mr. Rifkin attributed the sales in- 
crease to several factors: an over-all 
increase in tv budgets; increasing 


syndicated 






July 27, 1959, Television Age 85 





Advertising Directory of 


SELLING COMMERCIALS 





ABC Promotional Films 





WATIONAL SCREEN SERVICE CORP., New York 


Budweiser Beer « D’Arcy Advertising 






MPO TELEVISION FILMS, INC., New York 





Alcoa Fuller & Smith & Ross 






JAMES LOVE PRODUCTIONS, INC., New York 


Crown Zellerbach Cunningham & Walsh 





RAY PATIN PRODUCTIONS, Hollywood 





B&M Baked Beans « John C. Dowd 
‘ 






WONDSEL, CARLISLE & DUNPHY, INC., New York 





Max Factor « Kenyon & Eckhardt 


TY COMMERCIALS, INC., Hollywood 





Bristol-Myers « DCS&S 





ELEKTRA FILM PRODUCTIONS, INC., New York 








Fort Worth National Bank « Glenn Adv. | 


KEITZ & HERNDON, Dallas 
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awareness on the part of tv adver. 
tisers of the “flexibility, economy and 
effectiveness of spot-placed ty,” and 
the quality of Ziv programs. “Not 
to be overlooked,” adds Mr. Rifkin, 
“is the boost given Ziv teleseries 
by national publicity plus extensive 
local-level merchandising and pro- 
motional aids to both stations and 
clients.” 


FCC VS. PILOTS 
Pilots cost a lot of money to pro- 


duce and not an awful lot of them 
get on the air, representatives of the 
Federal Communications Commission 
discovered last week. These and other 
“startling” facts were unearthed by 
the commission, which is investigat- 
ing network television programming. 

As part of this probe, FCC in. 
vestigators under chief examiner 
James D. Cunningham queried lead- 
ing agency broadcast executives in 
New York and found near unanimity 
on this crucial point: networks con- 
trol their own schedules, and this 
is as it should be. 

The question of pilots, and pro- 
grams to be developed from these, 
naturally arose. Some relevant testi- 
mony offered indicates that numerous 
trade estimates of investments made 
in pilots and the casualty rate of 
those hopefuls are not far off. Thomas 
J. McDermott, who recently resigned 
as senior vice president in charge 
of radio-tv for Benton & Bowles to 
go with Four Star Films as executive 
vice president, estimated that $25 
million is invested in pilots in ad- 
vance of the season, of which 10 per 
cent is placed on network schedules. 
C. Terence Clyne, senior vice presi- 
dent of McCann-Erickson, estimated 
that his agency viewed from 225 to 
250 pilots within the past several 
months, and 90 per cent of them 
were new. 

The hearings are to be continued, 


SALES... 
One of the top regional syndicated 


buys of last year has been renewed. 
Anheuser-Busch, Inc., brewers of 
Budweiser beer, has signed for a 
second year of National Telefilm 
Associates’ U. S. Marshal for a 
market spread estimated at close of 
100. Budweiser began sponsoring the 
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program in September of last year 
in 93 markets. Production of a second 


' series of U. S. Marshal commences 


in a matter of weeks at the Desilu 
studios in Hollywood. 

Independent Television Corp. has 
released its first new-to-television pro- 
gram on the market-by-market route. 
The program, Four Just Men (with 
Dan Dailey, Jack Hawkins, Richard 
Conte and Vittorio de Sica), is 
reputedly one of the most expensive 
productions ever offered American 
viewers. Released just a week ago, 
the program has already been sold 
in close to 50 markets. Four Just 
Men is a Sapphire Films production, 
and is being shot in Paris, London 
and Rome. Nine half-hour episodes 
are already in the can. 

ITC’s re-run division, Arrow Pro- 
ductions, has racked up a 21-per-cent 
sales increase in the first six months 
of operation over the comparable 
period last year and a jump of 37 
per cent over the division’s first 
quarter of operation. . . . Trans-Lux 
Television Corp.’s Felix the Cat was 
sold in over 35 markets in the past 
9-day period. Recent station sales 
of the new animated cartoon series 
include KcoP Los Angeles, WCSH-TV 
Portland, Me., wrsc-Ttv Greenville, 
S. C., KPRc-TV Houston and wRGB 
Schenectady. 

ABC Films’ Congressional Investi- 
gator has been sold to Procter and 
Gamble Co. of Canada, Ltd., for pre- 
sentation on a spot basis starting this 
fall. Domestic sales drive on the series 
was launched last week. The program, 
which will consist of 39 half-hours, 
is based on the investigations by men 
who provide Senate rackets commit- 
tees with evidence needed to hold 
crime hearings. The People’s Choice, 
also distributed by ABC Films, has 
been sold to wess-tv New York and 
KTTv Los Angeles on a strip basis. 

CBS Films is another distributor 
which looks to a considerable in- 
crease in revenue from the foreign 
market. According to Ralph M. 
Baruch, director of international 
sales, the company expects to write 
up 25 per cent more business over- 
seas in 1959 than it did last year. 
Mr. Baruch returned recently from a 
business tour of Europe and reports 
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sales and renewals of programs rang- 
ing from Rawhide to Small World. 
CBS Television public-affairs shows, 
says Mr. Baruch, are becoming more 
popular in overseas areas. As an ex- 
ample, Twentieth Century programs 
have been sold in Sweden, Mexico, 
France, Puerto Rico, Italy, Germany, 
Finland, England, Denmark and 
Australia. Foreign stations have also 
picked up See Jt Now, Face the Na- 
tion and Conquest. 

Another 10 stations have pur- 
chased Boots and Saddles—The 
Story of the Fifth Cavalry, distrib- 
uted by California National Produc- 
tions. . .. Three more tv stations have 
subscribed to CBS Newsfilm’s daily 
service of national and international 
news and sports events. They are: 
KGcM-TV Albuquerque; WOW-TV 
Omaha, and wKow-Tv Madison, Wis. 


PERSONNEL .. . 
Three more appointments and two 


promotions were made within the 
sales department of ABC Films re- 
cently. Appointees are: Lou Mark- 
man, named an eastern division sales 
representative; Howard Routman, 
named a central division sales repre- 
sentative, and Melvin Corvin, named 
a western division sales representa- 
tive. Harry B. Simmons was pro- 
moted to Chicago City sales manager, 
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and Bernice Schiffer was elevated to 


the post of sales administrator. Mr. 
Simmons was formerly a sales repre- 
sentative before being advanced to 
his present post, where he replaces 
Richard Hurley, who was recently 
named central division sales mana- 
ger. Mrs. Schiffer, who has been 
with ABC Films since its inception, 
replaces Joseph Greene, who has 
joined Roy Rogers Tv. 

Leonard S. Gruenberg has been 
appointed general manager of NTA 
Pictures, Inc., domestic theatrical re- 
leasing subsidiary of NTA Interna- 
tional. Mr. Gruenberg, in his new 





MR, GRUENBERG 


post, is responsible for all sales and 
distribution activities of the sub- 
sidiary. A veteran in the motion- 
picture field, he joined National Tele- 
film Associates last February when 
that company acquired Gross-Krasne- 
Sillerman, Inc. He had been a vice 
president of G-K-S. 

Telescreen Advertising, Inc., newly 
formed subsidiary of Screen Gems, 
has added two more account execu- 
tives. The company was formed to 
buy time for selected advertisers in 
exchange for certain programs in the 
SG catalog. The additions are Bar- 
rett Mayer, formerly of Regal Ad- 
vertising Associates, and Richard 
Morros, previously a vice president 
of Television Industries, Inc. . . . The 
Columbia subsidiary has expanded its 
New York publicity staff. Ernie Otto, 
formerly publicity director for The 
Steve Allen Show, has joined the 
department as manager of special 
projects. Dick Brooks, formerly of 
20th Century-Fox, and Bill Kaufman, 
formerly of Mal Braverman Asso- 
ciates, have also joined the staff... . 
Matthew Rapf has been signed by 


SG to a long-term contract as a 
producer. His first assignment is 
The Brothers January, a new series 
set to go into production. 

Five new officers have been elected 
by United Artists Associated. They 
are: Henry J. Zittau, elected vice 
president and treasurer; Herbert T, 
Schottenfeld and W. Robert Rich, 
elected vice presidents; Fred Hyman, 
elected vice president and secretary, 
and William Kline, elected assistant 
secretary. . . . Frank Spiegelman has 
joined Governor Television Attrac- 
tions, Inc., as vice president in 
charge of national sales. 


COMMERCIAL CLUES... 
At least one major figure in tele- 


vision is convinced that commercials 
can hold an NBC-TV’s 
Jack Paar, whose need to entertain 
viewers five nights a week for one 


audience. 


hour and 45 minutes a night is con- 
stant, has invited Eric Eisner of 
Arco Film Productions back on the 
air for the fourth time to display 
some of the company’s commercials, 
Mr. Eisner earlier this month ex- 
hibited four commercials on_ the 
Paar show which were made in Paris 
for French clients. 

Anderson Craig, formerly head of 
Anderson Craig Studios, producers 
of animated and live commercials for 
television, has been appointed di- 
rector of commercials for Terry- 
toons. The post is a newly created 
one. In his new position Mr. Craig 
coordinates the work of Terrytoon 
studios and advertising agencies in 
al] pre-production and production of 
commercials and he also hires crea- 
tive free-lance talent for styling, ani- 
mation and _ storyboarding. 
Terrytoons theatrical income, reports 
William M. Weiss, vice president and 
general manager, climbed 10 per 
cent in the second quarter of this 
year over the comparable period in 
1958. The company will display 10 
cartoon releases at the U.S. Govern- 
ment’s_ exhibition 
this summer. 

Karl Fisch] has been appointed to 
the new post of director of market- 
ing for the eastern sales division of 


Wilding, Inc. . . . Peter A. Griffith 


has been named an account executive 


in Moscow later 
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) in the tv division of Transfilm, Inc. 
| Mr. Griffith was formerly head of 
film production at Peter Elgar Pro- 


ductions. 

One of the largest single orders 
for spots ever placed on the west 
coast has gone to UPA, Inc., for 
Gillette (Maxon Co., New York). 
Included are eight Cavalcade of 
Sports openings in color for 
“Foamy,” utilizing a new animated 
photo-illustrated still technique, and 
ll spots for the adjustable razor 
utilizing the “Sharpy” parrot char- 
acter. Alan Hodshire is the account 
executive. 

Quartet Films has built a new re- 
cording studio and a new camera 
department. Pete Burness, previously 
a director with UPA, has joined the 
company. . . . Advertising Associa- 
tion of the West awards went to 
Playhouse Pictures for its Ford 
Shaggy Dog spot (first prize in the 
20-second category), and to three 
spots out of BBDO, for Pacific Tele- 
phone, Pacific Gas and Cling Peaches. 

. Commercials writing firm of 
Sande & Greene is establishing New 
York offices, to be headed by Larry 
Greene. 


> 


PROGRAMS .. =. 
California National Production’s 


adventure series, Not For Hire, has 
been given the green light on pro- 
duction of a full 39 episodes and 
will be offered either as a network 
or syndicated series. . . . Next syndi- 
cated offering of Ziv is the Keith 
Andes starrer, This Man Daw- 
son, based on law _ enforcement 
stories. . . . Four Star-Sussex Films 
have reached agreement with the 
California Attorney General’s office 
for use of the files in a new series 
titled Attorney General. 

Officials Films has agreed to fi- 
nance three more series for Herts- 
Lion Productions. They are The 
Victim, 13 Demon Street and 
Rhumba Beat. At the same time, 13 
more segments of What Are the 
Odds, now in syndication by Official, 
will be produced. . . . Four Star 
Films has formed a music-publishing 
subsidiary to handle publishing and 
development of tunes and_back- 


ground music on its series. 
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Other coast production news: 
Warner Bros. studios is constructing 
a $500,000 editing and cutting build- 
ing to house its expanded tv activi- 
ties. . . . Columbia Pictures, one of 
the first majors to create a television 
subsidiary, has decided to integrate 
the west-coast operations of Screen 
Gems with the parent company. In 
the initial move, production, story, 
editing and publicity departments of 
the subsidiary are being merged with 
those of Columbia. 

A 150-per-cent increase in net 
profit is reported by Desilu Produc- 
tions, Inc., in 1959, as compared to 
1958. Profit for the fiscal year just 
ended was $249,566, as compared to 
$92,336 for the 12 previous months. 
It was announced that the company’s 
policy of paying $.15 quarterly divi- 
dend per share of common stock 
will be continued. 


Film Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 

Completed: Standard Brands, Ltd. (Royal 
pudding), MacLaren: California Oil Co. 
(Chevron gasoline), BBDO; Buick Motor 
Div. General Motors Corp. (Buick show 
opening), McCann-Erickson; E. I. DuPont 
de Nemours & Co. (Carpets, Synthetic Fi- 
bers), BBDO: Smith Bros., Inc. (cough 
drops), SSC&B; Esso Imperial Oil Ltd. 
(Imperial gasoline), MacLaren; George W. 
Helme Co. (snuff), C&W; Ford Motor Co. 
(cars), JWT; Columbia River Packers 
Assn. (Bumble Bee tuna), Richard K. 
Manoff; National Biscuit Co. (cookies, Mil- 
brook bread), McCann-Erickson; Lever 


Bros. Co. (Lifebuoy soap), SSC&B; Amer- 
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ican Telephone & Telegraph Co. (show 
opening), Ayer; Rexall Drug Co. (show 
opening), BBDO; Sperry & Hutchinson Co. 
(S&H Green stamps), SSC&B; Thomas J. 
Lipton Co. (tea), Y&R; Socony-Mobil Oil 
Co. (Mobilheat), Compton; F & M Schaef- 
er Brewing Co. (beet), BBDO; Radio Cor- 
poration of America (show opening), 
K&E; Standard Oil Company of N. J. (in- 
stitutionals), McCann-Erickson. 

In Production: American Tobacco Co. 
(show opening), BBDO; Colgate-Palmolive 
Co. (Spree soap), McCann-Erickson; 
Campbell Soup Co. (soup), BBDO; Bristol- 
Myers Co. (Vitalis), DCS&S; California 
Oil Co. (Chevron gasoline), BBDO; Buick 
Motor Div. General Motors Corp. (Buick 
cars), McCann-Erickson; S. C. Johnson Co. 
(show opening), B&B; General Electric Co. 
(show opening), BBDO; Boyle-Midway 
(deodorizer), JWT. 


ERA PRODUCTIONS, INC. 
Completed: Mattel Toy Co. (H20 toy), 
Carson Roberts; Tidy House Products 
(Sweet 10), Earle Ludgin; Skan Labora- 
tories (Beauty Drops), Gumpertz, Bently & 
Dolan. 

In Production: Hoffman Electronics (tele- 
vision sets), Honig-Cooper, Harrington & 
Miner; U. S. Forest Service (Smokey 
Bear), FC&B; General Insurance Co. (in- 
surance), Cole & Weber; Roy Rogers- 
Frontiers, Inc. (toys), Honig-Cooper, Har- 
rington & Miner. 


GRAY & O’REILLY 


In Production: American Oil Co. (Amoco 
gasoline), Joseph Katz; Block Drug Co. 
(Co-re-go, Poligrip), Grey; General Foods 
Corp. (Tang), Y&R; Liberty Life Insur- 
ance Co. (insurance), Merrill Anderson. 


KEITZ & HERNDON 

Completed: Standard Life & Accident In- 
surance Co. (insurance), direct. 

In Production: Colvert’s Dairy (dairy 
products), Lowe Runkle; Ideal Bakeries 
(bakery products), Wm. Finn; Chipmonk 
Potato Chips (potato chips), Wm. Finn; 
Rich Plan Corp. (food freezers), direct; 
Campbell-Taggart Assoc. Bakeries, Inc. 
(Rainbo bread), Bel-Art. 


JAMES LOVE PRODUCTION 
Completed: Bell Telephone Co. of Pa. 
(communications expert & outdoor phone 
booths), Gray & Rogers. 

In Production: Aluminum Co. of America 
(Alcoa airplanes), F&S&R. 


NATIONAL SCREEN SERVICE 
Completed: Pontiac Motor Div. General 
Motors Corp. (cars), MacManus, John & 
Adams; J. B. Williams Co. (Aqua Velva), 
Parkson; Continental Baking Co. (Morton 
pies), Bates; P. Ballantine & Sons (beer), 
Esty; Detroit News, W. B. Doner; Hassen- 
feld Bros. (toys), Grey; Approved Toys, 
Getschal; 20th Century Fox (Promotional 
films), direct. 

In Production: J. B. Williams Co. (Lectric 
shave), Parkson; Sterling Drug, Inc. 
(Fizrin), Compton; Pharmaceuticals, Inc. 
(Geritol), Parkson; Continental Baking Co. 
(Morton frozen foods), Bates; British 
Petroleum, Collyer Adv.; ABC-TV (promo- 
tional films), direct; 20th Century Fox 
(promotional films), direct. 


RAY PATIN PRODUCTIONS 

Completed: Seven Up Co. (7-Up), JWT; 
Jenney Mfg. ‘Co. (gasoline), Griswold- 
Eshleman; National Sugar Refining Co. 
(Godchaux sugar), Fitzgerald; Pacific Milk 
Co., James Lovick; Bank of America, John- 





son & Lewis. 

In Production: Purex Corp., Ltd. (Trend 
detergent), FC&B; Procter & Gamble Co, 
(Mr. Clean), Tatham-Laird; Quaker Oats 
Co. (Flako Pie crust), Clinton E. Frank; 
Ralston Purina Co. (Corn Chex), Guild, 
Bascom & Bonfigli. 


PINTOFF PRODUCTIONS 


Completed: Ford Motor Co. (cars), JWT; 
North American Philips Co. (Norelco 
razors), C. J. LaRoche; Dixie Cup Co, 
(cups), Hicks & Griest; Phillips Petroleum 
Co. (Phillips “66”), Lambert & Feasley; 
Gunther Brewing Co. (beer), L&N; New 
England Confectionery Co. (Necco candy), 
C. J. LaRoche; ABC-TV (fights), direct; 
Ward Baking Co. (Tip Top bread), JWT; 
Paper Mate, Inc. (pens), FC&B; U. S. Say- 
ing Bonds, McCann-Erickson. 

In Production: E. Regensburg & Sons (Ad- 
miration cigars), Rose-Martin; Ward Bak- 
ing Co. (Tip Top Lucky cakes), Grey; Fer- 
ris Packing Co. (ham), Hicks & Griest; 
ABC-TV (golf), direct. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Drug Research Co. (Insta-Pep), 
KHCC&A; Television Bureau of Advertis- 
ing (institutional), Wexton; N. Y. Tele- 
phone Co. (Yellow Pages), Spitzer & 
Mills; Christie, Brown & Co. (Premium 
crackers), Rabko; National Trust Co. (in- 
stitutional), Spitzer & Mills; Sinclair Re 
fining Co. (gasoline & oil), GMM&B; Col- 
gate-Palmolive Co. (Halo shampoo), Spitzer 
& Mills; Transogram Co., Inc. (Squirty- 
Toy), Wexton. 

In Production: ABC (promotional trailer), 
direct; Christie, Brown & Co. (Sweetline 
Biscuit), Rabko; Television Bureau of Ad- 
vertising (institutional), Wexton; Golden 
Press, Inc. (encyclopedia), Wexton. 


BILL STURM STUDIOS, INC. 


Completed: Goebel Brewing Co. (beer), 
Campbell-Ewald; Stroehmann Bread Co. 
(bread), Ellington; Bristol-Myers Co. (Vi- 
talis), DCS&S; Maidenform Braissiere Co. 
(bras), NC&K; Vick Chemical Co. (Vick’s 
Vaporub, Primes), Morse Intnl.; Beneficial 
Finance Co., Al Paul Lefton; Warner-Lam- 
bert Pharmaceutical Co. (Fizzies), Lambert 
& Feasley; Metro-Goldwyn-Mayer ( Watusi), 
Donahue & Coe; Richard Hudnut Products 
(Quick), Lambert & Feasley; Texaco Co. 
(gasoline), Ronalds; Blatz Brewing Co. 
(beer), K&E; McGough Bakeries (Holsum 
bread), Robert Luckie; National Biscuit 
Co. (Wheat & Rice Honeys), K&E; Com 
Products Refining Co. (Kasco Dog food), 
Donahue & Coe. 

In Production: Goebel Brewing Co. (beer), 
Campbell-Ewald; James O. Welch Co. 
(candies), James Thomas Chirurg; Sweets 
Co. of America (Tootsie Roll Pops), direct; 
Stroehmann Bread Co. (bread), Ellington; 
Bama Co. (peanut butter & preserves), 
Robert Luckie; Texaco Co. (gasoline), 
Ronalds; Blatz Brewing Co. (beer), K&E; 
Warner-Lambert Pharmaceutical Co. (Fiz- 
zies), Lambert & Feasley; Bristol-Myers Co. 
(various products), DCS&S; Beneficial 
Finance Co., Lefton; National Biscuit Co. 
(Wheat & Rice Honeys), K&E. 


TRANSFILM, INC. 


Completed: American Oil Co. (Amoco), 
Joseph Katz; Consolidated Cigar Corp. 
(Muriel Coronella), L&N; Brown & Wil- 
liamson Tobacco Corp. (Viceroy), Bates; 
Whitehall Laboratories (Anacin), Bates; 
U. S. Steel Corp., BBDO. 

In Production: Miles Laboratories, Ine. 
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TV FILM TRAFFIC SERVICES 


Advertising Directory of TV SERVICES 


OPTICAL EFFECTS 
AND ANIMATION 


FILM EQUIPMENT 





BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Coating— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 








BONDED T. ¥. FILM SERVICE, INC. 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 


K & W FILM SERVICE CORP. 
1657 Broadway, New York 19, N. Y. 
Circle 5-8080-1-2 
a RR eee PRR Norman Witlen 
Wied Poodlael 2 nce cesccsens Ralph Koch 
OPTICALS ... TITLES ... SPECIAL 
EFFECTS ... SLIDE FILMS ... ANIMATION 
ANIMATION PHOTOGRAPHY 


S. 0. $. CINEMA SUPPLY CORP. 
New York City: 602 West S2nd Street, PL 7-0440 
Hollywood, Calf.: 6331 Hollywood Bivd., HO 7-2124 


SALES @ RENTALS @ SERVICE 
The world's largest source for film pro- 
duction equipment: Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge 33rd Year Catalog 











VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 











MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 


TALENT AGENCIES 





CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . « lighting equipment . . . generators 
. . . film editing equipment . . . processing 
equipment. 























MUSICAL COMMERCIALS 
AND TV BACKGROUNDS 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 





TELEPHONE ANSWERING 











TELEPHONE MESSAGE SERVICE 


222 E. 56th St.. New York, N. Y. 
PLaza 9-3400 


Let us be your New York office. 
24 hours, 7 days a week, service 
specializing in tv and radio industry 











FAILLACE PRODUCTIONS, INC. 

59 East 54th Street, New York 22, N. Y. 
Eldorado 5-1752 
President—Tony Faillace 
Commercials for: Maxwell House Coffee, 
Ford, Peter Paul Mounds, Parliament 
Cigarettes, Ponds, Phillies Cigars, Post 
Cereals, Tide, NAB, etc. 





LIGHTING 


ole . 
FASHION COORDINATOR 











CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 














JOAN BARNES 
72 E. 79th Street, New York 21, N. Y. 


Stylist of backgrounds, fashion coordina- 
tor of programs and tv commercials and 
designer of set interiors. 











JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 











ANIMAL DRAWN VEHICLES 





CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT — 
FROM A GOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 








TRANSCRIPTION AND 
RECOR IS SAEs 


COLLECTION AGENCIES 





REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film 
recording facilities. 

















u ms 


STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 








TROPHIES & AWARDS 





PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
SEP eee William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 





All facilities available 24 hours a day. 








CUSTOM TROPHY MFG. CO. 
5017 W. Exposition Blvd. 
Los Angeles 16, Calif. 

Sales Incentive Awards 
Trophies, Plaques, Etched Plates, 
Engravings, Medals and Service Pins 
Buy Direct from the Manufacturer. 
Write for Free Catalog. 
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(One-A-Day, Nervine, Ariden), Wade; 
Chunky Chocolate Corp. (candy), Grey; 
Procter & Gamble Co. (Lilt home perma- 
nent), Grey; Esquire, Inc. (Coronet maga- 
zine), Grey; Phillips-Van Heusen Corp. 
(Van Heusen shirts), Grey; Devcon Corp. 
(plastic steel), Tippett; Planters Nut & 
Chocolate Co. (peanut butter), Don 
Kemper; Warner-Lambert Pharmaceutical 
Co. (Virisan), Bates; Continental Baking 
Co. (Handi Pie), Bates; Whitehall Labora- 
tories (Anacin), Bates; Helena Rubin- 
stein, Inc. (cosmetics), Ogilvy, Benson & 
Mather; Lever Bros. (Pepsodent), FC&B; 
Nationwide Insurance Co. (insurance), Ben 
Sackheim; G. R. Kinney Shoe Co. (shoes), 
Frank B. Sawdon; General Foods Corp. 
(Instant Sanka coffee), Y&R; Louis Marx 
& Co. (toys), Bates; U. S. Steel Corp., 
BBDO; Corn Products Refining Co. (Karo 
Syrup), L&N; Aluminum Co. of America 
(Alcoa), F&S&R. 


UPA PICTURES, INC. 
Completed: Carling Brewing Co. 
beer), Edward H. Weiss. 

In Production: Canada Nut Co. (Squirrel 
Peanut butter), James Lovick; Carling 
Brewing Co. (Black Label beer), Lang, 
Fisher & Stashower; Speedway Petroleum 
Co. (Speedway 79 gas), W. B. Doner; 
Carling Brewing Co. (Stag beer), Edward 
H. Weiss; Mission Pak Co., Stanley 
Pflaum; Richfield Oil Co. (Boron gas), 
Hixson & Jorgensen; Christie, Brown & Co. 
(biscuits), McCann-Erickson; Standard 
Oil Co. of Indiana (Permalube), D’Arcy; 
Mars, Inc. (candy bars), Knox Reeves; 
John J. Nissen Baking Co. (Old Home 
bread), Hoag & Provandie; Aristo Dry 
Cleaners, M. Belmont Ver Standig; Gunth- 
er Brewing Co. (Gunther & Ft. Pitt beer), 
L&N; Hot Shoppes, Inc., M. Belmont Ver 
Standig; Gold Medal Candy Corp. (Bo- 
nomo’s Turkish Taffy), MLW&S; Gillette 
Co. (razor), Maxon. 


(Stag 


Hough (Continued from page 52) 


these chores for just about a year 
(he was appointed to his present post 
in July of 1958),:can be considered 
something of an expert in the local 
area. He started in local radio in 
1940 at KFRU Columbia, Mo., while 
attending the University of Missouri, 
later serving with the Signal Corps 
during the war. After several stints 
as an announcer-newscaster with sev- 
eral stations in the midwest, he joined 
KMBC Kansas City as a salesman, 
later becoming assistant manager and 





WONDSEL, CARLISLE & 
DUNPHY 


Completed: Lipton Tea Co. (instant tea), 
Y&R; General Electric Co. (Rotisserie 
Oven), Y&R; W. A. Sheaffer Pen Co. 
(Skripwriter Ballpoint), BBDO; Whitehall 
Laboratories (Bisodol Mints & Powder), 
SSC&B: Carter Products, Inc. (Nair), 
Bates; Texaco Co. (gasoline), C&W; U. S. 
Rubber Co. (Royal tires), Fletcher D. 
Richards; Bristol-Myers Co. (Sal He- 
patica), Y&R; Borden Co. (ice cream, cot- 
tage cheese, milk), B&B; Time, Inc. (Life 
magazine), Y&R; General Foods Corp. 
(Rally Dog food), B&B. 

In Production: General Electric Co. (re- 
frigerators & freezers), Y&R; Nationwide 
Insurance Co. (insurance), Ben Sackheim; 
Burnham & Morrill Co. (B&M_ baked 
beans), John C. Dowd. 





Pulse Top 20 Syndicated Shows for May 





National | Viewers Per 100 
Weighted| Homes Tuned In 








Rank Program | Distributor | Average | yen women tee Shik 
1—Mike Hammer MCA 16.9 86 94 16 27 
2—Highway Patrol Ziv 15.6 83 87 16 25 
3—Rescue 8 Screen Gems |__ 15.3 78 83 13 28 
4—Mackenzie’s Raiders Ziv | 148 79 84 14 26 
5—Death Valley Days U.S.Borax | 14.7 76 82 17 #53 
6—U. S. Marshal NTA | 141 69 74 17 64 
7—Sea Hunt Ziv 13.7 a ae me 2 | 
8—Border Patrol CBS 12.4 81 88 15 21 
9—Divorce Court Guild 12.1 8 9 14 19 
9—Farmer Al Falfa CBS 12.1 61 67 10 83 

11—Flight CNP 12.0 87 93 16 28 

11—Jeff’s Collie ITC 12.0 a S36. 6 7 





13—Huckleberry Hound 


13—Popeye UAA 
15—If You Had a Million MCA 
16—Bold Venture Ziv 
17—Superman Flamingo 
18—Cisco Kid Ziv 


19—Casey Jones 


19—Kit Carson MCA 





| Screen Gems 


Screen Gems 


11.9 65 73 16 78 
11.9 21 37 13 102 
11.8 83 89 15 29 


11.4 78 83 15 33 
11.3 65 72 16 83 
| 11.0 63 71 18 83 
108 -| 58 62 15 79 
49 12 76 


10.8 47 











92 July 27, 1959, Television Age - 








program director of KOME Tulsa, 

In 1948 Mr. Hough joined the 
Storer organization’s WJBK-AM-FM-Ty 
Detroit, serving as program director 
and national sales manager for radio 
and television. In 1952 he joined 
wcss-Tv New York as program direc- 
tor and was named to his present post 
in July of last year. 

Mr. Hough, in evaluating prospec. 
tive shows, is of course concerned 
with costs, but it should be empha- 
sized that the stations division does 
not make group buys. On occasion, 
Mr. Hough is requested to handle an 
individual transaction for a station, 
and is often consulted on costs, but 
that’s about as far as it goes. 

In his 11 years as local television 
programming executive he has formed 
decided opinions about the possibili- 
ties of various kinds of shows a sta- 
tion can telecast successfully. “Local 
live programming is an area for news, 
weather, sports and _public-affairs 
shows where we can do things a lit- 
tle better than the network. For in- 
stance, we can beat it on news with 
a local angle, and we can localize 
public-affairs topics.” 


Top Production 


With good syndicated film, Mr. 
Hough points out, a station has the 
advantages of top production values 
at a livable cost. He is convinced that 
the quality of syndicated product has 
improved tremendously over the 
years, and over those years certain 
axioms have proved indisputable. 

“Comedy programs in first-run syn- 
dication are tough to establish, where- 
as action shows are relatively safe.” 

“Action type programs in syndica- 
tion must follow a safe format but 
must have a new twist, such as Sea 
Hunt or Whirlybirds. Mike Hammer, 
for instance, brought back the fast- 
talking, smart-aleck detective. It is 
off the ordinary, but follows a safe 
format.” 

“Situation comedies tend to last 
longer if they’re programmed prop- 
erly. We've switched most of these to 
daytime and found we get more mile- 
age and higher ratings.” 

“We hope to be able always to pro- 
gram first-run properties in prime 
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availabilities. Ratings of second-run 
programs can sometimes drop off as 
much as 50 per cent.” 

“There are some successful re-runs 


) we wouldn’t use because of too much 


violence. We'll work with a distribu- 


) tor after we’ve seen the pilot in an 
) attempt to see that future scripts are 
> acceptable. There’s a clause in each 


contract allowing ns to reject that 


' which doesn’t meet our broadcast 


standards.” 

“I’m delighted that The Jack Paar 
Show is live. It doesn’t get a feature- 
film audience, and so it doesn’t split 
that audience.” 

Old movies present special prob- 
lems to any station. Mr. Hough has 
worked out a classification list which 
rates features from run-of-station to 
reject. Story content, as well as tech- 
nical quality, determines how and 
when a picture will be shown. Har- 
rison’s Reports, the Legion of De- 


| cency evaluations and age determine 


whether a picture should get a spe- 
cial screening and a CBS evaluation. 
The individual stations in turn always 
screen each film for editing. 

Tape is beginning to be utilized 
by the stations in the public-service 
area. Most recent project involves the 
swapping of locally produced shows 
which are of general interest. This 
allows each station in each market to 
program a whole block of shows in 
the public-affairs area. 

Mr. Hough (who reports to Craig 
Lawrence, vice president in charge of 
Owned-and-Operated Stations and 
CBS Television Spot Sales) is mar- 
ried, and he and his wife Annetta live 
in an apartment hotel on the east side 
of Manhattan, a five-minute cab ride 


from his CBS office. 





Speidel (Continued from page 47) 


highest brand; more than two-thirds 
of the sample indicated their prefer- 
ence for a Speidel band, as compared 
to 10.1 per cent for the next-named 
make, and, of all those wearing ex- 
pansion bracelets, 38.5 per cent were 
wearing Speidel bands, with 10.4 per 
cent sporting the number-two brand. 

Mr. Coulthurst feels that this ob- 
vious domination of its field by his 









James Arthur Yergin has been named 
assistant director of research for the 
Westinghouse Broadcasting Co., it 
has been announced by Melvin A. 
Goldberg, director of research for 
WBC. Mr. Yergin has been with the 
WOR division of RKO Teleradio as 
advertising and sales promotion man- 
ager, presentation manager, and most 
recently as director of research, pro- 
motion and advertising for WOR-TV- 
AM New York. 





company is due to a combination of 
styling, packaging and, unquestion- 
ably, tv advertising. And with the 
half-dozen other companies in the 
business spending money for adver- 
tising mainly in trade publications, 
with little invested at the consumer 
level, “there would be,” he says, “no 
watchband industry without Speidel.” 
The Speidel Corp. was started 40 
years ago by Edwin and Albert 
Speidel as the American branch of a 
German company engaged in the man- 
ufacturing of chains. The firm began 
to develop a watchband line in 1935, 
the same year in which Paul Levinger 
joined the organization as plant 
manager; sales manager Spitzer also 
entered the company at that time. 
Albert Speidel is dead; his brother 
Edwin still retains the title of presi- 
dent of the firm, but, at 85, is content 
to let Mr. Levinger run things. 
According to a_ recent 
among retail jewelers, the largest per- 
centage (24.5) of sales of watchbands 
in price classifications ranging from 
$1.50 to $14.95 is found at the $9.95 
level. Sixteen per cent of the total sales 
of these items is made at the $6.95 
mark, while each of the $4.95, $7.50 
and $10.95 brackets accounts for 12 
per cent of the over-all sales. 
The average cost of eight typical 


survey 


Speidel items is $11.33—an average 
that has remained unchanged since 
1950. The company points, not with- 
out pride, to the fact that its watch- 
bands have undergone no increase in 
price in recent years, in contrast to a 
rise of 20 per cent in the cost of all 
items, 20 per cent in housing, 19 per 
cent in food, nine per cent in apparel, 
26 per cent in transportation and 36 
per cent in medical care. 

During the past season Speidel con- 
centrated most of its Price 1s Right 
commercials on its $12.95 bands and 
identification bracelets. When the 
jewelry maker returns to the program 
in the fall, however, it will be spend- 
ing half its budget to promote a newly 
constructed watchband with a price 
range of $4.95 to $9.95. The new 
band, on whose construction Speidel 
holds exclusive rights, cost the firm 
$250,000 to develop and produce, and 
has been trade-named Twist-o-Flex be- 
cause of a degree of flexibility so high 
that the metal can actually be tied in 
a knot. 

With the addition of this unique 
yet popularly priced expansion watch- 
band to its line, Speidel, says Bill 
Coulthurst, “is setting a 10-per-cent 
sales increase as its goal for fall °59. 
And with television to introduce the 
new Twist-o-Flex, and to keep on 
drumming the name Speidel into the 
public consciousness, we’re pretty con- 
fident that we'll make it.” 
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Spot (Continued from page 45) 


“This fall, we expect to participate 
in some additional spot buying to 
provide local promotional support in 
connection with the introduction of 
one of our new products.” 


Southern Bell “is using tv news- 
weather shows—in lieu of spots in 
some areas,” C. L. Buckingham, gen- 
eral advertising manager, points out. 
“Our total use of tv will be somewhat 
larger than last year. In addition, we 
are having a special tv spot program 
this fall in one state to introduce a 
new telephone. The program, a trial 
to establish advertising bench marks 
for use when company-wide introduc- 
tion of the new telephone begins, 
commences in September and con- 
tinues for 15 consecutive weeks.” 

The Pacific Telephone & Telegraph 
Co., last year a user of more than $1.1 
million in spot, will not “make any 
major change in the amount of spot 
television,” says Donald A. Davis, 
general advertising manager. 

The Bank of America “continues 
to rely heavily on spot advertising as 
a basic medium in our consumer ad- 
vertising program,” says Charles R. 
Stuart Jr., advertising manager. “This 
fall we plan to run approximately the 
same amount of spot television in 
terms of dollars, as last year.” Format 
will change from 20’s to ID’s, capi- 
talizing on the company success with 
animated cartoons. Last year the total 


in spot came to about $200,000. 


Household Finance continues to in- 
crease its use of television. “At the 
present time we have tv representa- 
tion on 72 stations,” says A. G. 
Waack, vice president-director of ad- 
vertising. “This is an increase of 12 
stations as compared with a year ago. 
It is very possible that we may add 
another six or eight between now and 
the end of 1959.” Mr. Waack explains 
that Household buys news, sports and 
weather on some 35 per cent of the 
stations, while about 60 per cent 
carry half-hour syndicated shows. 
Minutes and 20’s are used on the re- 
maining five per cent. Last year the 
company spent an estimated $700,- 
000 in spot tv. 

Con Edison, which last year spent 
over $200,000 in television, does “not 
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anticipate any basic change in either 
format or frequency” of its spot tv, 
according to Ray Martin, director of 
advertising. 

Roto-Rooter Corp. expects little 
change in scheduling or format in its 
spot advertising. Last year the total 
was estimated at $325,000. Orkin Ex- 
terminating Co., which spent about 
$300,000 in spot last year, is expected 
to total about the same this year. 
Minute films are scheduled for fall. 

In the cosmetics and toiletries di- 
vision, which last year totaled an es- 
timated $47 million (next largest to 
the food division), increases are ex- 
pected from a number of advertisers. 

Avon Products, Inc., will “increase 
coverage over last fall” and “continue 
the present format,” according to ad- 
vertising manager George W. Shine. 
Avon spent an estimated $2.7 million 
in spot in support of its line of cos- 
metics and its door-to-door salesmen 
last year. 


Jergens Up 


An optimistic report is made by the 
Andrew Jergens Co., which will con- 
tinue with heavy spot advertising after 
Labor Day. “This fall we will be 
spending additional money in spot 
tv,” says William Hausberg, adver- 
tising vice president, “using more 
spots and adding additional markets 
to those we have used in the past.” 
Last year Jergens spot for Jergens 
and Woodbury products totaled $3.2 
million, with about $550,000 falling 
in the last quarter. 

Max Factor & Co. expects to con- 
tinue to address a large part of its 
budget to spot. “Our plans for the 
fall are to continue with this plan, 
which we have found extremely suc- 
cessful,” says Gerald A. Cohen, tele- 
vision manager. Last year the spot 
investment was $1.3 million. 

Helene Curtis Industries’ spot tv 
commitment “will be at least as heavy 
as last year,” says Jack K. Lipson, 
advertising manager. “Spot television 
offers us advantages in cost-per-thou- 
sand and allows us to go in and out 
of specific markets without commit- 
ting ourselves to a major expendi- 
ture over a sizable period of time.” 
Last year the company’s tv budget 
was around $800,000. 


Helena Rubenstein may be expected 
to use more spot this fall than last. 
Sara Fox, director of advertising, 
says “we plan to use spot tv with ap- 
proximately the same frequency and 
in the same number of markets as we 
did in the spring.” Trade estimates 
are that the first three months of the 
year the firm spent about $400,000 
in spot, almost as much as was spent 
in the entire year of 1958. 

Coty, Inc., may be expected to 
spend “more” in spot this fall, with 
“no change” in format, according to 
David Mayer, director of advertising. 
Last year Coty’s spot budget is esti- 
mated at $750,000. 

Maybelline Co., which last year 
spent $1.5 in spot, will also use 
“about the same” amount, says T, L. 
Williams Jr., vice president, secre- 
tary and assistant advertising man- 
ager. 

Boyer International Laboratories’ 
ad budget “will be up about 35 per 
cent from our present level,” accord- 
ing to Robert S. Herzog, advertising 
and sales promotion manager. “Our 
plans are to make a regional network 
buy covering the western two-thirds 
of the country. If, however, no suit- 
able buy is possible, we then intend 
to make local buys using spot an- 
nouncements in existing markets and 
a combination of saturation spot and 
syndicated shows in new markets.” 
Last year Boyer spent an estimated 
$350,000 in spot. 

Drug firms will again contribute 
heavily to totals. Last fall this con- 
tribution amounted to $15 million, 
while for the year it was $45 million. 

Among the big advertisers, in ad- 
dition to the multi-product firms mea- 
tioned earlier, are Plough, Inc., which 
spent about $1 million in the medium 
last year. “Our advertising will prob- 
ably be up to some extent in all ma- 
jor media next year,” says Tom 
Greer, vice president and director of 
advertising. 

Block Drug, with heavy network 
investments, will spend “about 30 per 
cent less in spot,” says A. L. Plant, 
advertising manager. “We have found 
that this type of television provides 
us with broad coverage, star endorse- 
ment and considerable flexibility as 
to frequency and length of schedule.” 
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Last year Block is estimated to have 
spent $1.5 million in spot. 

Other spot users in the field will 
be Miles Laboratories, an $8-million- 
user last year; Vick Chemical, which 
invested $2.4 million; Sterling Drug, 
$3.8 million; Drug Research, $2.1 


million, and many others. 


Walgreen Drug Stores, which last 
year spent about $500,000 in tele- 
vision, “plans to use the same amount 
of spot television this fall as we did 
last year,” says Orville G. Gile, di- 
rector of advertising. 

Automotive and gasoline advertis- 
ers may be expected to spend more 
than the total of the two divisions 
last year, $32 million. 

Esso Standard Oil, which in 1958 
invested an estimated $2.4 million in 
spot, may be expected to continue a 
heavy schedule. They have recently 
used additional spots for their new 
line of Atlas tires. This flexible for- 
mat will be continued for another 
new development which is a_possi- 
bility for the fall. Standard Oil of 
Indiana ($1.9 million in 1958) will 
keep the same format. “Total expendi- 
tures will be increased sufficiently to 
cover rate increases,” says Wesley I. 
Nunn, advertising manager. Standard 
Oil of California ($1 milllion in 
1958) 
weekly dramatic show for a number 
of years as well as a program of spots 
which may be expected to continue. 

This fall Richfield Oil Corp. will 
continue to use spot “in a slightly 
greater quantity than heretofore,” ac- 
cording to Fred M. Jordan, manager 
advertising and sales promotion. Last 
year totals came to about $500,000. 

Gulf Oil’s television plans for fall 
are “tentatively the same as in the 
recent past,” according to B. W. S. 
Dodge, director of advertising and 
sales promotion. Last year Gulf’s spot 
was estimated to total $2 million. 

Continental Oil will continue to use 
the Whirlybirds program until at least 
the spring of 1960, according to W. 
A. Morgan, advertising manager. 
Continental spent $600,000 in spot 
last year and is expected to increase 
that amount in 1959. 

Shell Oil Co., with an investment 
of $3.4 million in spot tv last year, 
will continue to concentrate on news 
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has sponsored a half-hour — 


programs with occasional spot cam- 
paigns in top markets. 

In the accessory group, General 
Tire Co. dealers spent about $500,- 
000 in 1958. “My feeling is that we 
will see a slight increase in the use 
of spot television this fall,” says John 
G. Ragsdale, advertising manager. 
Some of the dealers may be expected 
to use more film commercials show- 
ing their services, such as wheel bal- 
ancing, alignment and brake work. 

Clothing and furnishings totaled 
$13 million of over-all spot in 1958, 
and this year promises to see an even 
higher figure, especially in the fall 
season. 

Robert Hall Clothes “plans a con- 
tinued heavy use of television in the 
fall of °59,” says Jerry Bess, execu- 
tive vice president of Arkwright Ad- 
vertising, which handles advertising 
for the clothing firm. “We plan to 
add additional stations, over and 
above spring °59, to the schedule. 
This should increase the over-all cam- 
paign by at least 10 per cent.” Last 
year Robert Hall spent $4 million in 
spot tv, with $1.3 million falling in 
the final quarter. 


More For Playtex 


International Latex, which put $6 
million in tv last year, mostly for its 
Playtex brands, will spend “more” 
this year than last, according to David 
Ketner, vice president, advertising. 
The format wil! be about the “same.” 

International Shoe Co., which spent 
$306,000 in spot last year, may be 
counted on for a larger sum in 1959. 
A fall campaign gets under way next 
month. 

Montgomery Ward plans to use 
“about the same amount of spot tele- 
vision this year as a year ago,” fea- 
turing one-minute and 20-second film 
clips, according to retail sales promo- 
tion manager Arthur Truitt. Last year 
Montgomery Ward spent an estimated 
$700,000 in spot. 

Tobacco companies are continuing 
to increase their network budgets, 
but many will add spot to their nor- 
mal schedules this fall. Last fall to- 
bacco products accounted for $5.8 
million of the final quarter’s total. 
The year’s tobacco-products total was 
$31 million. 


Brown and Williamson’s J. W, 
Burgard says that “at this time it 
would appear that our spot television 
during the second half of the year 
will be somewhat heavier than it was 
in the first half.” In the first quarter 
it is estimated B&W spent $2.3 mil- 
lion on spot. Last year the total was 
$9.5 million. 

Liggett & Myers will make no 
change in spot plans or format this 
year. Total spent in 1958 came to 
$1.9 million. 

The American Tobacco Co. “will 
probably operate approximately as we 
did last season” in spot, in the opin- 
ion of Albert R. Stevens, advertising 
manager. There will be no change in 
format. In 1958 American is esti- 
mated to have spent $3 million in 
spot, with $1.2 million falling in the 
last three months of the year. 

A number of miscellaneous adver- 
tisers, many of whom spent major 
sums in spot last year, have reported 
to TV AGE that they are planning ex- 
panded or substantially the same 
schedules as a year ago. 

Proctor Electric Co., spending 
$550,000 in spot last year, “will be 
using more spot television than ever 
before in the fall of 1959,” accord- 
ing to William ¥. E. Rambo, adver- 
tising manager. “Starting in Septem- 
ber, we will be advertising via this 
medium on 31 stations in the U.S. 
and two in Canada, Last fall we were 
on 18 stations and this spring 21. We 
will use the same format of filmed 
commercials.” 

The Parker Pen Co. expects “to be 
using a good bit more television than 
we did last fall,” according to James 
A. R. Stauff, advertising manager. 
“We have stepped up our spot and 
have gone into three times as many 
markets. We have been able to do this 
because our business has increased 
tremendously during the past year, 
thanks to our use of spot television. 
In other words, we have got so much 
seed back in the 25 markets we used 
last fall that we are able to go into 
75 this fall.” Last year Parker spent 
an estimated $1 million in spot ty, 
with $500,000 falling in the final 
three months. 

Colorforms will in all likelihood 
“use perhaps 25 per cent more spot 











lan 


ind 
ny 
his 
sed 
ar, 
on. 
ich 
sed 
nto 
ent 








CHANNEL 





BY 
* FIRST IN ARB!* 


* FIRST IN PULSE!” 


*APRIL, 1959 


AND AT NO EXTRA. COST — BS : 
— . 





SPRINGFIELD, MASSACHUSETTS 


7. THE TOP STATION 





ee ee ae a we 







——" 


peg 


new ENGLAND | 














tv than last year,” says Ogden Kiffin, 
advertising director. They spent about 
$400,000 in spot in 1958. 

Other advertisers planning pro- 
grams similar to or better than other 
years include Paramount Pictures 
Corp., the Greyhound Corp., Ameri- 
can-Marietta Co. and E. I. du Pont 
de Nemours & Co. 

Altogether the next few months 
promise to set new records for spot 
tv in nearly every category. With last 
year’s important advertisers ready to 
increase or maintain their budgets, 
the many new investments will create 
a plus which should bring new totals 
far beyond those of 1958. 





Dir ectory (Continued from page 45) 


Cadbury-Fry Export, Ltd. 

200 Madison Ave., NYC 16. 

Agency: Breithaupt, Milson, Toronto. Spot 

$28,690. 

Cadillac Deluxe Wine Co. 

4109 Joe St., Detroit 10. Charles Milan, adv 

sup. 

Agency: Epps Trustman, Fred A. Epps, ae. 

Spot $188,380. 

Cain’s Coffee Co. 

1 N.W. 12th St., Oklahoma City. Jack Dur- 

land, p & adv m. 

Agency: Lowe Runkle, Oklahoma City, 

Lowe Runkle, ae. Spot $252,300. 

California Consumer Corp. 

230 W. Jefferson Blvd., LA 7. W. E. Osborn, 

dir adv. 

Agency: Atherton Mogge Privett, LA, Jack 

Privett, ae. Spot $29,040. 

California Federal Savings 

5680 Wilshire Blvd., LA 36. Oliver M. Chat- 

burn, vp & dir adv & pr. 

Agency: Jensen, LA, Mel Jensen, ae. Spot 

$28,000. 

California & Hawaiian Sugar 
Refining 

Matson Bldg., San Francisco 5. R. C. Cook, 

adv m. 

Agency: H-CH&M, San Francisco, E. B. 

Krough, ae. Spot $478,990. 

California Packing Corp. 

215 Fremont St., San Francisco 19. Everett 

M. Runyon, dir adv & prom; Roland G. 

Saysette, adv m. 

Agency: McCann-Erickson, San Francisco, 

F. H. McCrea, ae. Spot $130,690. 

California Spray Chemical Corp. 

Lucas & Ortho Way, Richmond, Cal. Louis 

F. Czufin, adv m. 

Agency: McCann-Erickson, San Francisco, 

Carson Magill, ae. Spot $63,210. 

Calo Pet Food Co. 

Box 4077, Oakland 23, Cal. Clayton I. Kent- 

nor, dir adv & prom. 

Agency: FC&B, San Francisco. Byron Mayo, 

Robert Leefeldt, aes. Spot $200,610. 


Calusa Chemical Co. 
2132 Sacramento St., LA 21. Clifford Schif- 
fer, adv sup. 
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Agency: Wade, Hollywood, Snowden Hunt, 
ae. Spot $151,710. 

Campana Sales Co. 

Batavia, Ill. Richard M. Crull, vp & adv m. 
Agencies: Johnstone, NYC (Anjou per- 
fume), Murial Johnstone, ae; EWR&R, 
NYC 17 (Ayds). Spot $33,380. 

Harry T. Campbell Sons Corp. 
Towson 4, Md. 

Agency: Van Sant, Dugdale, Baltimore, 
Nick Van Sant, ae. Spot $26,480. 
Campbell Soup Co. 

100 Market St., Camden 1, N. J. 

Campbell Soups & Swanson Frozen Foods 
Div. R. M. Budd, dir adv; H. M. Stevens, 
prd mkt m—Campbell soups; R. D. Cords, 
prd adv m—Swanson. 

Agencies: BBDO, NYC (hot soup). Leo 
Burnett, Chi. (frozen soup). Tatham-Laird, 
Chi. (Swanson). Spot $266,320. 

Campbell Pork & Beans and V8 Juice 
Div. R. M. Budd, dir adv. 

Agency: NL&B, Chi. Spot $6,200. 
Canada Dry Corp. 

100 Park Ave., NYC 17. F. E. Benson, adv 
m—beverage div. 

Agency: Mathes, NYC 16, H. L. Rohde, ae. 
Spot $856,260. 

Cannon Mills, Inc. 

70 Worth St., NYC 13. Richard C. Swiggett, 
adv m. 

Agency: Ayer, NYC. Spot $24,470. 
Cargill, Inc. 

200 Grain Exchange, Minneapolis 15. 
Agency: Brewer, Minneapolis. Spot $62,170. 
Carling Brewing Co., Inc. 

9400 Quincy Ave., Cleveland 6. 

Black Label Beer Div. R. C. Garretson, 

vp adv; Dorian St. George, asst to vp adv; 
E. Groetzinger, adv m—southeast; A. B. 
Jablonski, adv m—mid-west, west, Rocky 
Mts; R. J. Tait, adv m—central east, cen- 
tral, central west, northwest, Pacific south; 
R. J. Thomas, adv m—northeast, mid- 
Atlantic; W. Westlin, asst adv m—Pacific 
north. 
Agencies: Lang, Fisher, & Stashower, Cleve- 
land, Fred P. Stashower, ae; Cabot & Co., 
Boston, J. I. Summers, ae; Winius-Brandon, 
St. Louis, C. A. White, ae; LNB&L, Atlanta, 
Howard Axelberg, ae; Aitken-Kynett, Phila- 
delphia, G. B. Barnard, ae; GB&B, Seattle, 
Tom Killilea, ae. Spot $1,695,923. 

Red Cap Ale & Stag Beer Div. R. C 

Garretson, vp adv. 
Agencies: B&B, NYC 19 (Red Cap), David 
J. Kepner, ae; Weiss, Chi. (Stag), Jerry 
Joss, ae; GB&B, Seattle, (Heidelberg), 
Tom Killilea, ae. Spot $640,850. 


Carling Brewing Co. 
(Washington) 

2120 South C St., Tacoma, Wash. C. James 

Kramer, adv sup. 

Agency: GB&B, San Francisco, Tom Kil- 

lilea, ae. Spot $167,550. 


Carnation Co. 

5045 Wilshire Blvd., LA 36. Paul H. Willis, 
vp adv; L. R. Johnson, adv m—Albers 
cereals; L. Aldenhoevel, gen adv m—pet 
foods div; B. C. Flounders, adv m—pet 
foods div; Robert E. Monco, adv m—fresh 
milk; M. Clausen, gen adv m—evaporated 
milk ; H. R. Chamberlin, adv m—evaporated 
milk; W. J. Riley, adv sup—frozen food, 
Simple Simon pies; Robert J. Davis Jr., adv 
m—instant prds; Robert Moore, adv m— 
feeds. 


Agencies: EWR&R, LA, Richard Stanton, 
M. Minchin, James Vandiveer, T. W. Sch- 
wamb, H. W. Arthur, W. Muller, C. Short, 
F. McMahon, Melvin Smith, aes; Harris & 
Montague, Salt Lake City, R. T. Harris, 
Keith Montague, aes. Spot $729,860. 
Carolina Power & Light Co. 
Raleigh, N. C. E. N. Pope, dir adv & sls 
prom. 
Agency: Howard, Raleigh. Spot $34,780. 
Carter Oil Co. 
Tulsa. F. Van Inderstine, adv m, Billings, 
Mont. 
Agency: McCann-Erickson, Chi., Foster L, 
Wick, ae. Spot $191,840. 
Carter Products, Inc. 
2 Park Ave., NYC 16. Philip Richardson, 
vp sls & adv; H. H. Hoyt Jr., sec & asst to 
vp sls & adv; Lorin S. Myers, dir med. 
Agencies: Bates, NYC (Arrid, Carter's 
Pills, Nair), W. O. Gross, ae. SSC&B, NYC 
(Arrid cream, Rise shaving cream) , Barrett 
Welch, ae. KHCC&A, NYC (Colonaids), 
H. Kastor Kahn, ae. Spot $5,202,300. 
Castro Convertible Corp. 
1990 Jericho Turnpike, New Hyde Park, 
N. Y. W. Nightengale, adv m. 
Agency: Newton, NYC 17. Spot $224,580. 
Centlivre Brewing Corp. 
2501 Spy Run Ave., Ft. Wayne 3, Ind. 
Herman G. Centlivre, tr & adv m. 
Agency: Martin, Ft. Wayne, Robert Lauer, 
ae. Spot $82,930. 
Century Importers, Inc., Div. of 
Canadian Breweries, Ltd. 

Ellicott Sq. Bldg., Buffalo 3. 
Agency: Comstock, Buffalo, Walter Stelly, 
ae. Spot $486,010. 
Champlain Oil & Refining Co. 
5301 Camp Bowie Blvd., Ft. Worth. Edward 
R. Gaines, adv & sls prom m. 
Agency: Tracy Locke, Dallas, 
Thomas, ae. Spot $36,330. 
Chanel, Inc. 
1 W. 57th St., NYC 19. 
Agency: NC&K, NYC 22, Ron Mullins, ae. 
Spot $174,400. 
Charbonneau Packing Co. 
Selah, Wash. 
Agency: MMH&H, Seattle. Spot $43,120. 
Chattanooga Medicine Co. 
1715 W. 38th St., Chattanooga 9. Frank 
Walsh, adv m. 
Agencies: Cohen & Aleshire, NYC (Black 
Draught); Noble-Dury, Nashville (Sol- 
tice). Spot $65,350. 
Chemical Corp. of America, 

Freewax Div. 

Tallahassee, Fla. 
Agency: D’Arcy, NYC 22. Spot $403,840. 


Chesapeake & Potomac Tel. 

725 13th St., N.W., Washington 5. R. K. 
Wheat, asst vp chg adv. 

Agency: Ayer, Philadelphia, G. M. Lauck 
Jr., ae. Spot $257,940. 


Chesebrough-Ponds, Inc. 

485 Lexington Ave., NYC 17. Albert B. 
Richardson, vp adv; Robert Fenner, brand 
m—Valcream, Vaseline hair tonic, Pertus- 
sin, Seaforth; Edwin F. Weigand, brand m 
—Vaseline petroleum jelly, Vaseline cream 
hair tonic; William M. Cook, brand m— 
Pond’s treatment line; Warrent B. Dubin, 
brand m—Pond’s make-up & fragrances; 
Donald Heller, brand m—new prds. 
Agencies: McCann-Erickson, NYC 17 (Per- 
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wssin, all Vaseline prds but petroleum 
© jelly) , George Norris, a sup; William Ennis, 
> fF. Kirkpatrick, aes; JWT, NYC 17 (All 
 Pond’s line but Angel Skin & Black Watch, 
’ Abano, Matchabelli, Simonetta), Arthur 
Porter, a sup; Mildred Wedekind, Robert 
> Boslet, aes; Compton, NYC 22 (Valcream, 
Angel Skin, Seaforth), C. James Fleming, 
asup; M. Devine, R. Satterfield, aes; Esty, 
» NYC 17 (Vaseline petroleum jelly), Wil- 
> liam Booth, a sup; William Palmer, E. 
Petrillo, aes. Spot $1,625,070. 
Chesty Foods, Inc. 
* Terre Haute, Ind., George Johnson, adv. 
Sup. 
Agency: Ruben, Indianapolis, Gary Ruben, 
ae. Spot $104,700. 
Chicago Motor Club 
66 E. South Water St., Chicago 1, George 
' Hixon, adv sup. 
Agency: Agency Service Corp, Chi., Paul 
E. Foyer, ae. Spot $56,160. 
Chief Apparel Co. 
10 W. 33rd. St., NYC 1. Herb Goldsmith, 
| dir adv. 
Agency: Miller, NYC 17. Spot $113,220. 


Sn gut sel 


| Child’s Razor Blade Co. 


/ 600 W. Johnson, Jonesboro, Ark. 

| Agency: Lake-Shapiro-Shurman, Memphis. 
Spot $23,090. 

Chock Full O’ Nuts 

425 Lexington Ave., NYC 17. 

Agency: Grey, NYC 22, Edward Myer, ae. 
Spot $746,610. 


Chrysler Corp. 

341 Massachusetts Ave., Detroit 31. Rich- 
ard E. Forbes, dir corporate adv & sls 
prom; John R. Barlow, m adv & Simca; 
A. G. Wahle, sls prom m. 

Agencies: Burnett, Detroit, R. Leonard, ae; 
Meltzer, Detroit, (Simca), R. Meltzer, ae. 

Plymouth Div., 6634 Lynch Rd., Detroit 
31. Box 1518. Louis T. Hagopian, dir adv & 
sls prom. 

Agency: Ayer, Detroit, R. O’Reilly, ae. 
Spot $176,490. 

Dodge Div., 7900 Jos Compali, Detroit. 
W. D. Moore, dir adv & merc; A. C. Thom- 
sen, adv m—car; W. L. Kessinger, adv m— 
truck; R. Shuge, sls prom—car; D. Mad- 
dox, sls prom—truck. 

Agencies: Grant, Detroit (car). B. W. 
Cather, ae; Ross Roy, Detroit (truck), J. 
Moll, ae. Spot $187,120. 

DeSoto Div., 12,200 Jefferson, Detroit, J. L. 
Wichert, dir adv & sls prom. 

Agency: BBDO, Detroit, R. E. Anderson, 
ae. Spot $168,740. 

Chrysler Div., 12,200 Jefferson, Detroit. J. 
C. Cowhey, dir adv & sls prom; K. Mat- 
zinger, adv m; C. C. Lockwood, admn m 
adv & merc. 

Agency: Y&R, Detroit, J. G. Standart Jr., 
ae. Spot $100,030. 


Chunky Chocolate Corp. 
655 Dean St., Brooklyn 38, N. Y. 
Agency: Grey, NYC 22. Spot $683,870. 


Church & Dwight Co., Inc. 

; Pine St., NYC 5. P. F. Curran, vp chg 
v. 

Agencies: JWT, NYC 17 (Arm & Hammer, 

Cow Brand baking soda); Brooke, Smith, 

French & Dorrance, NYC 17 (Arm & Ham- 

mer sal soda). Spot $374,110. 


Cities Service Co. 
60 Wall Tower, NYC 5. Tom De Bow, vp 












adv; Lucius H. White, asst adv dir. 
Agency: Ellington, NYC 17. Spot $441,400. 
Citizens Mutual Insurance Corp. 
645 W. Grand River Ave., Howell, Mich. 
Lou Stipe, adv m. 

Agency: Clark & Bobertz, Detroit, Frank 
Bair, ae. Spot $28,560. 

Clairol, Inc. 

510 6th Ave., NYC 11. John D. Mack, adv 


m. 
Agency: FC&B, NYC 17, Frank Mayers, 
Robert Weltzien, aes. Spot $437,860. 
Clinton Detergent Co. 

7207 S. Racine Ave., Chicago 36. Mr. But- 
terworth, adv sup. Spot $39,580. 


Cliquot Club Co. 

Mills, Mass. 

Agency: Sullivan, Boston, Gilbert Starr, 
ae. Spot $52,940. 

Clover Club Foods Co. 

Kaysville, Utah. Kimball J. Cranney, exec 
vp, adv m. 

Agency: Harris & Montague, Salt Lake 
City, R. T. Harris, ae. Spot $36,140. 


Coastal Foods Co. 

Cambridge, Mass. James A. Langley, dir 
adv & sls. 

Agency: Doner, Baltimore, Morton Salan, 
ae. Spot $62,790. 


Coca-Cola Co. 

515 Madison Ave., NYC 22. E. D. Sledge, 
vp & dir adv, Atlanta, Ga. 

Agency: McCann-Erickson, NYC 17. Spot 
$3,699,270. 


Cockran-Hill & Co. 

1030 S. Dukeland St., Baltimore. 
Agency: Buddemeier, Baltimore, Al Wurz- 
bacher, ae. Spot $31,980. 


Colgate Palmolive Co. 

300 Park Ave., NYC 22. G. T. Laboda, 
r & tv dir; G. T. Lincoln, asst r & tw dir; 
S. H. Pulver, m med; J. A. Deimling, Paul 
Byrne, Kenneth White, J. J. Hirschberg, 
prd ms—toilet articles div; D. A. Wells, 
g prds m—household—prds div; R. J. 
Clark, T. J. Hennon, D. W. Ross, R. D. 
Angelus, F. S. Matthews, prd ms—house- 
hold—prds div. 

Agencies: C&W, NYC (Brisk, Super Suds), 
W. Drew, ae. D'Arcy, NYC (Cashmere 
soap, Halo shampoo), John A. Garber, ae. 
Bates, NYC (Colgate dental cream, Palm- 
olive shave cream & lotion & Palmolive 
soap, Rapid Shave cream, Fab), R. C. 
Bradley (Colgate dental cream), ae; R. 
Montgelas, C. P. Dixon, H. G. Drake, aes. 
Street & Finney, NYC (Colgate shave 
cream, Florient, Genie Cleanser), W. G. 
Johnston, ae. Lennen & Newell, NYC 
(Lustre-Creme, Vel Beauty Bar, AD deter- 
gent, Vel liquid detergent), Gordon Cates, 
S. M. Kenyon, aes—Lustre-Creme; H. W. 
Lowe, ae—Vel; H. Jacobson, ae—AD. Mc- 
Cann-Eriskson, NYC (Ajax). NC&K (Vel 
soap powder), W. Fales, ae. Spot $10,998,- 
330. 


Colonial Baking Co. 

4410 Gravois, St. Louis 16. W. H. Williams, 
p chg adv. 

Agency: Herrod, St. Louis. Spot $420,830. 


Colonial Stores, Inc. 

Box 4358, Atlanta 2. J. J. Burton, gen adv 
m. 

Agency: LNB&L, Atlanta, Clay Scofield, 
ae. Spot $293,503. 


J. Colonna Bros. 

4102 Bergen Turnpike, N. Bergen, N. J. 
Thomas V. McNulty, adv sup. 

Agency: Gardner, NYC 17, William Byrne, 
ae. Spot $96,440. 

Colorado Milling & Elevator Co. 
620 Equitable Bldg., Denver 1. Forrest G. 
Meyer, adv m. 

Agency: Clair & Meyer, Denver. Spot $59,- 
260 


Colorforms, Inc. 

Norwood, N. J. Ogden Kniffin, dir adv. 
Agency: Kudner, NYC 22, Harry Mazza, 
ae. Spot $398,330. 

Columbia Baking Co. 

814 Highway 40 E., Columbia, Mo. Herman 
E. Barton, adv sup. 

Agency: Neds-Wardlow, Columbia, Grant 
Neds, ae. Spot $31,850. 

Columbia Pictures Corp. 

711 Fifth Ave., NYC 22. Jonas Rosenfield, 
vp adv; Robert S. Ferguson, dir adv pub & 
exploitation; Sidney Schaefer, m med & 
adv. 

Agency: Donahue & Coe, NYC 20. Spot 
$68,760. 

Columbia Records, Div. of CBS 

799 Seventh Ave, NYC 19. Arthur 
Schwartz, dir adv & sls prom. 

Agencies: McCann-Erickson, NYC, Frank 
Kirkpatrick, Robert McIntyre, aes; Wun- 
derman, Ricotta & Kline, NYC 17 (LP 
Record Club), Lester Wunderman, ae. Spot 
$293,220. 

Columbia River Packers Assn., Inc. 
Foot Sixth St., Astoria, Ore. 

Agency: Manoff, NYC 17. R. K. Manoff, 
ae. Spot $270,420. 

Columbus & South Ohio Electric 
Columbus, Ohio. Bob Boyd, adv sup. 
Agency: McCann-Erickson, Cleveland, Mel 
Weiss, ae. Spot $22,040. 

Comar Industries 

16 W. 61st St., NYC 23. Henry L. Hoff- 
man, p & adv m. 

Agency: Kushins, Anderson & Takaro, NYC 
17. Spot $48,720. 

Commonwealth Edison Co. 

72 W. Adams, Chicago 90. W. E. Pierce, 
dir adv. 

Agency: Burnett, Chi. Spot $200,840. 
Community Coffee Co. 

2151 N. 3rd St., Baton Rouge. J. Roy 
Dabadie, adv sup. 

Agency: Sewell, New Orleans, Granville 
Sewell, ae. Spot $45,670. 


Comstock Foods, Inc. 

203 W. Miller, Newark, N. Y. 

Agency: Best, Chi., Frank Morr, ae. Spot 
$593,210. 


Congoleum-Nairn, Inc. 

195 Belgrove Dr., Kearny, N. J. John T. 
Lorick, dir adv & sls prom. 

Agency: Keyes Madden & Jones, NYC 20, 
Fred Willson, Dale Mehrhoff, Gerald Less- 
er, aes. Spot $205,980. 


Connecticut Bank & Trust Co. 
760 Main St., Hartford 15. Graham Tread- 
way, vp adv & pr. 

Agency: WHW&G, Hartford, 
Feine, ae. Spot $32,710. 

Conn. Milk For Health 

101 Reserve Rd., Hartford. Dr. E. A. Perre- 
geaux, adv sup. 

Agency: Kaufman, Hartford, Leo Kaufman, 


William 
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ae. Spot $58,220. 
Consolidated Chemical Co. 

835 Cherry St., S. E., Grand Rapids, Mich. 
C. F. Bigelow, gen m and adv m. 

Agency: Dean, Grand Rapids. Spot $26,- 
440. 

Consolidated Cigar Co. 

67 W. 44th St., NYC 36. John E. Sperzel, 
dir adv & sls prom. 

Agency: EWR&R, NYC 17. Spot $846,910. 
Consolidated Edison Co. 

4 Irving Pl., NYC 3. Charles B. Delafield, 
vp adv; Max M. Ulrich, gen m adv & ind 
research; Raymond M. Martin, dir adv; 
E. A. Holmberg, m adv dept. 

Agency: BBDO, NYC 17, Bayard Pope, 
ae. Spot $568, 895. 

Consumer Laboratories 

319 S.W. Washington, Portland, Ore. John 
Gale, adv m. 

Agency: Symington-Churchill, 
Spot $135,770. 

Consumers’ Co-op Assn. 
Kansas City, Mo. 

Agency: Biddle, Kansas City, Ed Segrist, 
ae. Spot $100,770. 

Continental Baking Co. 

Halstead Ave., Rye, N. Y. Lee Mack Mar- 
shall, adv m; John L. West, asst adv m. 
Agency: Bates, NYC 19, E. L. Hill, J. O. 
Neill, aes. Spot $9,223,910. 

Continental Coffee Co. 

2550 N. Clybourn Ave., Chicago 14. 
Agency: Lilienfeld, Chi. (Thomas J. Webb 
coffee), Paul Benson, ae. Spot $22,180. 
Continental Oil Co. 

Houston 1. Melvin S. Hattwick, dir adv; 
W. A. Morgan, adv m. 

Agency: B&B, NYC 19. Spot $557,920. 
Continental Trailways 

315 Continental Ave., Dallas. 

Agency: Sanders, Dallas, J. M. Sanders, 
Ott Horn, John W. Pauling, aes. Spot 
$218, 220. 

Continental Wax Corp. 

10 Warren St., Mt. Vernon, N. Y. Lee Hall, 
p chg adv. 

Agency: Product Services, NYC 17, Harold 
Tuers, ae. Spot $1,772, 060. 


Converted Rice, Inc., Sub. of 
Food Mfrs, Inc. 

Houston 1. H. E. Robert Yewens, vp chg 

sls & adv. 

Agency: Bates, NYC 19. Spot $567,540. 


Cook Paint & Varnish 

14th & Knox, Kansas City 14, Mo. C. O. 
Bratten Jr., adv m. 

Agency: Potts Woodbury, Kansas City, Mo., 
J. B. Woodbury, ae. Spot $41,470. 


Adolph Coors Brewing Corp. 
Golden, Colo. William Moomey, adv m. 
Agency: Fox, Denver, Revill Fox, ae. Spot 
$118,380. 


Corn Products Co. 

17 Battery Place, NYC 4. W. E. Hecht, 

adv m. 

Agencies: L&N, NYC (Mazola, Karo, Niag- 

ara & Linit); McCann-Erickson, NYC 17 

(NuSoft); Donahue & Coe, NYC 20 (Bos- 

co, Kasco dog food). Spot $1,998,370. 
Best Foods Div. 1 E. 43rd St., NYC 17. 

A. Brown, vp adv & pr; Bruce Hamilton, 

adv m; John Gray, asst adv m. 

Agencies: DFS, NYC 17 (Hellmann’s, Nu- 

coa), George Beecher, Elliott Detchen, aes; 


Portland. 
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SSC&B, NYC 22 (H-O, Shinola, Rit dyes), 
J. D. Thompson, ae; GB&B, San Francisco 
(Skippy peanut butter), Henry Buccello, 
ae. Spot $1,193,420. 

Cornell Drug Co. 

71 W. 23rd St., NYC: 10. Marvin H. Chand- 
ler, adv m & sls m. Spot $621,800. 
Cornell-Dubilier Elec. Corp. 

333 Hamilton Blvd., S. Plainfield, N. J. 
Emil J. Maginot, adv & sls prom m. 
Agency: Friend Reiss, NYC 19, B. M. 
Reiss, ae. Spot $50,620. 

Corning Glass Works 

Corning, N. Y. Peter O. Everson, m adv & 
sls prom—consumer prds div. 

Agency: Ayer, NYC 20 (consumer prds), 
Robert Alexander, ae. 

Cosmopolitan Doll & Toy Corp. 
134-20 Jamaica Ave., Jamaica 18, N. Y. 
Simon Berman p chg adv. Spot $25,910. 
Cott Beverage Corp. 

197 Chatham, New Haven 9. Adrian Hirsch- 
horn, adv m. 

Agency: DR&J, NYC 22, B. Field, ae. Spot 
$150,000. 

Coty, Inc. 

423 W. 55th St., NYC 19. David Mayer, 
dir adv. 

Agency: BBDO, NYC 17, Sanford Buchs- 
baum, a sup. Spot $745,040. 

Cracker Jack Co. 

4800 W. 66th St., Chicago 38. 

Agency: Burnett, Chi., R. G. Everett, ae. 
Spot $22,450. 

Cream of Wheat Corp. 

730 Stinson Blvd., Minneapolis 13. 
Agency: BBDO, Minneapolis, George Alar- 
ik, ae. Spot $723,820. 

Creomulsion Co. 

345 Glen Iris Dr., N.E., Atlanta. 
Agency: Tucker Wayne, Atlanta (r&tv). 
Spot $284,000. 

Crete Mills 

Crete, Neb. R. A. Moritz, chg adv, Drewey’s 
Ltd., South Bend, Ind. Spot $20,440. 


Crocker Anglo National Bank 

1 Montgomery St., San Francisco 20. 
Monroe A. Bloom, vp & adv m. 
Agencies: C&W, San Francisco (consumer), 
Robert Brisacher, ae; Doremus, San Fran- 
cisco (institutional), George Sutton, ae. 
Spot $209,147. 


Cromwell Oil Co. 

9424 Dayton Way, Beverly Hills, Cal. 
Agency: Robert Culbertson, Beverly Hills, 
R. C. Culbertson, ae. Spot $343,810. 


Crowley’s Milk Co. 

145 Conklin Ave., Binghampton, N. Y. 
Thomas Walker, adv sup. 

Agency: Rumrill, Utica, Oliver Hayden, 
ae. Spot $30,450. 


Crown Central Petroleum Corp. 
American Bldg., Baltimore 2. Bernard 
Trupp, dir adv & pr. 

Agency: Lefton, Philadelphia, Paul Brown, 
Jeff Wilson, aes. Spot $63,950. 


Crown Zellerbach Corp. 

343 Sansome, San Francisco 19. Neil P. 
Stewart, adv m. 

Agency: C&W, San Francisco (consumer 
prds), R. A. Johnson, ae. Spot $240,420. 


Crystal Cream & Butter Co. 
1013 D St., Sacramento, Cal. G. Hansen, 
adv m. 





Agency: Chapin-Damm, Sacramento, Robert 

Chapin, ae. Spot $38,250. 

Crystal Laundry & Cleaning 

N. 701 Howard, Spokane. 

Agency: West-Pacific, Seattle, Ron Ballard, 

ae. Spot $39,660. 

Cudahy Brothers Co. 

Cudahy, Wis. Jerry Chesterton, adv m, 

Agency: Herr, Milwaukee, John Rock, ae. 

Spot $42,860. 

Cudahy Packing Co., Bar S & Puri- 
tan Meat Prds. Div. 

5002 S. 33rd St., Omaha 7. L. G. Tremblay, 

adv dir. 

Agency: Bozell & Jacobs, Omaha, Clete 

Haney, ae. Spot $160,300. 

Culligan, Inc. 

Shermer Ave., Northbrook, Ill. Ken Ed- 

wards, adv m. 

Agency: Franz, Chi., Alex Franz, ae. Spot 

$34,470. 

Robert Curley, Ltd. 

200 E. 3rd St., Mt. Vernon, N. Y. 

Agency: KHCC&A, NYC 17. Spot $380,- 

410. 

Helene Curtis Industries 

4401 W. North Ave., Chicago 39. Jack K. 

Lipson, adv m; Donald Hall, asst to adv m. 

Agencies: Best, Chi. (Helene Curtis sham- 

poos and cream rinse, Lentheric prds); 

Weiss, Chi. (Gay Top, Kings Men groom- 

ing aids, Enden, Stopette) ; McCann-Erick- 

son, Chi. (Tempo, Spray Net). Spot. $752,- 

240. 

Curtis Publishing Co. 

Independence Sq., Philadelphia 5. E. H. 

Ulrich, sr vp & dir circ; James A. Shellen- 

berger, adv prom m—LH] ; W. B. Williams, 

adv prom m—Holiday; Dennis Perkins, 

adv prom m—Satevepost. 

Agencies: BBDO, NYC (Satevepost, Holi- 

day). DCS&S, NYC (LHJ). Spot $41,720. 

Custom Products 

6 W. 25th St., Baltimore. 

Agency: Paul Venze, Baltimore, Bernice 

Freiberg, ae. Spot $53,130. 

Dacus Drug Co. 

Tupelo, Miss. C. E. Dacus, adv sup. Spot 

$36,010. 

Dairyman’s Assn, Ltd. 

100 Park Ave., NYC 17. 

Agency: Barlow, Syracuse, Joe Coleman, 

ae. Spot $47,390. 

Dairymen’s Co-op Sales 

Pittsburgh, Pa. 

Agency: Ketchum, MacLeod & Grove, Pitts- 

burgh. Spot $29,530. 

Dairymen’s League Co-op Assn., 
Inc. 

100 Park Ave., NYC 17. 

Agency: Barlow, Syracuse, Joseph R. Cole- 

man, ae. Spot $43,190. 

Dan River Mills, Inc. 

1407 Broadway, NYC 18. A. W. Barber, 

dir adv & sls prom. 

Agency: Grey, NYC 22, Harold Newman, 

R. H. Axthelm, aes. Spot $98,400. 

D’Arrigo Bros. Co. 

271 Market Terminal, Boston 10. Andrew 


D’Arrigo, p chg adv & sls; John Antognoni, 


adv m. 


Agency: O’Brien, Boston, Spot $20,900. 


Davison Chemical Co. 
101 N. Charles, Baltimore 3. 


(Continued on page 113) 
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TELEVISION AGE 


A’ increase of 22 per cent in gross 
time expenditures for the first 
quarter of 1959 was chalked up by 
insurance companies advertising via 
tv spot, with $768,000 spent, as op- 
posed to $632,000 spent in January- 
March of 1958. 

The figures were released by the 
Advertising, 
(Pete) 
Cash, stated that insurance firms are 


Television Bureau of 


whose president, Norman E. 


boosting their video budgets at a far 
greater rate than the average for other 
classifications using the medium. 

The step-up in interest is further 
illustrated by comparing the total 
1958 expenditures with those for 1956. 
Spot time cost 67 insurance companies 
$1,748,960 in 1956; two years later 
78 companies invested $2,773,000 for 
an increase of 59 per cent. 

Among the leading spot users in the 
insurance field are Associated Hospi- 
tal Service and United Medical Serv- 
ice (Blue Cross, Blue Shield), Na- 
tional Association of Insurance 
Agents, Equitable Life, Mutual of 
Omaha, State Farm Automobile and 
National Life and Accident Insurance 
Co. 

Not only large national firms are 
finding spot can help sell policies. 
Down in South Carolina, Liberty Life 
Insurance Co., for instance, has been 
a steady spot advertiser for the past 


a review of 
current activity 
in national 
spot tv 


four years and recently trumpeted the 
news that it had passed the $1-billion 
mark in assets. 

“We've practically taken the entire 
budget out of print and put it into 
tv,” said vice president Daniel Hodges 
at Merrill Anderson Co., Inc., Lib- 
erty’s New York agency. “The com- 
pany knows it’s impossible actually to 
‘sell’ insurance through commercials, 
so they’re all built around a theme of 
‘talk to your Liberty Life man.’ Then, 
when the salesman calls in person, the 
prospect is ready to welcome him.” 

The insurance firm has also found 


that a consistent spot campaign pays 





Edwin Marshall, a 17-year veteran 
with BBDO, has been named business 
manager of the tv-radio department 
and is in charge of program, talent 


and union agreements. 


JULY 27, 1959 





REPORT 


off: it places its schedules in five ma- 
jor South Carolina markets, as well as 
in Charlotte, N. C.. 
week contracts. 


on 26- and 52- 


“We believe Liberty was the first 
insurance company to use a singing 
commercial,” said Mr. Hodges, “and 
our filmed spots have repeated it 
through the years. During the spring 
we used minutes as in the past to give 
an ‘institutional’ message about the 
$1-billion figure the company reached. 

“For the fall campaign we're going 
to a ‘hard sell’ using 20-second-spots 
around our theme of “The important 
things in life call for Liberty Life.’ ” 
Gray & 


O’Reilly feature a limited-animation 


New films produced by 


approach which gets in the theme 


slogan, the musical jingle and the ad- 


vice to “see your Liberty Life man” 


all in 20 seconds. 
“We get a lot into that time period,” 
agreed Mr. Hodges, “but it sells in- 


surance.” 


AMERICAN CHICLE CoO. 
(Dancer-Fitzgerald-Sample, Inc., 

Wi wal 

Activity continues for DENTYNE 
SPEARMINT with about 15 more markets 
being lined up for light placements of 
minutes in support of network activity. 
Mid-August should see renewals in 

most of the 30 markets bought earlier. It’s 
understood the company intends to cover 
about 200 markets this fall; if network 
exposure hits less, spot will get more, and 
vice-versa. Herb Werman is the timebuyer. 
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SERVING THE SUN EMPIRE 





WwDBO 


Radio and Television 


PROVEN 


dominance throughout 
Central Florida 


PROVEN 


in Ratings and Sales 
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WwDBO 


Television and Radio 







Central 
Florida's 
first and best 
stations in 
Central 
Florida's 
fastest 
growing 
market 


PROVEN 


PROVEN 


in 220,000 TV homes 
in 193,200 radio homes 


ee 


CHERRY 
BROADCASTING COMPANY 






ORLANDO (@) “| FLORIDA 


Nat'l, Rep.: John Blair & Co. 
and Blair Television Associates, Inc. 


Southeastern: Harry Cummings 





SERVING THE SUN EMPIRE 
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Larry Donino, formerly timebuyer on 
Beneficial Finance at Al Paul Lefton 
MacLeod & 


Grove as Westinghouse Broadcasting 


Co., joined Ketchum, 


account executive. 





AMERICAN STORES CO. 
(Gray & Rogers, Phila.) 

Having gotten a campaign under way last 
spring, according to a Feb. 23 Spot 
Report item, this firm’s chain of Acme 
markets plans fall action in Philadelphia 
and its market areas of southeastern 
Pennsylvania and sections of New Jersey 
and Delaware. About 18 spots per weekly 
will run. In addition, The Phil Silvers 
Show was bought for a year’s run in 
Philadelphia. Ed Papazian is the timebuyer. 


B. T. BABBITT CO. 

(Brown & Butcher, Inc., N. Y.) 
Some additional top markets are reported 
as getting schedules of daytime minutes 
for BAB-O and HEP, with the middle 

of this month as the starting date. 
Placements are for 26 weeks. Rose-Marie 
Vitanza is the timebuyer. 


BELL TELEPHONE CO. OF 
PENN. 

(Gray & Rogers, Phila.) 

The phone company just added a ninth 
five-minute show to the eight it’s been 
running on seven stations in six cities 
throughout its Pennsylvania-Delaware area. 
It reportedly intends to use additional 

local spot this fall to introduce a new 
product. Ed Papazian is the timebuyer. 


BENEFICIAL MANAGEMENT 
CORP. 
(Al Paul Lefton Co., N. Y.) 


This firm’s fall plans include the usual 
heavying-up of schedules beginning Oct. 
15 and running through Dec. 15. After 
that date it pulls out of about half of its 
21 markets and cuts back in the remainder. 
The most recent additions to its market 
list are Tampa and Huntington, W. Va. 
During the summer it’s experimenting 
with ID’s, and will probably use some in 
conjunction with the usual filmed minutes 
and 20’s before Christmas. Ken Allen 

is the timebuyer. 


BOYER INTERNATIONAL 
LABORATORIES, INC. 

(R. Jack Scott, Inc., Chicago) 
Fall plans for H-A hair products included 
the possibility of a regional network 

buy to cover the western two-thirds of 





the country. If a suitable property is not 
obtainable, the company intends to use 
spot schedules in its present markets 
and to move into new markets with 
syndicated shows and saturation introduc- 
tory spot placements. The budget is to 

be increased about 35 per cent either way. 
Tv-radio director Herbert Laufman is 
the contact. 


BRISTOL-MYERS CO. 
(DCS&S, N. Y.) 

Repeating the four-month spring campaign 
on IPANA, this firm is reportedly setting 
schedules of nighttime minutes in about 
20 markets to supplement its network 
exposure. Ed Green is the timebuyer. 


BROWN & WILLIAMSON / 
TOBACCO CORP. 

(Keyes, Madden & Jones, Inc., 
Chicago) 

A campaign that is considered somewhat 
of a test began late last month for 

SIR WALTER RALEIGH pipe tobacco. 
Eight midwestern markets with population 
over 250,000 each got 13-week schedules 
of filmed minutes in news and sports 
adjacencies. A tentative increase in the 
number of markets—usually about 70 
used for RALEIGH cigarettes is planned 
for fall. Phil Laven is the contact. 


CHEF BOY-AR-DEE Division, | 
American Home Foods 
(Young & Rubicam, Inc., N. Y.) 
Last year at this time this food product 

was setting 13 weeks of daytime minutes 





Rep Report 


Larry Gentile is the newly appointed 
manager of the Detroit sales office of 
Forjoe-Tv, Inc. He has been with 
Storer Broadcasting Co., ABC and 
several radio stations in Detroit. 

In the San Francisco quarters of 


Peters, Griffin, Woodward, Inc., An- | 





drew Powell has been named spot ty 
sales manager. Mr. Powell, who was | 
with J. Walter Thompson before join- — ¢ 
ing the representative, replaced Joe 
Scanlan, who joined an advertising 
agency in New York. 

PGW also announced that its At- 
lanta office moved to larger quarters 
at 1372 Peachtree St., N.E. 

Another announcement of new ap- 
pointments and a change of address 
was made by H-R Television, Inc.. 
which noted that its San Francisco 
office is now located at 321 Bush St. 
In staff promotions and expansions, 
Dwight S. Reed and Frank Pellegrin, 
two of the founding partners of the 
firm, were named executive vice pres- 








idents; Miss Avery Gibson, research 








director, became vice president; Mar- 





tin Goldberg was appointed director 





of research, and Don Softness named 








director of promotion and publicity. 


















The Million Dollar Stations 
featuring 
Million Dollar Music 
on CKLW Radio 
Million Dollar Movies 


on CKLW-TV 7 Market! 





CKLW - CKLW-TV GUARDIAN BLDG. DETROIT 


ROBERT E. EASTMAN & CO., INC. YOUNG TELEVISION CORP J. E. CAMPEAU 
Nat! Radio Rep Nat! TV Rep 













{t Ted Bates & Co., Len Soglio han- 
dles schedules for Royal desserts, Blue 
Bonnet margarine and Hunt Club dog 


food, among others. 





in women’s shows in Boston, Providence, 
Richmond, Raleigh, Scranton-Wilkes- 
Barre, Syracuse, Baltimore and Buffalo. 
similar program was in the works at 
press time, with New York added to the 
list and the first market to be set. 

Other expansions are planned. Russ 
Young, assisted by Eleanor Paulsen, is 
the timebuyer, but Art Jones will take 
over the account shortly. 


> 


CLUETT, PEABODY & CO., 
INC, 

(Lennen & Newell, Inc., N. Y.) 
ARROW shirts, which apparently has been 
out of spot for several years, according 

to Spot Report records, will be running 
schedules of 20’s in a large group of 

top markets beginning next month. The 
spots are primarily placed by local Arrow 
dealers, so starting dates and frequencies 
may vary widely. Bill Smith is the L&N 
account contact. 


CORN PRODUCTS CO. 
(McCann-Erickson, Inc., N. Y.) 
Although NU SOFT generally runs at the 
end of January for a spring push in about 
30 markets, it began a two-week 
“booster” campaign the middle of this 
month. Day and night minutes went 

into about 20 top markets. The product 
will be back in spot at year-end as usual. 
Judy Bender is the timebuyer. 


DEVCON CORP. 

(Tippett & Co., Inc., Needham, 
Vass.) 

This firm manufactures PLASTIC STEEL, 
a repair-it-yourself compound for home 
craftsmen, which saw some spot testing 
in Boston a while ago. At present, a 
filmed minute spot and an ID are in 
production for a fall campaign probably 
starting in late September. The number 
or location of markets is not yet decided. 
Account executive Stan Tippet is the 
buying contact. 


DOW CORNING CORP. 

( Anderson & Cairns, Inc., N. Y.) 
While noting that tv costs are getting 

more expensive all the time, this firm 
apparently did well enough with its spot 
campaign last fall to justify a similar 

one this September. Some market-switching 
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will take place, but seven or eight will 

be used again, with filmed minutes 
running during a two-week period to help 
local dealers promote the SYLMER 
silicone treatment for fabrics. Tv-radio 
director Vic Seydel is the timebuyer. 


FRUIT OF THE LOOM 
(Daniel & Charles, Inc., N. Y.) 
The hosiery account came into tv with a 
Father’s Day and spring campaign in 
about 30 markets, and is setting a push 
on children’s socks in a larger number 
for back-to-school. The starting date is 
mid-August and later, with placements 
of daytime spots to reach mothers to 
continue about two weeks in each market. 
Bernice Gutmann, media director, is 
the contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 

A new dog food called RALLY from the 
makers of GAINES is currently testing 

in selected market areas using filmed 
minutes and 20’s. The schedules got under 
way about the middle of the month. 
Jordan Schreiber is the timebuyer. 





GENERAL MILLS, I 
(Knox Reeves, Inc., Minneapolis) 
A series of introductory campaigns on 
BETTY CROCKER frozen bread sticks 
began early this month in the top 25 
markets. Day and late night minutes are 
currently running for brief periods. 

Phil Archer is the timebuyer. 


ae 








GROVE LABORATORIES, INC., 
Div. Bristol-Myers Co. 

(Cohen, Dowd & Aleshire, Inc., 

N. Y.) 

Although it’s a little early for definite . 
word as to FOUR-WAY cold tablets’ fall 
plans, the agency at press time was 
working on the new campaign. In previous 
years, 80-100 stations ran about 20 weeks 
of day and late-night minutes, with the 
word being this year’s drive will be 
similar. Starting date is September-October. 
Head timebuyer Beth Black is the contact. 
(BROMO-QUININE tablets are also 
planning about 20 weeks of spot this fall, 
according to reports. Richard Epp at 
Gardner Adv., St. Louis, is the contact.) 


ROBERT HALL CLOTHES 
(Arkwright Adv. Co., Inc., N. Y.) 
The clothing chain continues to come up 
with “bigger and better” schedules for 
each succeeding campaign. It reportedly 
intends to add stations over and above 
the 150 used in 125 markets this past 
spring, increasing the over-all budget by 
10 per cent or more. Minutes and ID’s 

at all hours will run in strong frequencies. 
The 13-week schedules will start in 
August in most markets, a little later 

in some of the warm-weather areas. Media 
director Jim Hackett is the buying contact. 


THEO. HAMM BREWING CO. 
(Campbell-Mithun, Inc., 
Minneapolis) 

At press time, the St. Paul brewery had 
been hit by a strike and closed, with the 


Personals 


ELAINE AKST, formerly of H. B. 
Humphrey, Alley & Richards, New 
York, who has joined the Rockmore 
Co. as media director, is currently 
handling Wilrick’s grape drink and 
has a new (as yet unannounced) as- 
signment pending. 


LARRY BERSHON, JIM COURT- 


» NEY, JORDAN SCHREIBER and 


TOM KOHLER have been promoted 
to broadcast and print buyers at 
Benton & Bowles, New York. Mr. 
Bershon is buying on Prell concen- 
trate, Mr. Courtney on Liquid Prell, 
Mr. Schreiber on Gaines dog food 
and Mr. Kohler (with Dick Walken) 
on Yuban and Bliss coffee. 


BETTY NASSE has joined Grey 
Advertising, New York, as media 
buyer. She'll be buying on 5-Day de- 
odorant, Macy’s, Hassenfeld Bros. 
(toys) and the Ideal Toy Co. She 
was formerly buyer on all accounts at 
Dowd, Redfield & Johnstone (now 
Cohen, Dowd & Aleshire), New York. 
Miss Nasse replaces KEN ALLEN, 
who has joined Al Paul Lefton, New 
York, as buyer on Beneficial Manage- 
ment, replacing LARRY DONINO, 
who has left the agency to become 
advertising account executive on West- 
inghouse Broadcasting at Ketchum, 


MacLeod & Grove, New York. 
MICHAEL DONOVAN, WILLIAM 


: BESTE, JOSEPH HARRIS, HER- 


BERT MANELOVEG, THEODORE 


MEREDITH and RICHARD 
WRIGHT have all been named to the 
newly created post of associate media 
director at Batten, Barton, Durstine 
& Osborn, New York. Mr. Donovan 





MR. DONOVAN 


joins the agency after having been 
vice president and assistant media 
director at Benton & Bowles, New 
York. Also at BBDO GERTRUDE 
SCANLON has been transferred from 
client contact to media liaison, where 
her duties will consist of counseling, 
buying and publicizing broadcasting 
availabilities. 

SALLY ULLMAN has been ap- 
pointed media director at Wentzel & 
Fluge, Chicago. She has been with 
the agency since 1957. 
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As served by Foster Dauzat at Arnaud’s 


WWL-TYV. .. new 
NEW ORLEANS 
FAVORITE 






Here's how to 
make it: 









SSS fe 


Warm brulot bowl or chafing 
dish thoroughly with hot 
water; pour out water. Place 
in bowl % lemon peel, % 
orange peel, 2 crumbled cin- 
namon sticks, 8-10 whole 
cloves, 2-4 lumps sugar. Add 
4 oz. brandy. Dip out spoon- 
ful of mixture (including 1 














—41.2% of the audience, 
sign-on to sign-off Sunday through Saturday* 















—8 of the top 15 programs 









—6 of the top 10 syndicated shows 







Get the complete story on the fast-changing New Orleans 
television picture from your Katz representative. 
*May, 1959, ARB 


oWWI1-TV 


NEW ORLEANS 






lump sugar); warm spoon with 
match. Ignite spoon’s con- 
tents. Lower into bowl; con- 
tents will flame. Very slowly 
add 4 demitasses of strong 
black coffee. Let contents 
flame short time; stir to ex- 
tinguish. Serve. 
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result that all HAMM schedules in the 
areas serviced by the brewery were 
canceled. The west-coast states serviced 
by the brewery’s San Francisco branch 
were not affected. The agency notified 
representatives that the spot schedules 
will be resumed when the strike is over. 
Rudi Marti is the timebuyer. 


HOFFMAN ELECTRONICS 
CORP. 

(Honig-Cooper, Harrington & 
Viner, Inc., Los Angeles) 
According to reports, this manufacturer 
will be using spot in about 10 top markets 
to introduce its new lines of tv sets, 
radios and phonographs. The schedule 
of filmed minutes will begin in August. 
Media director George Anthony is the 
contact. 


HOUSEHOLD FINANCE CORP. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

This organization has added about a dozen 
stations to the 60 it was using a year 

ago, and is considering adding six or 
eight more before the end of 1959. About 
two-thirds of the buys are for syndicated 
half-hour programs; news, sports and 
weather shows are picked up on the other 
stations, with a small percentage running 
schedules of minutes and 20’s. Arnold 
Johnson is the agency contact. 


HUBLEY MFG. CO. 

(Doyle Dane Bernbach, Inc., N. Y.) 
As noted here June 15, fall is to bring 
additional activity on this company’s line 
of toy guns. Kid shows in top markets 
across the country will get filmed minutes. 
Mid-September is the starting date for 

the 13-week placements. Herb Hahn is the 
timebuyer. 


JAMES INDUSTRIES 
(Atlantic-Bernstein Associates, 

a 

The toy manufacturer is planning a short 
pre-Christmas campaign beginning in 








William H. Dustin has been named 
regional sales manager for WAVY-TV- 
AM Norfolk-Portsmouth, it has been 
announced by J. Glen Taylor, presi- 
dent of Tidewater Teleradio. Mr. Dus- 
tin was formerly account executive 
for WAvyY-TV, assistant advertising 
manager for the Freelance Star, Fred- 
ericksburg, Va., and account execu- 
tive for WFMY-TV Greensboro. 
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Buyer Profile ... . 


ray & Rogers is a medium-sized 

Philadelphia agency which be- 
lieves in the value of television ad- 
vertising and has convinced many of 
its important clients (including Bell 
Telephone of Pa., Lee Tire & Rubber, 
Valley 


Robbins boned chicken and Ram’s 


Forge beer, Richardson & 


Head ale) of the wisdom of using 
the medium. 

Edward Papazian joined G&R as 
timebuyer in 1955 and was promoted 
to tv-radio media director last year. 
He describes what the agency con- 
siders the six major points to be 
applied to every buying proposal to 
insure a good buy. In detailing this 
“6-Point Plan,” 


phasizes that “a timebuyer should be 


Mr. Papazian em- 


just that—a buyer of the time, not 
ratings alone.” 

“Good ratings,” however, head the 
list of qualifications demanded by the 


agency. “Preferable program ad- 
jacencies” are next, and then “cover- 
age of the station depending on the 
amount of distribution.” 

An integral consideration is the 
selection of “the right audience to 
receive the type of creative com- 


G&R.” and 


mercial developed by 


EDWARD PAPAZIAN 





there must be “evidence of a station 
image of quality to lend prestige 
and believability to the advertiser's 
product.” 

Finally, the station in question 
must be able to provide a “formi- 
dable cost-per-thousand.” 

In order that all these conditions 
can be met, the buyer must have 
access to and take an alert interest 
in many areas of information. 

Mr. Papazian, whose extra-cur- 
ricular interests are sports by par- 
ticipation and as spectator (he’s 
currently coaching basketball for a 
Phila- 


delphia), lives with his wife and 


semi-professional team _ in 


eight-year-old son in Lansdowne, Pa. 





October for its SLINKY and IT playthings. 
Filmed minutes in kid shows should be 

set in 10-12 top markets. Account 
executive Irving Glick is the contact. 


ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N.Y.) 
As customary, the JERGENS LOTION 
and WOODBURY soap schedules will 
return about mid-September for about 

13 weeks. The market list is expected 

to be expanded somewhat over the 75 

top ones used last year, and frequencies 
are to be increased as well. Minutes, 

20’s and ID's are usually set. Gary Pranzo 
is the timebuyer. 


KELLOGG CO. 

(Leo Burnett Co., Inc., Chicago) 
This cereal producer has been looking 
over its list of kid shows in various 
markets and has renewed many of them 
already for another 52 weeks. Some of the 
shows have been shifted around or 

placed for shorter periods. There might 
be renewal activity on some of the recently 
placed schedules for COCOA KRISPIES, 
and it’s reported a new cereal, 
CONCENTRATE, will be introduced on 
the coast. Media supervisor Richard 
Coons is the contact. 






LANVIN PARFUMS, INC. 
(Cohen, Dowd & Aleshire, Inc., 
N. Y.) 

While this account was half-way between 
two agencies as a result of the Cohen & 
Aleshire—Dowd, Redfield & Johnstone 
merger, some buying activity was on 

at press time. The familiar schedules of 
ID’s will start in scattered top markets 
at the end of August on about 39-week 
placements. Head timebuyer Beth Black 
is the contact. 


LEVER BROS. CO. 

(BBDO, N. Y.) 

Following the lines of the campaign set 
last January for 13 weeks in a wide group 
of top markets, SURF has new schedules 
of day and night minutes beginning about 
issue date for 13-26 weeks. Hal Davis 

is the timebuyer. 


LEVER BROS. CO. 

(Kenyon & Eckhardt, Inc., N. Y.) 
In a continuance of the activity which 
began nearly two months ago, PRAISE 
was still adding top markets at press time. 
Schedules of day and night minutes are 
set for 26-week runs. Mary Dwyer, 
assisted by Shel Boden, is the timebuyer. 
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.. yes, mother.:... I’m going :to doit... 
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The American people are like 
small boys: Unless you keep 
telling them and telling them, they 


do nothing—for you. 


With SPOT, you can tell them 
over and over again. 


With SPOT, you can tell them over 
and over again . .. in the markets 
of your choice . . at the precise time 
that impact is needed . . . with 


the frequency your sales demand. 


The KATZ, 
Agency, Inc. 


STATION REPRESENTATIVES 
666 Fifth Avenue, New York 19 


CHICAGO + DETROIT « ST. LOUIS + ATLANTA 





DALLAS « SAN FRANCISCO + LOS ANGELES 
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ATLANTA 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 





Whirlybirds (CBS) wsp-tv Wed. 7 .. -- 25.8 
Death Valley Days (U.S. Borax) WSB-TV 

Mme. EU ccceweducwese one oe -wtuen 5 
Mackenzie’s Raiders (Ziy) wsp-Tv Tue. 7 18.4 


Highway Patrol (Ziv) WaGa-Tv Sat. 9 ... 18.0 
Woody Woodpecker (Kellogg) wsp-tTv Tue. 6 16.4 


Huckleberry Hound (Kellogg) wsp-Tv Thu. 6 15.9 


Popeye (UAA) wsp-TV M-F 5 ....... ..15.6 
U.S. Marshal (NTA) waGa-Tv Sat. 11 ....14.8 
People’s Choice (ABC) wss-Tv Fri. 7 .... 14.4 
Sea Hunt (Ziv) wss-tv Sun. 7 . . - 13.3 


U.S. Border Patrol (CBS) wspB-TVv 
Wed. 10:30 ees ees 
Rescue 8 (Screen Gems) wsB-TV Thu. 16:30 12.7 


Superman (Kellogg) wsB-TV Mon. 6 ...... 11.9 
Crossroads (Schubert) wsp-Tv Thu. 8 ......11.4 
Dial 999 (Ziv) wsB-Tv Sat. 7 .........-- 11.4 


TOP FEATURE FILMS 


Armchair Playhouse wsB-Tv Sat. 5-7 .... ee 
Late Show wsB-TV Sat. 11-1 a.m. ........ 8.5 
MGM Playhouse wsB-Tv Sun. 12-1 ......... 7.9 
Gold Cup Movie WLw-a Sun. 2-4 .. iancee eae 
Early Show WaGa-Tv Tue. 5-6:30 ........ 7.5 
Early Show waGa-tv Wed. 5-6:30 ...... 7.5 


TOP NETWORK SHOWS 
Wagon Train wsB-Tv 
Gunsmoke WAGA-TV 
Peter Gunn WSB-TV 
The Rifleman wLw-a neean 
Sunset Strip WLW-a . ‘ Site ..34.9 





77 
Restless Gun WSB-TV ..... oes 7 
The Price Is Right wsB-Tv . ee eres 


The Real McCoys WLw-a ses 
Have Gun, Will Travel WAGA-TV 
Father Knows Best WAGA-TV 


DETROIT 


4-Station Report 





(one-week ratings) 


TOP SYNDICATED FILM 





Sea Hunt (Ziv) wseK-Tv Sat. 10:30 ......21.6 
Dr. Hudson's Secret Journal (MCA) 
RS en oe 15.2 
Highway Patrol (Ziv) waekK-Tv Sat. 7 ....13.4 
Death Valley Days (U.S. Borax) 

wws-Tv Mon. 7 On'009.0408'eesewness 12.8 
U.S. Marshal (NTA) wws-Tv Wed. 10:30 ..10.2 
Divorce Court (Guild) waBK-TV Wed. 7 .... 9.8 
Popeye (UAA) CKLW-TV M-F 6 ...... 8.1 
Mr. District Attorney (Economee) 

CKLW-Tv Wed. 9 . $.0 


Official Detective (Famous Films) 


WxyYz-Tv Thu. 10 eecusecetes ee 7.8 
Cannonball (ITC) wxyz-tv Fri. 10:30 7.8 
San Francisco Beat (CBS) waek-Tv Sat. 6:30 7.4 
New York Confidential (ITC) WJsBK-TV 
Fri. 10:30 .. i seééewew 7.4 
Decoy (Offcial) wxyz-Tv Thu. 7 ......... 6.9 
Waterfront (MCA) CKLW-TV Wed. 9:30 . CF 
Mackenzie’s Raiders (Ziv) wxyz-Tv Wed. 7 .. 6.5 
TOP FEATURE FILMS 
Starlight Theatre CKLW-TV 
Sat. 10:30-12:30 a.m. .... $e< . 9.4 
Starlight Theatre CKLW-TV Fri. 11-1 a.m. . 8.4 
Bill Kennedy Showtime CKLW-Tv Sun. 1-3:30 8.2 
Million Dollar Movie CKLW-TV Mon. 7:30-9 7.7 
Five Star Feature WJBK-TV Tue. 7-8:30 7.4 


TOP NETWORK SHOWS 
77 Sunset Strip wWxXyz-TV 
Summer on Ice WWJ-TV 
Gunsmoke WJBK-TV 
The Rifleman wxyYz-Tv 
Playhouse 90 WJIBK-TV 
Seen ee ET occ cn cecescoeuneaes 


Aleoa Theatre WWJ-TV ceeaehtatechaigus 
Have Gun, Will Travel wsBK-TV 
Perry Mason WJBK-TV 


Danny Thomas WJBK-TV 





108 July 27, 1959, Television Age 





ARB City-By-City Ratings June 


wt 


Ot mm oo 





a 


ee 


ee a 





BALTIMORE. 
3-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 


Woody Woodpecker (Kellogg) wsz-Tv Tue. 5 21.6 
Superman (Kellogg) Wsz-TV Mon. 5 .. a 
Sea Hunt (Ziv) wRaL-Tv Wed. 10:30 . 13.5 
Mackenzie's Raiders (Ziv) WBAL-TV 

Gam. 20580 cnccccescccvesssvescece -- 13.3 
Highway Patrol (Ziv) wMaR-Tv Sat. 7 ....13.1 
U.S. Border Patrol (CBS) wsz-Tv Sun. 9:30 12.1 
Death Valley Days (U.S. Borax) wsz-TV 

Re. FIGS sccucebewnsees on we ee wa 28.9 
U.S. Marshal (NTA) wWBAL-TV Thu. 10:30 ..10.5 


SA 7 (MCA) wisz-Tv Mon. 9:30 ..... 10.3 
Sky King (Nabisco) wsz-Tv Fri. 5 . 10.3 
Huckleberry Hound (Kellogg) wsz-tv Fri. 5 9.3 
Medic (CNP) wsz-Tv Mon. 8 ......... 9.1 
Danger Is My Business (CNP) wsz-tv Fri. 9 8.7 
Rescue 8 (Sereen Gems) WRAL-TV Tue. 7 .. 8.1 
Whirlybirds (CBS) wMar-tTv Tue. 7:30 7.5 


TOP FEATURE FILMS 


Early Show w3z-Tv Tue. 6-7:30 ....... oe 
American Theatre wsz-Tv Fri. 10:45 


SRSES- GM wscewessscsesr path Ney we eo ee 19.3 

Late Show wsz-Tv Sat. 10:30-12:15 a.m 12.8 

Early Show wsz-Tv Mon. 6-7:30 .........12.3 

Big Movie of the Week WMAR-TV 

Sat. 10:30-1:45 a.m. ..... e*.00°0 Serer, 
TOP NETWORK SHOWS 

Summer on Ice WBAL-TV .......... 50.9 


Te Bement Be WSS on cccccccece 

ere errr ee 
Playhouse 90 WMAR-TV ........... wn 34.0 
Wyatt Earp wsz-Tv 
Peter Gunn WBAL-TV 











Wagon Train WBAL-TV 

Person to Person WMAR-TV ...... 29.4 

SE. GUND . Sick Gio wadees dees voence 28.4 

Have Gun, Will Travel WMAR-TV .. 28.2 
3-Station Report 
(one-week ratings) 

TOP SYNDICATED FILMS 
Sea Hunt (Ziv) wrvs Fri. 7 icvosrves nee 


Whirlybirds (CBS) wrvs Thu. 7:30 
U.S. Marshal (NTA) wtvs Wed. 8:30 
Huckleberry Hound (Kellogg) wckr Thu 
Mike Hammer (MCA) wekT Thu. 8 
Highway Patrol (Ziv) wrvs Mon. 7 











Silent Service (CNP) wtvs Tue. 7 ....... 21.2 
Rescue 8 (Screen Gems) wtvs Sat. 7 ......21.2 
Woody Woodpecker (Kellogg) wckT Tue. 7 19.9 
U.S. Border Patrol (CBS) wrvs Sun. 6:30 ..18.0 
Citizen Sotdier (Flamingo) wcekT Wed. 7 18.0 
Medic (CNP) wtvs Tue. 7:30 ..... . 17.6 
Mackenzie's Raiders (Ziv) wrvs Thu. 8 17.2 
Death Valley Days (U.S. Borax) 

WEES Gh. SiSe ccckwie cv cicssae ee 16.4 
Bold Venture (Ziv) wtvs 10:30 . 15.6 





TOP FEATURE FILMS 


Movie 7 wCKT Mon 
Big Show wtvs Wed. 7-8:30 
Movie 7 wckT Thu. 5-6:30 
Impact wTtvs Sun. 4:30-6:30 
Movie 7 wokT Wed. 5-6:30 








TOP NETWORK SHOWS 


Perry Mason WTVJ ... bev as eae'eu wee - 42.1 
Gunsmoke wWTvJs evccceseasees 40.4 
Ee SD MN op ctwes coe cwenccensen at 38.8 
Zane Grey Theatre WTvs ... ‘ , mF 


Playhouse 90 WTvs ...... 
Yancy Derringer wTvJs 
Rawhide wtTvJ crab e-ae 
Alfred Hitehcock Presents wTvs ens 
Have Gun. Will Travel WTVJ ........... 
The Rifleman wrsT-TV 
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CHICAGO 


4-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv) WNBQ Sun. 9:30 ...... 18.6 
Mackenzie’s Raiders (Ziv) WNBQ Wed. 9:30 16.2 
Highway Patrol (Ziv) wGN-tv Fri. 9:30 ..15.4 
Mike Hammer (MCA) WGN-TV Thu. 9:30 ..14.8 
Death Valley Days (U.S. Borax) wGN-tTv 

Tue. 9:30 ... Tre rrr rT - 14.2 
Rescue 8 (Screen Gems) WGN-TV Mon. 8:30 12.6 
SA 7 (MCA) WNBQ Tue. 9:30 ..... cock 
Huckleberry Hound (Kellogg) WGN-TV 

DO RN eee atic. an one Se o<enk ee 
San Francisco Beat (CBS) wWGN-Tv Wed. 9 ..11.6 
Navy Log (CBS) WGN-TV Mon. 9 . ‘ -. 10.6 
Cisco Kid (Ziv) WGN-TV Mon. 6 oe avsenne 
Whirlybirds (CBS) wGn-tv Thu. 9 .... re 
State Trooper (MCA) WGN-TV Mon. 9:30 8.7 
New York Confidential (ITC) WGN-TV 

WOE. O28 wccccesvccscceceeqtaaes cose 8.7 
Superman (Kellogg) WGN-TV Tue. 6 .. o> 8.5 


TOP FEATURE FILMS 


Best of CBS weeM-tv Sat. 10-12:15 a.m. ..25.0 


Movie 5 WNBQ Sun. 10-11:30 ...... - + 16.5 
Festival of Stars WGN-TV Thu. 10-11:30 ...10.1 
Mages Playhouse WGN-TV Wed. 10-11:15 .. 9.4 
Movietime, U.S.A. WBKB Fri. 10-11:45 .... 91 


TOP NETWORK SHOWS 


Summer On Ice WNBQ 
Danny Thomas WBBM-TV 
Gunsmoke WBBM-TV ............ 
Ann Sothern WBBM-TV 

Red Skelton WBBM-TV 

77 Sunset Strip WBKB 

Person to Person WBBM-TV 
Father Knows Best WBBM-TV 
Have Gun, Will Trayel wee 
Garry Moore WBBM-TY 


MINNEAPOLIS-ST. PAUL 


4-Station Report 





(one-week ratings) 


TOP SYNDICATED FILMS 


Death Valley Days (U.S. Borax) 
wceco-Tv Sat. 9:30 ° 
State Trooper (MCA) KsTP-TV Tue. 9:30 
Ten-4 (Economee) KsTP-tTv Thu. 10:30 . 13.3 
U.S. Marshal (NTA) KsTP-tv Fri. 10:30 ..13.1 








Mackenzie's Raiders (Ziv) KsTP-TV Sun. 9:30 11.9 
Mr. District Attorney (Economee) 

KSTP-TV Wed. 10:30 .... eee ° 11.2 
Harbor Command (Ziv) KsTP-TVvV Tue. 10:30 9.5 
Flight (CNP) KsTP-Tv Wed. 9:30 .... 9.4 
Huckleberry Hound (Kellogg) wcco-Tv 

Tue. 6:30 . cabenks 9.3 
Sea Hunt (Ziv) wTrcn-Tv Thu. 9 ....... 9.2 


Sky King (Nabisco) weco-Tv Sat. 11:30 a.m. 9.2 
714 (CNP) KsTP-TV Mon. 10:30 .. 9.0 
Whirlybirds (CBS) wrcn-TV Mon. 8:30 .... 8.0 
Wild Bill Hickok (Kellogg) weco-Tv 

OUR. BS GM ccccnscccusiseuss<0s4s 
SA 7 (MCA) KSsTP-TV Sat. 10:30 





Badge 


a 


TOP FEATURE FILMS 


Movie Spectacular wron-tv Sat. 10-12 mid 10.4 
Movie Spectacular WTCN-TV Fri. 10-12 mid. .10.3 
Movie Spectacular wrcN-Tv Wed. 10-12 mid. 10.2 
Movie Spectacular WTCN-TVY Mon. 10-11:30 . 9.5 
Movie Spectacular WTCN-TV Tue. 10-11:30 .. 8.2 


TOP NETWORK SHOWS 


Summer on Ice KSTP-TV 
Gunsmoke WCCO-TV 
Person to Person wWoco-TVv 
What's My Line weco-rtv 
Garry Moore wcco-Ty 
Red Skelton wcco-Tv 
Wagon Train KSTP-TYV 
Danny Thomas wcco-Tv 





Tennessee Ernie Ford KsTP-TV 2 
Masquerade Party KSTP-TV .... as 18.5 
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CLEVELAND 
3-Station Report 


(one-week ratings) 


TOP SYNDICATED FILMS 


U.S. Marshal (NTA) wews Fri. 10:30 ....21. 


Death Valley Days (U.S. Borax) wsw-TVv 





Gat. 20:90  ccccocesdidccheatessseccaescse 17 
. Dial 999 (Ziv) wews Tue. 10:30 ........ 16. 
Bold Venture (Ziv) KYW-Tv Sat. 10:30 ....15. 
. I Am the Law (Sterling) wews Sun. 9:30 ..13. 
Cannonball (ITC) Kyw-Tv Wed. 10:30 ....11 
. SA 7 (MCA) wews Sat. 10:30 ood 
. Sea Hunt (Ziv) waw-tv Sat. 7 .......... 10.5 
Popeye (UAA) Kyw-Tv M-F 5 ............ 9. 
New York Confidential (ITC) wsw-tv Tue. 8 9 
Public Defender (Interstate) wews Wed. 9:30 9. 
Waterfront (MCA) wews Thu. 10 ........ 9. 


Three Stooges (Screen Gems) Wews M-F 6 .. 9. 
3. Casey Jones (Screen Gems) KYW-TV Sat. 6:30 9. 
160.. 8. 


Public Defender (Interstate) wWeEws Mon. 


TOP FEATURE FILMS 


Early Show Kyw-Tv Tue. 5: 
Early Show KYW-TV Mon. 5: 


. Academy Award Theatre KYW-TV 
Sun. 10:30-12:45 a.m. ....cceccccccrcece 11. 


Best of Hollywood KYw-tTv Sat. 11:15-1 a.m. 10 


Nite Movie wsw-Tv Sat. 11:30-1:30 a.m. .. 8. 


TOP NETWORK SHOWS 
Summer on Ice KYW-TV 
77 Sunset Strip WEews 
Gunsmoke WJW-TV ...... 


Playhouse 90 WIW-TV 
Danny Thomas WJW-TV 
The Rifleman WHWS 2... ccccccccccccccces 2 
Ann Sothern WIW-TV ....ccccesccccccces 
Loretta Young Presents KYW-TV .......... 26 
Father Knows Best WJW-TV ...........-. 26.5 
Red Skelton WIW-TE 2c ccccccccccssvcceds 25 
a y 
INE x 
NEW ORLEANS 
3-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
Sea Hunt (Ziy) wosu-Tv Tue. 9:30 ..... 28 


State Trooper (MCA) wpsu-Tv Tue. 10 ....26.2 
Mackenzie’s Raiders (Ziv) WWL-Tv Fri. 7:30 24. 
Highway Patrol (Ziy) wpsu-Tv Fri. 10 ....22.8 


Whirlybirds (CBS) wpsu-Tv Mon. 10 
Mike Hammer (MCA) WWL-TV Fri. 9:30 
Roy Rogers (Roy Rogers Synd.) 

wpsu-Tv Fri. 5 . avcesissetevesceeee 
Casey Jones (Sereen Gems) w TV Sat. 
Man Without a Gun (NTA) WWL-Tv Sat. 10 21 





Walter Winchell File (NTA) WWL-TV Mon. 10 19 


How To Marry a Millionaire (NTA) 


wwueay DE, OD icicccasensgasdtsiese eokO 
Target (Ziv) wpsu-TvV Mon. 16:30 ........ 19 
Colonel Flack (CBS) wpsvu-Tv Wed. 9:30 ..18 


Soldiers of Fortune (MCA) 
30 





WDSU-TV Sat 


Sheriff of Cochise (NTA) WWL-TV Wed. 10 ..18.6 


TOP FEATURE FILMS 


Sunday Matinee wpsu-Tv Sun. 5-6:30 .....23.5 


First Run Theatre WDsU-TV 
Sat. 10:15-12:30 am. . cee +. 


. ° - 19.3 
House of Shock WWL-Tv Sat. 10:30-12 mid. 17. 


Roy Rogers Feature wWDSU-TV 
Sat. 7:30-8:30 a.m. 
Hollywood Premiere WpSU-TV 


am. 1O52S-1FsEG GM cccwcsdeccsecssce 13. 


TOP NETWORK SHOWS 


Summer on Ice WDSU-TV 





Wagan Teslm WOSG-EY oooccsccccscsccees 44. 
Peter Game WORE ovcccccccceecss 3 
Gunsmoke WWL-TV 

Have Gun, Will Travel wWwL-TV ...... . .36 
Tales of Wells Fargo WDSU-TV ........... 34. 
+ Peaphwuns OO WORT. 5 oie ii ik <kcesicine 34 
Zane Grey Theatre WWL-TV . 32 
Loretta Young Presents WDSU-TV .......... 31. 
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COLUMBUS 
3-Station Report 
(one-week ratings) 

TOP SYNDICATED FILMS 


Death Valley Days (U.S. Borax) WBNS-TV 
Bem. 9230 2... wcccccsccccscccccccccceses 





Highway Patrol (Ziv) wens-Tv Wed. 8 
Adventures of Jim Bowie (ABC) wWBNs-TV 

Wak. 80200 2 cnccesvecvvesssvercenesen« 17. 
Casey Jones (Screen Gems) WTvN-TV Tue. 7 17. 


U.S. Marshal (NTA) wrvn Fri. 10:30 ....15.2 


Huckleberry Hound (Kellogg) WTVN-TV 
Thu. 6:30 . os 
26 Men (ABC) wWLWw-c Mon. 7 ........... 11. 





. The Honeymooners (CBS) wens-tTv Tue. 7:30 11.5 
. Judge Roy Bean (Screencraft) wWTvN-TV 


Bem. C280 cccccccvccvecoweccnccncscece 11. 


. SA T (MCA) wBNs-Tv Tue. 8 ........... 10. 
. Woody Woodpecker (Kellogg) WTvN-TV 


Tue. 6:30 ... 
Whirlybirds (CBS) wtrvNn-tv Thu. 7 
San Francisco Beat (CBS) WTvN-TV 
Mackenzie's Raiders (Ziv) WBNS-TV 
Them. FSBO ccccccesssessceceeescscccses 9. 


TOP FEATURE FILMS 


Worlds Best Movies WTVN-TV 
Sat. 10:30-12:30 a.m. ........cceeeeees 9 





Gold Cup Matinee WLw-o Tue. 5-6:30 .... 8.3 


Armchair Theatre WBNS-TV 
Wee, BEtBS-E2ES BM ce vccccccnssvccscs 6. 
Armehair Theatre WBNS-TV 


Tem. BRchS-DSES GM. cc cccccccsveccoses 6.6 


Armchair Theatre WBNS-TV Sun. 11:30-1 a.m. 6. 


TOP NETWORK SHOWS 









Gunsmoke WBNS-TV 

77 Sunset § 

The Ieal 

The Mileman WEVMEV wc cccccccccccce . 38. 

Summer on Joe WLW-C ........002 cece ee Ble 

Tes Te WECM sc ccwevoccicces er. 
-—: fy) ) . sePrerwererrey rr errr. 32 

Red Skelton WBNS-TV ............-- «+31. 

Wagon Train wWLw-c a's 30 

Danny Thomas WBNS-TV ........ccce0s 28 


PHILADELPHIA 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


If You Had a Million (MCA) wrev-tv Tue. 7 25.7 


Death Valley Days (U.S. Borax) 
WROV-EY Mam. FT nn cccsccccccccccccceces 17. 
Popeye (UAA) WFIL-TVY M-F 6 ... ne aan 
Adventures of Jim Bowie (ABC) 


WROT-EU Feb. FT ccccccccccccscccscsoces 15.! 


Woody Woodpecker (Kellogg) wrcev-tv Tue. 5 14. 
Sea Hunt (Ziv) WCAU-TV Sat. 7 ...... os ekes 





Highway Patrol (Ziv) wrev-rv Tue. 13 
San Francisco Beat (CBS) WFIL-TV 
Gat. BOSSES woivevesess ooeae 


Rescue 8 (Screen Gems) wrev-Tv Wed. 7 ..12 
Huckleberry Hound (Kellogg) wrcv-TVv 


Thu. 5:30 006606065006 6006460000% 10.§ 


Dick Powell Theatre (Official) wcoavu-TVv 


Bed. -@  caccnckans ses - Saveenes 
State Trooper (MCA) wroev-Tv Thu. 7 ....10 
Walter Winchell File (NTA) WFIL-TV Mon. 10 9. 
U.S. Marshal (NTA) WFIL-TV Mon. 9:30 .. 9. 
Flight (CNP) wFriL-Tv Wed. 9:30 ........ 8. 


TOP FEATURE FILMS 






Early Show woau-Tv Wed. 5:30-7 ........ 12.3 
Early Show wcau-Tv Mon. 5 7 11 
Early Show woau-Tv Tue. 5:30-7 ...... -1l 


Worlds Best Movies WFIL-Tv 
Sat. 11:15-3:15 a.m ae 8 


Late Show wcau-Tv Sat. 11:15-12:45 a.m. 8.5 


TOP NETWORK SHOWS 





Summer on Ice WROV-TV ° 48 
The Rifleman WFIL-TV .........-0%se05- 39.6 
TT Gamnet Givi WHEE EV oo cccccsccecccsec 39. 
» Gememtee WOAGEY 2c cccccccsscccccesecs 39. 
» Wyatt Bat WOME occ cccccccccccceses 30. 
Alfred Hitchock Presents WOAU-TV ........ 30.5 


Cheyenne WFIL-TV 
Peter Gunn WROV-TV 
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DALLAS-FT. WORTH 


4-Station Report 


(one-week ratings) 


TOP SYNDICATED FILMS 


Death Valley Days (U.S. Borax) KRLD-TY 
BR. DIED cawecescocsesoesece eee 

Mike Hammer (MCA) wraa-Tv Thu. 9 

State Trooper (MCA) weapP-tTv Tue. 9:36 
U.S. Marshal (NTA) wraa-tTv Thu. 9:50 
Highway Patrol (Ziv) wraa-tyv Fri. 9:30 
Deadline (Flamingo) wear-tTv Wed. 9:30 


Rescue 8 (Screen Gems) WFAA-TV Sun. 8:30 14 


Sea Hunt (Ziv) KRLD-TV Thu. 7:30 
Mackenzie's Raiders (Ziv) WFAA-TV 
WU REED wavccesensesécacnc 
Cannonball (ITC) wraa-tTv Sun. 9 
Ten-4 (Economee) WFAA-TY Mon. 9:30 
Superman (Kellogg) KFsz-TV Mon. 6 

Sky King (Nabisco) KRLD-TV Sat. 11 
Annie Oakley (CBS) Krsz-tv Fri. 6 
Colonel Flack (CBS) wraa-Tv Wed. 9:30 


TOP FEATURE FILMS 


Command Presentation KFsz-TV Sun. 7-9 
Mystery Matinee Krsz-Tv Sat. 3:30-5 
Channel 8 Theatre WFAA-TV 

Mon. 10:30-12:15 a.m 

Champagne Theatre KF3z-Tv 

Wed. 10:15-1 a. m. oe 

Command Presentation Krsz-Tv Fri. 7-8:30 


TOP NETWORK SHOWS 


77 Sunset Strip wraa-Tv 
Gunsmoke KRLD-TV 

The Rifleman wraa-Tv 

Have Gun, Will Travel KRLD-Tv 
Wagon Train wWBaP-Tv 

What's My Line KRLp-Tv 

Peter Gunn WBAP-TV 

Maverick WFAA-TV 

Summer on Ice WBAP-TV 

The Real McCoys wraa-TVv 


WASHINGTON, D. C. 
4-Station Report 
(one-week ratings) 

TOP SYNDICATED FILMS 


Death Valley Days (U.S. Borax) 

WRC-TV Mon. 7 iiwehehes wee 
Mike Hammer (MCA) wre-Tv Tue. 10:30 
Gray Ghost (CBS) wre-tTvy Wed. 7 
Highway Patrol (Ziv) wror-tTv Sat. 7 
U.S. Marshal (NTA) wro-Tv Wed. 10:30 
Decoy (Official) wror-Tv Mon. 7 

Sea Hunt (Ziv) wMaL-Tv Thu. 10 
Woody Woodpecker (Kellogg) wre-tvy Tue 
Silent Service (CNP) WMAL-TV Sun. 7 
Superman (Kellogg) wrce-TvV Mon. 6 
Adventures of Jim Bowie (ABC) wrte Fri 
"Copter Patrol (CBS) wtrop-tv Fri. 7 
Mackenzie’s Raiders (Ziv) wrop-Tv Thu. 7 
Ten-4 (Ziv) wror-tv Wed. 7 

Three Stooges (Screen Gems) wrTc M-F 6 


TOP FEATURE FILMS 


Safeway Theatre WTOP-TV 

Sat. 10:30-12:15 a.m. pee cece 
Late Show wror-Tv Fri. 11:15-12:45 a.m 
Early Show wrorp-tv Tue. 5-6:30 

Early Show wtrop-Tv Mon. 5-6:30 


. Playhouse 5 wTTG Sat. 10:30-12:15 a.m 


TOP NETWORK SHOWS 


77 Sunset Strip WMAL-TV 

Summer on Ice wrRce-TV 

The Pifleman WMAL-TY 

Wagon Train wrc-Tv 

Person to Person WTOP-TV ‘ 
Gunsmoke WTOP-TV ..........+- 


> ££ %  —— - Sete eae 


Peter Gunn WRO-TY aceeecces 
What's My Line wrop-Tv ....... 
Father Knows Best wror-Tv 

Have Gun, Will Travel wrop-tv 
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LIBERTY LIFE INSURANCE 
co. 

(Merrill Anderson Co., Inc., N. Y.) 
Although not reported here for several 
years, this regional insurance company 

has consistently used spot campaigns in 
five South Carolina top markets— 
Greenville, Charleston, Columbia, etc. 

as well as Charlotte, N. C. Schedules 

are set for 26-52 weeks on medium 
frequencies, with spot proclaiming, “The 
important things in life call for Liberty 
Life.” A recent switch has 20’s being 

used in place of the previous minutes, and 
the fall campaign is to be more hard 

sell than the current institutional drive. 
Vice president Daniel Hodges is the agency 
contact; some buying is handled 

directly by the firm in Greenville. 


LITTLE CROW MILLING CO. 
(Edw. H. Weiss & Co., Chicago) 
Enlarging upon last fall’s promotion in 50 
markets, COCOA WHEATS will hit 

about 60 areas beginning in September. 
Markets vary in size from Chicago to 
much smaller ones and are scattered across 
most of the country except New England. 
Film minutes will run in kid shows 

on 13-26-week placements. Joan Mandel is 
the timebuyer. 


MAIDENFORM BRASSIERE 
co. 

(Norman, Craig & Kummel, Inc., 
N.Y.) 

A fall campaign on this company’s bra line 
starts about the middle of next month in 
15 top markets. Minutes and ID’s will run 
for about 13 weeks in fairly strong 
frequencies. Inez Aimee is the timebuyer. 


NESTLE CoO. 

(McCann-Erickson, Inc., N. Y.) 
This company has been testing a chocolate 
syrup called ZIP in an aerosol container 
in a few scattered markets via minutes in 
kid shows primarily. Now an expansion 
is set which will cover most of the 
northeastern markets except metropolitan 
New York. In addition, the test markets 
will get new schedules for the product 

in a glass container. Placements are 

for an initial 13 weeks and start about 
issue date. Enid Cohn is the timebuyer. 








BUY THE 
“OIL-RICH" WEST TEXAS 
MARKET 


99,595 TV SETS 


AS OF JULY = 
. .. With this 


Kind of Money to spend... 
CSI PER HOUSEHOLD 
MIDLAND $7,466 


ODESSA $7,104 
BIG SPRING $5,978 


r Channet, 2 




















& McConnell, Inc. 
South—Clarke Brown Company 
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(Compton Adv., Inc., Chicago) 
This account moved to Compton in April 
and began with spot placements in the 
Chicago area. Since then, it has been 
adding from the 28 southern and 
midwestern markets in which it has 
distribution and has reached as far as 
Jacksonville, Denver and Texas areas. 
Schedules are set on a yearly basis. Media 
director Andy Zeis is the contact. 


PARKER BROS. 


(Badger and Browning & Parcher, 


Inc., Boston) 

Coming in again for a pre-Christmas push, 
this maker of MONOPOLY, CAREERS 
and similar games is reportedly looking 


at avails in a handful—New York, Chicago, 


a few others—of scattered top markets. 
Some schedules are set in cooperation 
with local dealers. A November start is 
likely. Account executive Franklin 
Browning is the contact. 


PARKER PEN CO. 
(Tatham-Laird, Inc., Chicago) 
The word here is that Parker did so well 
in the 25 markets it used last year (after 
cutting back from the previous fall) that 
it’s coming into 75 for the new drive. 

In addition, the frequencies of miuutes 
and 20's will be increased. Look for 

the back-to-school promotion to start 

in mid-August, followed by the pre- 
holiday campaign. Media director George 
Bolas is the contact. 


PAXTON-GALLAGHER CO. 
(Tatham-Laird, Inc., Chicago) 
With D’Arcy Adv., St. Louis, having 
recently begun work on setting schedules 
for BUTTER-NUT coffee in its 


west-of-the-Rockies territory, the Chicago 


OTOE FOOD PRODUCTS CO. 





Tape for Top 100 


Tom Davis, marketing man- 
ager of Ampex Corp.’s profes- 
sional-products division, predicts 
that the top 100 television mar- 
kets will be equipped with video- 
tape before the end of 1959. 

Mr. Davis bases this prediction 
partly on the fact that nearly 60 
of the 100 stations presently us- 
ing video tape are in the top 100 
markets, and partly on the heavy 
use of tape by the three networks, 
which he calls “the strongest pos- 
sible endorsement of the money- 
making potential of tape.” 

“Advertisers already are sold 
on the production and economic 
advantages of tape for their tv 
commercials,” Mr. Davis adds. 
More than 20 commercial pro- 
cuction companies have installed 
recorders, and Ampex believes 
advertisers are turning to tape in 
major proportions. 








Accepting a free taxi ride to a lunch- 


eon presentation by WKYT-TV Lexing- 


ton are timebuyers Lidie Walters and 
Lynn Rushton of the D'Arcy Adv. 
Atlanta office, along with media di- 
rector Bob Dulaney and Betty Thomas 
of Beardon, Thompson, Frankel and 
Eastman-Scott. 





agency is starting some campaigns 

this month on this side of the mountains. 
Among them, a six-week drive in 
Colorado markets reportedly may be 
extended into October. Media director 
George Bolas is the contact. 


PENICK & FORD, R. B. Davis 
Division 

(Samuel Croot Co., N. Y.) 

Although definite plans were not firmed up 

at press time, SWEL frosting will 
“probably” be back in September with its 

usual fall campaign. The schedules of 

minutes run in daytime slots in about 
12-15 markets for 13 weeks. Dolores 

La Falce is the timebuyer. 


PENNINGTON PRESS 

(Wm. Henricks Associates, Chicago) 
This publisher of children’s books began 
using tv in Chicago early in May (see 
May 4 Spot Report), with the idea of 
expansion if results warranted. In con- 
junction with local stores handling the 
line of books, a quarter-hour spot on 
wntTA-tv New York has been purchased 
for a juvenile program featuring a 
character reading Pennington books to a 
live audience. Other markets might be 
added. William Henricks is the contact. 


REMINGTON ARMS CO. 
(BBDO, N. Y.) 


As it did last fall, the maker of hunting 
equipment is expected to go into scattered 
markets in sports-minded areas. Spots 
will be placed in locally produced sports 
programs during the hunting seasons. 
Trow Elliman is the timebuyer. 


JACOB RUPPERT BREWERY 
(Compton Adv., Inc., N. Y.) 
Although KNICKERBOCKER beer pulled 
back in tv through the summer to put 
some money elsewhere, it intends to 
restore the tv saturation schedules early 























































Agency Changes Another thriller-diller from WJRT— 


An estimated $3 million in billings 
is involved in the split of Chese- 
brough-Pond’s, Inc., and McCann- 
Erickson, Inc., which takes place Oct. 
15. McCann has handled Vaseline 
hair tonics, Lip-Ice and Pertussin 
products, all of which will be reas- 


= signed among the company’s other 











“Did I goof, Chief ?” 





“Afraid so, Ponsonby. Next 
time someone wants the most 
efficient way to reach Lansing, 
Flint, Bay City and Saginaw, 
send ’em via WJRT.” 


=| agencies—J. Walter Thompson, 
y Compton Adv., William Esty and 


Norman, Craig & Kummel. 


vad Grey Adv. Agency, Inc., which won 
gs.’ the Tip-Top cakes advertising of Ward 
and ; . : ° 
pri Baking Co. some six months ago, will 
a lose that business but receive instead 
sitet the baker’s Tip-Top bread account, a 
ps much larger one in billing volume. 
J. Walter Thompson Co., Inc., has 
worked on Tip-Top bread since 1941. 
== Stephan Distributing Corp., maker 
of Stephan’s hair tonics, which moved 
into Cunningham & Walsh, Inc., a lit- 
o tle more than a year ago, left that 
agency for Peter Finney Co., Miami. 
A reported $1 million annually will 
go into magazines and broadcast 
avis media. 
Compton Adv., Chicago, added the | ag 
ae Flavor-Kist cookies and crackers of | 


Schulze & Burch Biscuit Co., succeed- 


\ its ing Roche, Rickerd & Cleary. The 
§ 5 ] r ‘ “ean? = - 
wodactes have ditsibetion gubmeally | Whooosh! On the wings of a Grade “A” or better signal, 


in the midwest. | WJRT messages are beamed to four big metropolitan areas: 
| Flint, Lansing, Saginaw and Bay City. It’s the most efficient 
way there is to reach this rich mid-Michigan market and its 
nearly half a million TV households. Here, in a single- 
station buy, is the heart of Michigan’s other big market. And 
here is your chance to buy it all in one swoop. But hurry; 
we're selling the spots off it. 


Pharmaco, Inc., switched from El- 
lington & Co. to Brown & Butcher, Inc., 





| 
| 
ago) for its advertising on Saraka laxa- | 
an tive, Inhiston and Imra products. A | 

new cold tablet, Control 24, which | 
tested last fall via spot in several mar- | 
kets, was placed at Pharmaco’s other | 
-d agency, Doherty, Clifford, Steers & | 
Shenfield, Inc. | 


0a 
Also from Ellington & Co., the 


ae. Cunard Steamship Co. moved its ac- | 
count to Compton Adv., New York. | 
The announcement followed that of the | 


appointment of James Kelly, formerly 





1g 


| 

ered with Ellington as vice president and | 
= supervisor on the Cunard account, as | CHANNEL FLINT 

a vice president and creative group | 


head at Compton. 


Dictograph Products, Inc., shifted ABC Primary Affiliate 


cRY the billings on its intercom systems 
ulled from Anderson & Cairns, which re- 
tains the Acousticon hearing-aids di- | Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
ly vision, to Wexton Co. | New York « Chicago « Detroit « Boston * San Francisco « Atlanta 
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this fall. ID’s and some 20’s in prime 
times will run in New York, Boston, 
Providence and Springfield, Mass. Chiz 
Craster is the timebuyer. 


SCRIPTO, INC. 

(Donahue & Coe, Inc., N. Y.) 

A major expansion, here. SCRIPTO, which 
used 30-40 markets last spring (and less 
than that in fall °58) for about 10 weeks, 
will begin schedules the end of next 
month in 100 markets for 13 weeks (in 
most). Minutes and 20’s will be used in 
back-to-school and fall campaigns, 

with the “angle” being an offer of one 
dollar off the regular $2.95 pen price if 
customers “trade in” old pens. Len 
Tronik is the timebuyer. 


| @ SPRINGFIELD ~ hal 
@ DECATUR 
@ CHAMPAIGN-URBANA 
“Where Mid America 
| Lives and Buys. cer 


55" 


METROPOLITAN MARKET 


New GRADE “A” 





SPRINGFIELD] CHAMPAIGN 


WICS 






WCHU 


URBANA 


























r 


STORIES THAT 


SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 
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221 West 57th Street, N.Y. 





Moving away from the modern archi- 
tecture familiar to ad agencies, Ruben 
Advertising of Indianapolis also be- 
came the first agency in that city to 
A Swiss-chalet 


move to the suburbs. 
mansion was remodeled for the staff 
of 18 which services accounts through- 
out the state. 





W. A. SHEAFFER PEN CO. 
(BBDO, Chicago) 


Some of this firm’s low-priced pens will 
begin spot schedules in selected markets 
Aug. 24 in a back-to-school campaign. 
Minutes and ?9’s will be slotted around 
juvenile-appeal shows aimed at teens 

and older kids. Russell Tolg is the buying 
contact. 


SINCLAIR REFINING CO. 
(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 

Last spring, Sinclair ran about 13 weeks 
of night 20’s in the Great Lakes and 
Rocky Mountain regions, with a similar 
fall campaign a possibility. The word 

at press time was that only the mountain 
areas—Denver, Salt Lake City, etc. 
would get schedules, probably kicking off 
in September. The firm’s video budget 
continues to be light. Kay Shanahan is 
the timebuyer. 


SOUTHERN BELL 
TELEPHONE & 
TELEGRAPH CO. 
(Tucker Wayne & Co., Atlanta) 
Having set some news-and-weather shows 
last September on 52-week schedules 
throughout Kentucky, Mississippi, 
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Louisiana and Tennessee, renewal and 
new-buying activity should be on shortly. 
In addition, one state begins a 15-week | 
spot campaign in September to introduce 
a new telephone. It’s a test to establish 
advertising bases to build on when the 
phone is distributed elsewhere. Minutes 
and 20’s are used. Ruth Trager is the 
timebuyer; Anne Benton, the media 
director. 


STAR-KIST FOODS, INC. 
(Leo Burnett Co., Inc., Chicago) 
The Chicago office of this agency, rather 
than the Hollywood branch, is reportedly 
placing video schedules now for 
STAR-KIST TUNA, with selected markets 
starting minutes and ID’s the middle of 
this month. Daytime spots are used to 
build increased seasonal interest in the 
product. The placements are for an 
indefinite period. Hal Tillson is the 
contact. 


STERLING DRUG, INC. 
(Compton Adv., Inc., N. Y.) 

While FIZRIN reduces its activity during 
the warm weather, it’s expected to begin 
heavying-up schedules in its usual markets 
early in October. Some new minute films 
are being used currently in a test in 
selected areas. Genevieve Schubert is the 
timebuyer. 


TEA COUNCIL OF THE 
U.S.A., INC. 

(Leo Burnett Co., Inc., Chicago) 
The reports that this organization would 
use only ID’s in its upcoming campaign 
were correct, but the reason behind the 
switch from minutes and 20’s—according 
to a company spokesman—was simply 
that the creative end of the 10-second 
spots told the story so well the longer 
spots were tossed out of the package. The 
mid-October to mid-March drive will 
cover about the same 18 top markets used 
last year, and the budget will again be 
around $1.2 million. The ID’s will permit 
increased frequencies and greater use 

of prime evening times. Account supervisor 
George Stanton is the contact. 


WALLACE CANDY CO. 
(Coordinated Marketing Agency, 
Inc., N. Y.) 

This 89-year-old firm recently appointed 
the agency to its account and is using a 
show on WNTA-TV New York to introduce 
a new line of “space man” candy. A taped 
minute spot will feature a space-suited 
character giving the pitch. Distribution is 
currently being set along the Atlantic 
seaboard and elsewhere, so there’s a 
chance of the schedules expanding into 
other markets. Account executive Art 
Klein is the contact. 


WARNER-LAMBERT 
PHARMACEUTICAL CO. 
(Lambert & Feasley, Inc., N. Y.) 
Coming into spot for a fall campaign 
nearly two months earlier than it did last 
year, LISTERINE starts about issue date 
with schedules of prime 20’s and some 
minutes in a great many top markets. A 
new DuBarry cosmetic product, COLOR 
GLOW, will begin schedules in August, 
according to reports. Frank Sweeney is 
the timebuyer. 
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Directory (Continued from page 100) 


Agency: Van Sant, Dugdale, Baltimore, 
Frank Wheeler, Harold C. Donofrio, aes. 
Spot $46,380. 

Davo! Rubber Co. 

69 Point, Providence 2. Dorothea P. Ander- 
son, adv m. 

Agency: D'Arcy, NYC 22, George H. Bene- 
dict, ae. Spot $26,950. 

Dean Milk Co. 

3600 River Rd., Franklin Park, Ill. C. A. 
Carlson, adv m. 

Agency: Frank, Chi., Phillip E. Bash, ae. 
Spot $75,360. 

Delmonico Foods, Inc. 

1102 Times Star Tower, Cincinnati 2. 
Dominic Palazzolo, vp chg adv & sls. 
Agency: Sive, Cincinnati, Jim Jacobs, ae. 
Spot $26,370. 

Delta Air Lines, Inc. 

Atlanta Airport, Atlanta. George E. Bounds, 
dir adv. 

Agency: Burke Dowling Adams, Atlanta, 
Howard Schriner, ae. Spot $215,190. 
Derby Refining Co. 

420 W. Douglas, Wichita 1. James Roberts, 
adv sup. 

Agency: Jones & Hangar, Wichita, Donald 
Forbes, ae. Spot $26,650. 

Des Moines Packing Co. 

1700 Maury, Des Moines. 

Agency: Fairall, Des Moines, Rex Weitzell, 
ae. Spot $20,240. 

Detroit Auto Inter-Ins. Exchange 
139 Bagley St., Detroit. Mr. Bochman, adv 
sup. 

Agency: Stockwell & Marcuse, 
W. Stockwell, ae. Spot $98,280. 
Diamond Walnut Growers, Inc. 
1050 S. Diamond, Stockton 6, Cal. Dennis 
C. Bruner, adv m. 

Agency: McCann-Erickson, San Francisco, 
Charles A. Richardson, ae. Spot $52,210. 
Dierk’s Forests, Inc. 

1006 Grand Ave., Kansas City 6, Mo. 
Louis Glazer, dir adv. 

Agency: Balentine-Radford, Kansas City, 
George Hawley, ae. Spot $35,950. 


Dillon & Sons Co. 

307 N. Washington, Wichita. Kenneth H. 
Keefer Sr., adv sup. 

Agency: Associated, Wichita, John Beach, 
ae. Spot $28,530. 

Dishmaster Corp. 

342 Rockwell Ave., Pontiac, Mich. 

Agency: Patten, Bloomfield Hills, Mich., 
M. P. Patten, ae. Spot $38,060. 


Walt Disney Productions, Inc. 

477 Madison Ave., NYC 22. Card Walker, 
vp chg adv & sls, Burbank Cal. 

Agency: Greenthal, NYC 22. Spot $21,150. 


Dixie Brewing Co. 

2401 Tulane Ave., New Orleans 3. 
Agency: Bauerlein, New Orleans, W. Shep- 
pard Pleasants, ae. Spot $37,350. 


Dixie Cup Co., Div. Amer. Can Co. 
24th & Dixie Ave., Easton, Pa. J. W. 
Stitt, adv & sls prom m. 

Agency: Hicks & Griest, NYC, Harry Hicks 
Jr., ae. Spot $22,540. 


Dobler Brewing Co., Inc. 
180 Elm, Albany 2. 


Detroit, 


Agency: Fris, Albany. Spot $20,250. 

Doeskin Products Inc. 

41 E. 42nd St., NYC 17. Robert H. Arndt, 

adv & merc m. 

Agency: Weiss & Geller, NYC 17, Law- 

rence Wisser, ae. Spot $132,930. 

Reuben H. Donnelly Co., Yellow 
Pages 

Prudential Plaza, Chicago 1. 

Agency: Earle Ludgin, Chi. Spot $109,710. 

Donovan Coffee Co., Inc. 

1601 Ist Ave. N., Birmingham, Ala. Harold 

Thomas, dir adv. 

Agency: Taylor, Birmingham. Spot $61,310. 

N. Dorman & Co. 

73 Hudson St., NYC. William Dorman. 

chg adv. 

Agency: DDB, NYC, Bernard Endelman, 

ae. Spot $114,280. 


Double Cola Co. 
3350 Broad St., Chattanooga 8. Leonard 
Krick, dir adv & sls prom. Spot $29,700. 


Dow Brewery, Ltd. 

990 Notre Dame W., Montreal 3. Que., 
Canada. 

Agency: Vickers & Benson, Montreal (r& 
tv), W. B. Dennis, M. Brisebois, aes. Spot 
$110,960. 


Dow Chemical Co. 

Midland, Mich. Millard J. Hooker, adv m. 
Agency: MacManus, John & Adams, Bloom- 
field Hills, Mich., Robert Garrison, ae. Spot 
$416,250. 


Dow Chemical Corp. 

Midland, Mich. Robert S. Argyle, m adv, 
sls prom, pub. 

Agencies: Church & Guisewite, Midland 
(Sight Savers); Anderson & Cairns, NYC 
22 (Syl-mer finished garments). Spot $31,- 
210. 


Drackett Co. 

5020 Spring Grove Ave., Cincinnati 32. 
David G. De Vore Jr., vp chg adv & mkt 
research; Gordon Fagerlund, asst adv m. 
Agency: Y&R, NYC 17, Kent Dennan, ae. 
Spot $155,710. 


E. F. Drew Co., Inc. 

15 E. 26th St., NYC 10. 

Agency: Donahue & Coe, NYC (consumer 
prds). Spot $572,680. 


Drewry’s, Ltd. 

1408 Elwood Ave., South Bend 24, Ind. 
Leslie D. Fairbairn, adv m. 

Agency: MacFarland, Aveyard, Chi., Dave 
Stotter, ae. Spot $450,390. 


Dreyfus Co. 

50 Broadway, NYC 4. Jack J. Dreyfus Jr., 
sr partner chg adv. 

Agency: DDB, NYC 36. Spot $61,260. 


Dri-Zit Corp. 

2334 Stevens Creek Rd., San Jose, Cal. B. 
E. Alvord, p, adv & sls m. 

Agency: Long, San Jose, Gael Douglass, 
ae. Spot $57,000. 


Dr. Pepper Co. 

Box 5086, Dallas 22. John C. Simmons, nat 
adv m; C. M. Barry Jr., co-op adv m. 
Agency: Grant, Dallas, Joe K. Hughes, ae. 
Spot $1,032,640. 


Drug Research Corp. 
369 Lexington Ave., NYC 17. 
Agency: KHCC&A, NYC 22, Henry K. 


Kahn, a sup; George Levine, ae—Regimen:; 







R. S. Seclow, ae—Insta-Pep Sustamin 2-12. 
Spot $2,144,050. 

Dryer, Clark & Dryer 

701 S.W. 3rd St., Oklahoma City. John 
Dryer, adv sup. Spot $28,250. 

Dubois Brewing 

Dubois, Pa. Frank Hahne, adv sup. 
Agency: Bachman, Kelly & Trautman, Pitts- 
burgh, C. Fred Volkert, ae. Spot $43,850. 
Duffy General Tire Distributor 
729 Spring St. N.W., Atlanta. Frank Duffy, 
adv sup. 

Agency: D'Arcy, Atlanta, Gid Gilliam, ae. 
Spot $29,600. 

Duffy-Mott Co. 

370 Lexington Ave., NYC 17. Page McGirr, 
up chg adv & sls. 

Agency: SSC&B, NYC 22. Spot $651,720. 
Duke Power Co. 
Charlotte 1, N.C. J. P. 
adv & pr. 

Agency: Ayer & Gillett, Charlotte, Charles 
Spot $38,740. 

John H. Dulany & Son, Inc. 
Fruitland, Md. David L. Dulany, adv & 
sls prom m. 

Agency: APCL&K, Philadelphia, 
Reggins, ae. Spot $174,190. 
Dumas Milner Co. 

4359 Northview Dr., Jackson, Miss. V. E. 
Tateo, vp chg mkt, adv; Lawrence E. Davis, 
adv & sls prom m. 

Agency: Best, Chi., Frank Morr, ae. Spot 
$1,384,410. 

Duncan Coffee Co. 

1200 Carr, Houston 1. 

Agency: Tracy Locke, Houston, C. W. 
Stephenson, ae. Spot $954,020. 

Dunfee Brokerage 

Box 1291, Huntington, W. Va. Harry Dun- 
fee, adv sup. Spot $21,160. 


E. I. du Pont de Nemours 
Wilmington 98, Del. F. A. C. Wardenburg, 
dir adv; Edward J. Pechin, asst dir adv: 
L. M. Davis, m adv & prom—finishes div: 
W. W. Carty, adv m—Polychem dept; E. F 
Altmaier, adv & prom m—textile fibers 
dept; B. J. Clark, tv adv & prom m—textile 
fibers dept. 

Agencies: Ayer, Philadelphia (finishes 
dept for household paints and _ finishes, 
Elastomers dept for Neoprene); BBDO, 
NYC 17 (plastic sales, textile fibers dept, 
Polychem dept for Zerone, Zerex). Spot 
$587,700. 

Remington Arms Co., Inc.. Div., Bridge- 
port 2, Conn. Joseph J. Callahan, m adt 
& dir sls prom; D. S. Reynolds, m adi 
firearms, ammunition; H. M. Trowern, m 
adv—tool div. 

Agency: BBDO, NYC 17. Spot $57,590. 


Duquesne Brewing Co. 

S. 22nd St. & Mary, Pittsburgh 3. V. I 
Maitland, exec dir adv & pr. 

Agency: Maitland, Pittsburgh. Spot $434, 
100. 


Durkee-Mower, Inc. 
Box 470, Lynn, Mass. H. Allen Durkee, p. 
adv & gen sls m; A. Bruce Durkee, vp, asst 
adv and sls m. 

Agency: Frost, Boston, Karl Frost, ae. Spot 
$26,620. 

C. A. Durr Packing Co. 

Schuyler St., Utica 1, N. Y. John D. 
Joseph, adv & sls m; Thomas J. Finn, ad 


Lucas Jr., vp dir 


Gressle, ae. 


Ralph 
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dir. 
Agency: Farquhar, Utica, John T. Farqu- 
har, ae. Spot $31,000. 


D W G Cigar Corp. 

2180 E. Milwaukee Ave., Detroit 11. Sey- 
mour Chodorkoff, adv & sls prom dir. 
Agency: Maxon, Detroit, R. W. Allrich, ae. 
Spot $119,660. 


D-X Sunray Oil Co. 

Box 381, Tulsa 2. L. S. McCaslin, coord 
adv. 

Agency: Potts-Woodbury, Kansas City, Mo., 
J. B. Woodbury, ae. Spot $309,180. 


East Ohio Gas Co. 

1717 E. 9th, Cleveland, 1. George L. Stock- 
man, adv sup. 

Agency: KM&G, Pittsburgh, William 
Sprague, David Curry, aes. Spot $98,410. 


Eastern Air Lines, Inc. 

10 Rockefeller Plaza, NYC 20. 

Agency: Fletcher Richards, NYC 20. Brad- 
ley Walker, John A. Hamm, aes. Spot $225,- 
660. 


Eastman Kodak Co. 

343 State St., Rochester 4, N. Y. W. B. 
Potter, vp & dir adv; A. Dexter Johnson, 
adv m; Edwin L. Grauel, asst adv m. 
Agencies: JWT, NYC 17, John M. Willem, 
W. C. Moore, aes; Rumrill, Rochester, R. J. 
McMahon, ae. Spot $257,520. 


Eavey Groceries 

Xenia, Ohio. Jack Eavey, adv sup. 

Agency: E & E, Xenia, Bill Ellis, ae. Spot 
$316,210. 


Peter Eckrich & Sons, Inc. 


1025 Osace, Ft. Wayne 1, Ind. Lavern E., 


Gelow, adv m. 
Agency: Bonsib, Ft. Wayne, Jon Bonsib, 
ae. Spot $40,820. 


Economics Laboratory, Inc. 

250 Park Ave., NYC 17. P. R. Evans, vp 

sup adv. 

Agencies: KHCC&A, NYC 22 (Soilax, Soil- 

off, Electrasol), B. S. Mantz, ae. Herr, Mil- 

waukee( Finish, Dip It, Rinse-Dry) John 

Rick, ae. Spot $954,310. 

Eddy’s Bakeries 

208 N. 17th St., Boise, Idaho. Carl Beavers, 

Boise; Joe McVey, Great Falls, Mont., ad1 

sups. 

Agency: Givens-Davies, Boise, Kenneth 

Davies, ae. Spot $40,910. 

Edro Products, Inc. 

30 Rockefeller Plaza, NYC 20. Herb Shel- 

don p & adv m. 

Agency: Cohen & Aleshire, NYC 17, Rob- 

ert T. Meyers, ae. Spot $126,660. 

Edwards Shoes Inc. 

314 N. 12th St., Philadlephia 7. P. J. Cap- 

poni, adv m. 

Agency: APCL&K, Philadelphia, Karl 

Klingelhoeffer, ae. Spot $29,630. 

Albert Ehlers, Inc. 

1300 Flushing Ave., Brooklyn 37, N. Y. 

Edwin Ehlers, vp & adv m. 

Agency: Co-Ordinated Marketing, NYC 36. 

Spot $116,510. 

Eisner Food Stores, Div. Jewell 
Tea Co. 

Wilbur Heights Rd., Champaign, Il. 

Georges D. Stearnes, adv sup. Spot $37,300. 

Electric Power Board of 
Chattanooga 

537 Cherry St., Chattanooga. Hal Morris, 
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adv m; C. Bert Osborne, sls prom m. Spot 
$24,190. 


Elgin National Watch Co. 

107 National, Elgin, Ill. Gordon Howard, 

adv m. 

Agency: JWT, Chi., Carl van Ammon, ae. 

Spot $43,000. 

EI Paso Natural Gas Co. 

El Paso. Frank Mangan, adv sup. 

Agency: Mithoff, El Paso, Jim Cook, ae. 

Spot $72,660. 

Embassy Pictures 

Agency: Allied, Boston 16. Spot $22,210. 

Emenee Industries, Inc. 

220 Fifth Ave., NYC. Spot $57,590. 

Englander Co.—Dealers 

1720 Merchandise Mart, Chicago 54. Burt 

W. Goodman, adv m. 

Agency: North, Chi., James Gree, ae. Spot 

$60,000. 

Enterprise Brewing Co. 

81-91 President Ave., Fall River, Mass. 

Adolf F. Haffenreffer Jr.. adv m. 

Agency: Kearns, Fall River. Spot $23,840. 

Erie Brewing Co. 

22nd & State St., Erie, Pa: 

Agency: Yount, Erie, M. A. Yount, ae. 

Spot $272,500. 

Esquire Inc., Coronet Magazine 

488 Madison Ave., NYC 22. J. Arnstein, 

vp circ. 

Agency: Grey, NYC 22. Spot $40,230. 

Esslinger’s Inc. 

10th and Callowhill, Philadelphia 23. Rob- 

ert M. Brown, vp, sec & adv m. 

Agency: Cox, Bala Cynwyd, Pa. Joseph 

Cox ae. Spot $220,990. 

Esso Standard Oil Co. 

15 W. 5lst St. NYC 19. R. M. Gray, ad 

m. 

Agency: McCann-Erickson, NYC 17. R. J. 

Farriker, ae. Spot $2,383,490. 

Eternalite—Distributors 

International Bldg., New Orleans 24. 

Agency: Stone-Stevens, New Orleans, Hel- 

ion Dickson Jr., ae. Spot $46,620. 

E. B. Evans Co. 

240 W. Lippincott, Philadelphia 33. 

Agency: Weightman, Philadelphia, Nathan 

Alexander, ae. Spot $20,620. 

Evergreen Mills, Inc. 

Ada, Okla. 

Agency: Galloway-Wallace, Oklahoma City. 

John W. Wallace, ae. Spot $43,350. 

Eversharp, Inc., Shick Safety 
Razor Div. 

350 Fifth Ave. NYC 1. Edward E. Et- 

tinger, adv sup. 

Agency: Compton, NYC 22, Alex Hoffman. 

ae. Spot $1,250,000. 

Ex-Lax, Inc. ; 

23-443 Atlantic Ave., Brooklyn 17, N. Y. 

R. A. M. Peterson, dir mkt chg adv, sls, 

merc. 

Agency: Warwick & Legler, NYC 22. Spot 

$953,640. 

Exquisite Form Brassiere, Inc. 

159 Madison Ave., NYC 16. Irwin H. Rose- 

man, vp chg adv & sls prom; Wynne Mc- 

Govern, adv m. 

Agency: Regal, NYC 22, Gunther Gold 

schmidt, ae. Spot $1,946,620. 

Max Factor & Co. 

1655 N. McCadden PI., Hollywood 28, Cal. 


Nelson Gross, adv dir; William Lyons, adv 





m; Peggy Bolstad, tv coord; Gerald Cohen, 
Bert Eifer, Stan Taylor, asst adv ms. 
Agencies: K&E, Hollywood (Max Factor 
prds, Natural Wave), Bruce Altman, Joe 
Chira, Win Goulden, aes; Carson Roberts, 
LA (men’s toiletries), Ralph Carson, ae. 
Spot $1,309,360. 


Fairmont Foods Co. 

3210 Farnam, Omaha 1. Bennett O. Stalvey 
Jr., adv m. 

Agency: Allen & Reynolds, Omaha, Milton 
Reynolds, Ed Whelan, aes. Spot $90,220. 


Faith For Today, Inc. 

108-43 71st Ave., Forest Hills 75, N. Y, 
W. A. Fagal, adv sup. 

Agency: World Broadcasters, L. Hartman, 
ae. Spot $165,260. 


Falls City Brewing Co. 

3050 W. Broadway, Louisville 11. 
Agency: Horan-Daugherty, St. Louis. Spot 
$170,690. 

Falstaff Brewing Corp. 

5050 Oakland Ave., St. Louis 10. Alvin F. 
Griesedieck Jr., adv m. 

Agency: DFS, NYC 17, S. J. Hamilton, 


~£dmuond--Burke, ~aes. Spot ~$2,356,450. 


Family Circle, Inc. 

25 W. 45th St., NYC 36. Arthur M. Het- 
tich, prom dir. 

Agency: DFS, NYC 17, J. H. Holmes, ae. 
Spot $20,490. 


Fant Milling Co. 

Sherman, Tex. 

Agency: Fitzgerald, New Orleans. Spot 
$123,680. 


S. W. Farber, Inc. 

415 Bruckner Blvd., NYC 54. A. H. Drey- 
fuss, adv m. 

Agency: Doner & Peck, NYC 22, Sanford 
Hirschberg, ae. Spot $31,150. 


Fanny Farmer Candy Shops 

7 Griffith, Rochester 3, N. Y. F. H. Me- 
Conville, vp adv & sls. 

Agency: Rumrill, Rochester, Neil A. Gal- 
lagher, ae. Spot $36,000. 


Farmers’ Auto of Pekin 
Pekin, Ill. Robert Tebben, adv sup. 
Agency: Arbingast-Becht, Peoria, Ill., Har- 
ris P. Blomeyer Jr., ae. Spot $52,350. 
Farmer’s Insurance Group 

4680 Wilshire Blvd., LA 54. Alexander H. 
Swan, adv m. 

Agency: H-CH&M, LA, Andrew Carpenter, 
ae. Spot $153,100. 

Father John’s Medicine Co. 

73 Market St., Lowell, Mass. Willard A. 
Parker, adv m. 

Agency: Stevens, Boston, M. L. Tyler, ae. 
Spot $97,780. 

Faultless Starch Co. 

1025 W. 8th St., Kansas City 1, Mo. Mer- 
rill W. Hoyt, adv & sls m. 

Agency: Brewer, Kansas City, Mo. John S. 
Kirwan, ae. Spot $260,810. 

Faygo Beverage Co. 

3609 Gratiot, Detroit 7. Morton Feigensen, 
adv sup. 

Agency: Doner, Detroit, Julian Grace, ae. 
Spot $111,950. 

Felice & Perrelli 

1200 S. 10th St., Richmond, Cal. Maurice 
Charlat, adv sup. 

Agency: Nelson-Baker, San Francisco 1, 
Herb Nelson, ae. Spot $20,590. 
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Fels & Co. 

73rd & Woodland Ave., Philadelphia 42. 
Grant H. Keeler, adv m. 

Agency: Aitkin-Kynett, Philadelphia, Har- 
old Montgomery, ae. Spot $1,032,690. 


Felton, Sibley & Co., Inc. 

136 N. Fourth St., Philadelphia 6. Horace 
S. Felton Jr., adv m. 

Agency: Cox, Bala Cynwyd, Pa. Spot $51,- 
043. 


Fenn Bros., Inc. 

114-128 E. 10th St., Sioux Falls, S. D. 
Agency: Campbell-Mithun, Chi., Lee Ter- 
rill, ae. Spot $33,100. 


Fesenmeier Brewing Co. 

Huntington 8, W. Va. G. J. Linsenmeyer, 
dir adv & sls. 

Agency: King, Parkersburg, W. Va. Spot 
$41,600. 


J. H. Filbert, Inc. 

3701 Southwestern Blvd., Baltimore 29. J. F. 
Diener, adv m. 

Agency: Y&R, NYC 17, Luther Wood, ae. 
Spot $370,940. 

Firch Baking Co. 

1902 Cranberry St., Erie, Pa. Paul Dwyer, 
adv sup. 

Spot $32,620. 


First Federal Savings & Loan 

1 S. Dearborn, Chicago 3. George K. Alli- 
son, adv sup. 

Agency: Manchester & Kreer, Chi. Spot 
$34,820. 

First National Stores, Inc. 

5 Middlesex Ave., Somerville, Mass. J. M. 
Duane, adv m. 

Agency: Dowd, Boston. Spot $80,000. 
First Security Banking System 
Ogden, Utah. 

Agency: Gillham, Salt Lake City, A. W. 
Atack, ae. Spot $45,350. 


First Western Savings Bank 

405 Montgomery St., San Francisco 4. F. M. 

Parke, adv m. 

Agency: Grant, San Francisco. Spot $20,- 

360. 

Fisher Cheese Co. 

Box 240, Wapakoneta, Ohio. Fred W. 

Fisher, vp, gen m, dir adv. 

Agency: Imperial, Lima, Ohio, E. Coker, 

ae. Spot $103,000. 

Fisher Flouring Mills Co. 

3235 16th Ave. S.W., Seattle 4. R. L. 

Erzinger, adv & sls m—grocery-prds div. 

Agency: Pacific National, Seattle, Trevor 

Evans, ae. Spot $89,670. 

Fitger Brewing Co. 

600 E. Superior, Duluth 2, Minn. 

Agency: KPHH, Minneapolis. Spot $22,310. 

Fitzgerald Bros. Brewing Co. 

498 River St., Troy, N. Y. John R. Fitz- 

gerald, adv m. 

Agency: Goldman & Walter, Albany, Ed- 

ward Ryan, ae. Spot $87,880. 

Fitzpatrick Bros, Inc. 

1300 W. 32nd PI. Chicago 8. 

Agency: Scott, Chi. Spot $45,380. 

5 Day Labs, Div. Associated 
Products, Inc. 

445 Park Ave., NYC 22. 

Agency: Grey, NYC 22, Herbert Strauss, ae. 

Spot $122,720. 

Flav-R-Straws, Inc. 

80 W. Broad St., Mt. Vernon, N. Y. B. J. 


O'Brien, dir adv & prom. 

Agency: Rich, Bryan & Curtis, NYC 17. 
Spot $64,870. 

Fleetwood Coffee Co. 

246 E. 11th St., Chattanooga 2. 

Agency: Chesman, Chattanooga, Richard 
H. Leiper, ae. Spot $130,440. 

Flex Straw Co. 

2040 Broadway, Santa Monica, Cal. 
Agency: Neale, LA 46, Henry Gerstenkorn, 
ae. Spot $35,130. 

Florida Dairy Co. 


2209 40th St., Tampa, Fla. Joe Guagliardo, 


adv sup. 


Agency: Quednau, Tampa, Henry Madson, 


ae. Spot $29,720. 


Florist’s Telegraph Delivery Assn. 
200 Lafayette Bldg., Detroit 26. Gordon 
Conn, adv m. 

Agency: KM&J, Chi. Spot $55,180. 


J. A. Folger & Co. 

330 W. 8th St., Kansas City, Mo. Linton 
Bagley, adv m. 

Agency: C&W, NYC 16, Carl Giegerich, 
ae. Spot $2,975,260. 

West-coast office, 101 Howard St., San 
Francisco 5. R. F. Sowell, adv m. 
Agencies: Harris, Harlan Wood div, FRC& 
H, San Francisco (instant coffee); FRC& 
H, LA (ground coffee). 

Food Fair Stores, Inc. 
2223 E. Allegheny Ave., Philadelphia 34. 
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Arthur Rosenberg, vp pur, adv & sls: 
Larry Wagenheim, dir adv & sls prom. 
Agency: Lefton, Philadelphia (r&tv), Paul 
Brown, ae. Spot $269,310. 

Ford Motor Co.—Gen. Adv. & Sis 

Prom 

American Road, Dearborn, Mich. J. B. Me- 
Mechan, adv. sup. 

Agency: K&E, Detroit, A. J. Shepard, ae. 

Ford Div. 17101 Rotunda Dr., Dearborn. 
J. R. Bowers, car adv m: F. J. McGinnis. 
truck adv m. 

Agency: JWT, Detroit, R. Bachman, ae. 
Spot $1,576,940. 

Tractor & Implement Div., 2500 E. Maple 
Rd., Birmingham, Mich. L. E. Birger, adv 
sup. 

Agencv: Meldrum & Fewsmith, Birming- 
ham, W. H. Stone, ae. Spot included in 
Ford Div. estimate. 

M-E-L Div., 3000 Schaefer Rd., Dear- 

born, Mich. H. L. Swan, Lincoln & Con- 
tinental adv sls m; B. E. Miller, Mercury 
adv & sls prom m; Eldon E. Fox, Edsel 
adv & sls prom m. 
Agencies: K&E, Detroit (Mercurv. Edsel), 
D. J. Gillespie, D. L. Keys, F. O'Neil, aes. 
FC&B, Chicago (Lincoln, Continental), 
R. H. Eppler, ae. Spot $215,360. 


Foremost Dairies, inc. 
425 Battery, San Francisco 11. 
Agency: BBDO, San Francisco, Barron B. 
Boe, ae. Spot $149,280. 

Philadelphia Div., 4th & Poplar, Phila- 
delphia 23. 
Agencies: Bauer & Tripp, Philadelphia 
(Dolly Madison & Adelphia ice creams), 
Alan Tripp, ae: BBDO, San Francisco (all 
Foremost prds nat), J. G. Motheral, ae. 


Formfit Co. 

400 S. Peoria, Chicago 7. 
vp chg adv & pr. 

Agency: Tatham-Laird, Chi., Herb Daniels. 
ae. Spot $269,990. 


Fort Howard Paper Co. 
Green Bay, Wis. D. C. Cushman, adv m. 
Agency: Frank, Chi. Spot $59,520. 


Foster-Grant Co. Inc. 
Leominster, Mass. Charles 
adv m. 

Agency: Donahue & Coe, NYC 20, Fred 
Poppe, ae. Spot $23,700. 


Foster Millburn Co. 
468 Dewitt, Buffalo 13. 
adv m. 

Agency: Street & Finney, NYC 36. Spot 
$101,960. 

Fradelis Frozen Food Corp. 

1236 E. Slauson Ave., LA 11. 

Agency: Mel Curtis, San Francisco, Mel 
Curtis, ae. Spot $51,060. 

Freihofer Baking Co. 

20th & Indiana Ave., Philadelphia 32. Les- 
ter J. Harmon, adv dir. 

Agency: Tri-State, Philadelphia. Spot $70,- 
720. 

Friend Bros., Inc. 

675 Main, Melrose 76, Mass. Walter A. 
Friend, vp chg adv. 


A. H. Baum. 


R. Schatten, 


R. E. Brumm, 


Agency: Ingalls-Miniter-Haughey, Boston, 
Joseph Maynard, ae. Spot $45,020. 


Frigikar Corp. 
1711 Cocran, Dallas. Don Gilmore, adv sup. 
Spot $26,190. 
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Frisch’s Big Boy Drive-ins 

3963 Brotherton St., Cincinnati. Spot $203,- 
120. 

Frito Co. 

Exchange Bank Bldg, Dallas. John R. Me- 
Carty, vp adv merc; Bill R. Jones, adv m— 
southwest; Richard Crosby, adv m—west & 
Crispies div, 8734 Bellanca, LA; Arnold 
Pegler, adv m—Nicolay, Dancey & New 
Era divs, 5045 Grandy Ave., Detroit. 
Agencies: Tracy-Locke, Dallas (southwest 
div), Bill James, ae; EWR&R, LA (west- 
ern div), John Weiser, ae; EWR&R, San 
Francisco (Crispie div), David McDonald. 
ae; DFS, Chi. (Nat adv, Fritos corn chips). 


Charles Conrad, ae; DFS, NYC (eastern 
div); Otto & Abbs, Detroit (New Era, 


Nicolay, Dancey divs), Rudd Otto, ae. Spot 
$450,310. 

Champion Foods Div., 2827 Nagle, Dal- 
las. Bill R. Jones. atv m. 
Agency: Tracy-Locke, Dallas, Bill James, 
ae. Spot inc. in parent co. expenditure. 
Frontier Oil Refining Co. 
4040 E. Louisiana, Denver 2. 
Meeks, adv m & sls prom dir. 
Agency: Boccard Dunsher & Jacobsen, Den- 
ver, Victor Boccard, ae. Spot $20,000. 
Frosty Morn Meat Co. 
Kingston, N. C. 
Agency: Noble-Dury, Nashville. Spot $97,- 
050. 
Fruit Industries, Inc. 
Bradenton, Fla. 
Agency: Douglas, Bradenton, John Douglas, 
ae. Spot $247,460. 
Furr’s Food Stores 
Box 1191, Amarillo, Tex. A. L. 
adv sup. Spot $214,750. 


Gallenkamp Stores Co., Div. Shoe 
Corp. of America 

535 S. Broadway, LA 13. Emil Reisman, 

adv m & display sup. 

Agency: Meltzer, LA, Richard Bergren, ae. 

Spot $30,190. 


E & J Gallo Winery 

Modesto, Cal. Vernon S. Muller, adv dir. 
Agency: BBDO, San Francisco, Christy 
Allen, ae. Spot $1,144,980. 


Gandy’s Creamery 

San Angelo, Tex. 

Agency: H. A. Rosenberger & Assoc., H. A. 
Rosenberger, ae. Spot $23,540. 


General Baking Co. 

420 Lexington Ave., NYC 17. A. Waldron 
Stone, adv m. 

Agencies: Compton, NYC 22, Cornelius 
Braren, ae; Henderson, Greenville, S. C. 
(Spartanburg, S. C. area), James M. Hen- 
derson, ae. Spot $430,000. 


General Cigar Co. 

485 Lexington Ave., NYC 17. Philip L. 
Bondy, vp chg adv & sls; George Reichart, 
dir adv & mkt; Harold Edeson, asst to dir 
adv. 

Agency: Y&R, NYC 17. Spot $1,234,070. 


General Electric Co. 
570 Lexington Ave., NYC 22. G. A. Brad- 
ford, cons adv & sls prom. Spot $500,500. 
Major Appliance Div., Appliance Park, 
Louisville 1. R. R. Frederick, m adv & 
sls prom—household-refrigerator dept: FE. 
Reichert, m adv & sls prom—dishwasher & 
disposal dept; G. F. Kiewert, m adv & sls 
prom—room air-conditioner dept; R. S. 


Marshall 


Graham, 


Wahlberg, m adv & sls prom—home-laun- 
dry dept; Dale O. Akridge, adv m & ss 
prom m—tv-receiver dept, Electronics Park, 
Syracuse. 

Agency: Y&R, NYC 17, G. Montagu Miller, 
ae. 

Housewares & Radio Receivers Div, 1285 
Boston Ave., Bridgeport, Conn. M. M. Mas- 
terpool, m adv & pub; H. R. Smith, chg 
med relat. 

Agencies: Y&R, NYC 17, W. Kierstead, ae: 
Ayer, NYC 20, P. Bicklin, ae; 
NYC 22. 

Lamp Div., Nela Park, Cleveland 12. 
M. R. King, adv m—large-lamp dept; T. , 
Castle. adv m—photo-lamp dept; F. F. 
Schuhle, adv m—miniature-lamp dept. 
Avencies: Foster & Davies, Cleveland 
(miniature lamps), M. R. Davies, ae: 
BBDO, Cleveland (large lamps), R. H. Me- 
Ginnis, ae; Grey, NYC 22 (photo lamps), 
Richard Martell, ae. 

Hotpoint Co. Div., 5600 W. Taylor St. 
Chicago 44. A. M. Utt, m adv; L, 4. 
DiAngelo, m adv & merc. 

Agency: Compton, NYC 22 (consumer 
adv), Paul Cooke, a sup; Donald Carret, 
Douglas Cornwell, Howard Kuhn, aes. 


Maxon, 


General Foods Corp. 

250 North, White Plains, N. Y. E. W. Ebel, 
vp adv serv; H. A. Dingwall, d bdest pgm; 
F. J. Harvey, m adv controls: A. O. Knowl- 
ton, d m coord. Spot $1,020,780. 

Birds Eye Div. R. H. Davidson, adv & 
merc m; H. F. Lochrie, prd grp m—fruits, 
vegetables & potato prds; E. W. Gutelius, 
prd m—fruits & vegetables; J. W. Weston, 
prd m—potato prds; H. A. Trim, prd grp 
m—prepared foods prds; W. G. Mundy, 
prd m—dinners & main dishes; H. P. 
Maeder, prd m—meat pies; J. C. Calhoun, 
prd m—fish prds; H. S. Madsen, prd m— 
frozen concentrate prds; F. W. Luttman, 
prd m—new prds. 

Agency: Y&R, NYC 17, Jack Bishop, 
Walter Silbersack, Jack Kofoed, aes. 

Bireley’s Operation Div., 1127 N. Mans- 
field Ave., Hollywood 39, Cal. E. J. Mar- 
zich, adv m. 

Agency: Y&R, NYC 17. 

Jell-O Div., 250 North, White Plains, 
N. Y. J. J. Darling, adv & merc m; W. P. 
Dunham, prd grp m—Swansdown & Walter 
Baker prds; R. E. Haynes, prd m—Angel 
Food mixes & Swans Down cake flour; 
F. I. Mullin, prd m—Walter Baker choco- 
late prds; P. C. Ward, prd m—Swans 
Down cake mixes; S. K. Ellis Jr., prd 
grp m—Baker’s Coconut, Dream Whip, D- 
Zerta syrups, pectins & laundry aids; E. C. 
Breeding, prd m—coconut prds & laundry 
aids; D. P. Jaicks, prd m—Dream Whip, 
D-Zerta prds; F. A, Baxter, prd m—syrup 
& pnectins; G. C. Exo, prd grp m—Minute 
prds & Calumet; G. H. Blake, prd m— 
Minute rice; J. B. Dillingham, prd m— 
Minute mashed potatoes; R. E. Jones, prd 
m—Minute Tapioca & Calumet: S. A. 
Witham, prd grp m—Jell-O prds: R. F. 
Whitburn, prd m—Jell-O Gelatin; R. C. 
Littauer, prd m—Jell-O pudding & pie 
filling & Chiffon pie filling; D. P. Land- 
vogt, prd m—Jell-O instant pudding & 
Jell-O tapioca pudding. 

Agencies: FC&B, NYC 17 (Walter Baker 
Choc. Prds, D-Zerta, Minute Mashed Po- 
tatoes and Calumet Baking powder), Wil- 
liam E. Chambers, a sup; George Milliken, 
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n- Theodore Williams, Charles Little, aes. waukee (Larro Formula Feed), John Fin- Agency: MacManus, John & Adams, 
ds Y&R, NYC 17 (for all except those listed ley, ae. Tatham-Laird, Chi. (Kix, Trix, Bloomfield Hills, Mich., Hovey Hagerman, 
rk, above), Wilckes Bianchi, ae. Sugar Jets, Surechamp Dog Food, Betty Robert E. Fields, aes. 
Maxwell House Div., 1125 Hudson, Ho- Crocker Muffin mixes, Spratt’s pet foods), Chevrolet Motor Div. General Motors 
ne boken, N. J. M. C. Baker, adv & merc m; A. E. Tatham, ae. Spot $2,986,970. Bldg., Detroit 2. W. G. Power, adv m. 
: M. R. Bohn, prd m—Maxwell House cof- General Motors Corp. Agency: Campbell Ewald, Detroit 2, H. G. 
85 jee & Bliss coffee; W. E. Cohan, prd m— General Motors Bldg., Detroit 2. Anthony Little, Colin Campbelt, aes. : 
2. Instant Maxwell House coffee; J. W. An- G. De Lorenzo, vp institutional adv; H. C. Oldsmobile Div. Townsend St., Lansing 
hg drews, prd m—Sanka Instant & regular; Botsford, asst d adv; Gail Smith, d tv adv. 21. Lloyd A. Grobe, adv m; C. D. Barker, 
y. A. Bonomo, prd m—Yuban coffee. Spot $1,758,740. asst adv m. 
e: Agencies: B&B, NYC 19 (Instant Maxwell Buick Motor Div. Hamilton Ave., Flint 2. Agency: D. P. Brother, Detroit 2, Sheldon 
mn, House & Yuban), Casey Jones, Richard Gerald M. Millar, adv m—merc dept. Moyer, ae. 
Hall, aes. OB&M, NYC 17 (Maxwell House Agency: McCann-Erickson, Detroit, Thomas Pontiac Motor Div. Pontiac 11, Mich. 
12, regular & Bliss coffee), David Crane, sr Brogan, ae. J. F. Malone, adv m. 
H. ae; Don Patrick, Fritz Reigel, Bill Phillips, Cadillac Motor Car Div. 2860 Clark Ave., Agency: MacManus, John & Adams, 
F. aes. Y&R, NYC 17 (Sanka regular & in- Detroit 32. J. P. Schaupner, g merc m. Bloomfield Hills, Mich., J. H. Graham, 
stant), Charles Fryer, James Benedict, aes. 
nd Perkins Div., 7400 S. Rockwell, Chicago 
e: 29. J. H. Giroux, adv m; J. W. Grant, prd - 
as m—Kool Aid; J. S. Welles, prd m—Good ine 
), Seasons; R. W. Stevens, prd m—new prds. 
Agency: FC&B, Chi. 
te. Post Div., 275 Cliff, Battle Creek, Mich. 
by R. P. Campbell, adv m; R. B. Quick, adv , 
asst; F. K. Smart, grp adv m—cereals & say 
er new prds; F. K. Mitchell, prd m—Alpha IT S JUST 
ot, Bits & new prds; R. W. Solon, prd m— Ee 
cereals; Ralph Krueger, prd m; W. P. ~ a hn 
Casey, grp adv m—beverages & Gaines dog 
foods; G. R. Mohler, prd m—beverages; a” wt 
el, R. L. Cobb, prd m—Gaines; P. J. Hoff- NO CONTEST 
i man, prd m—new Gaines prds; W. L. Jack- | SE 
i son, prom planning m. 
e Agencies: B&B, NYC 19 (cereals & Gaines Hi AC-TY i 
dry & canned dog foods), Bruce Allen, ae. | 
. Y&R, NYC 17 (Instant Postum & Tang), is way out front 
. Joseph Devine, Raymond Jones, Robert b 
2 Walsh, acs. in the Johnstown-Altoona area! 
iy, S.0.S. Div., 7123 W. 65th St., Chicago : 
P. 38. R. F. Moriarty, mkt m; W. A. Fitz Go by limousine, not by flivver! With WJAC-TV you travel 
- gerald, prd m—SOS pads; E. S. Lang, “fi ae at . P : 
- prd m—Tuffy & cleanser prds. irst class” with 71.9 station share of audience, sign-on to 
n, Agency: FC&B, Chi. sign-off, all week long, as compared to only 28.1 for WFBG-TV 
General Grocer Co. 
P, 8514 Eager Rd., St. Louis 17. Spot $95,580. Figures from ARB, November, 1958 
General Insurance Co. of America 
“i General Insurance Bldg., Seattle 5. C. M. 3 
UE Necen, m adv dept. ‘TOP 30 SHOWS ON WJAC-TV 
Agency: Cole & Weber, Seattle, Dan Ger- Johnstown-Altoona Trendex, Feb., 1959 
| ber, ae. Spot $74,440. 
> Gers Gillie, te er arene 
er 9200 Wayzata Blvd., Minneapolis 26. J. S. = : 
el Fish, xp—dir adv; C. S. Samuelson, asst dir Buy the station that delivers 
r: adv; G. D. Morrison, med m; J. H. Weaver, the viewers—-nearly three times 
o- m adv servs; G. M. Harold, adv comp; r a7 wer 
- C. W. Plattes, adv m—cereals; J. F. as many viewers for WJAC-TV 
rd Matthes, adv m—baking mixes; T. B. Hum- as for the nearest competitor. 
). phrey, adv m—Betty Crocker mixes; K. E. ’ “ 
ee Steele, adv m—flour; H. H. Barton, adv m You get a guaranteed audience 
ry —0-celo sponges; G. V. Boden, adv m— when you buy WJAC-TV! 
D, refrigerated-foods div., 7222 E. Slauson, \ 
‘p LA; O. M. Young, adv & prom m—Sperry 
te Opers., 116 New Montgomery, San Fran- 
= cisco. 
~ Agencies: DFS, NYC 17 (Gold Medal 
rd flour, Cheerios, Hi-Pro, Kix, Trix, Jets, 
A. Cocoa Puffs, Betty Crocker pancake & 
F. waffle mix, O-celo sponges), G. H. John- 
C son, ae. DFS, San Francisco (Drifted Snow | “~~ "~"~" Sa ALLEGANY Tote 
ie & La Pine flours, Sperry prds), Larry Dun- CS AMD, CS, 
d- ham, ae. Knox Reeves, Minneapolis (Bis- = % } 
& quick, Puffin & Bisquick refrigerated prds, | wen” 
Purasnow, Red Band, Red Star, White Deer ae 
or & Rex flours, Wheaties, Betty Crocker 
> Pick-A-Pack cereal tray, Protein plus), Get all the facts from 
1. E. E. Sylvestre, Wayne Hunt, R. W. Staf- 
n, ford, aes. Klau-Van Pietersom-Dunlap, Mil- HARRINGTON, RIGHTER & PARSONS, INC. 
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Colin J. John, aes. 
A C Spark Plug Div, Flint 2. Willis J. 
Oldfield, d adv & sls prom. 
Agency: D. P. Brother, Detroit 2, V. Cane- 
ver, ae. 
Delco-Remy Div. Anderson, Ind. H. B. 
Birt, adv m. 
Agencies: Campbell Ewald, Detroit 2, N. 
Craig Miller, ae. Wolf Assoc., Rochester, 
N. Y. (Delco appliances). 
Frigidaire Div. 300 Taylor, Dayton 1. 
R. C. Wright, adv m. 
Agency: DFS, NYC 17, T. A. Doyle, ae. 
Saginaw Steering Gear Div. 3900 Hol- 
land, Saginaw, Mich. R. J. Kline, adv d. 
Agency: D. P. Brother, Detroit 2, Sher- 
burn Brown, ae. 
General Petroleum Corp. 
612 S. Flower, LA 54. F. C. Meunier, adv 
& sls prom m. 
Agency: Stromberger, La Vene, McKenzie, 
LA, Frank McKibbin, ae. Spot $38,200. 
General Shoe Corp. 
111 7th Ave., Nashville 3. 
Agencies: Noble Dury, Nashville, Albert 
Noble, ae; EWR&R, NYC 17 (Acrobat 
shoes). Spot $269,360. 
General Tire & Rubber Co. 
Englewood Ave., Akron 9, Ohio. John G. 
Ragsdale, dir adv & sls prom. 
Agency: D’Arcy, Cleveland, Stanley P. 
Seward, ae. Spot $520,570. 
Genesee Brewing Co. 
100 National, Rochester 5, N. Y. James P. 
Duffy, sec & adv m. 
Agency: Marschalk & Pratt, NYC 22, A. A. 
Sommer, ae. Spot $422,830. 
Gerber Products Co. 
Fremont, Mich. Kenneth Baker, dir adv. 
Agency: D’Arcy, NYC 22, Kenneth Plumb, 
ac. Spot $89,510. 
Giant Food Stores 
6900 Sheriff Rd., Landover, Md. Clarkson 
Gemmil, adv sup. 


Agency: Ads, Inc., Al Miller, ae. Spot 
$30,000. 

James C. Gill Co. 

Norfolk 10, Va. 

Agency: Cargill, Wilson & Acree, Rich- 


mond, Va. Edward Acree, ae. Spot $114.,- 


460. 


Gillette Co., Safety Razor Div. 
Gillette Park, Boston 6. J. J. Lambert, asst 
adv m—safety-razor div. 

Agencies: Maxon, Detroit (razors, blades, 
shaving cream), Lou R. Maxon, Searle 
Hendee, aes; Cohen Dowd Aleshire, NYC 
22 (safety knife). $2,480. 

Gillette Labs. Div. Merchandise Mart, 
Chicago 54. J. W. Dickinson, brand sup. 
Agency: North, Chi. (Thorexin). Spot 
$441,440. 


Gilmar Record Co. 
Agency: Gilbert, Van Nuys, Martin Gil- 
bert, ae. Spot $137,050. 


Gimbel Brothers, Inc. 

Broadway at 33rd St., NYC 1. Frances 
Shattuck, adv m. 

Agencies: Greenthal, NYC 22; Telesales, 
NYC 1. Spot $26,400. 


Glamorene, Inc. 

175 Entin Rd., Clifton, N. J. Maxwell Sil- 
verstein, adv m. 

Agency: Power Prods, NYC 19 
Spot $239,710. 


(r&tv). 
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Glamur Products, Inc. 

1024 Montgomery, Syracuse 3, N. Y. 
Agency: Grey, NYC 22. Spot $91,820. 
Glidden Co. 

900 Union Commerce Bldg., Cleveland 14. 
F. J. Daniels, adv m—food; Tully H. 
Turney, adv m—paint. 

Agency: Meldrum & Fewsmith, Cleveland, 
W. K. Northrup, ae—food; R. Lechner, 
ae—paint. Spot $105,390. 

Goebel Brewing Co. 

2001 Rivard St., Detroit 7, Mich. Arnold 
C. Graham Jr., dir adv & sls prom. 
Agency: Campbell-Ewald, Detroit, 
Sculthorpe, ae. Spot $58,540. 

M. K. Goetz Brewing Co. 

601 Albermarle, St. Joseph 1, Mo. R. Jor- 
nayvaz, adv m. 

Agencies: Potts-Woodbury, Kansas City, 
Mo. (Goetz beer); Shaw, Chi. (Country 
Club malt liquor). Spot $284,960. 
Albert F. Goetze Co. 

2401 Sinclair Lane, Baltimore. Lester Burn- 
ham, adv sup. 

Agency: Patz, Baltimore, Harry J. Patz, ae. 
Spot $58,950. 

Gold Bond Stamp Co. 

Agency: Zeuthen, Thomas & Hulbert, Min- 
neapolis 2, Ralph Zeuthen, ae. Spot $115,- 
760. 

Gold Medal Candy Corp. 

2856 W. 8th St., Brooklyn 24, N. Y. Tico 
Bonomo, adv m. 

Agency: MLW&S, NYC 22, Hal Balk, ae. 
Spot $250,000. 

Gold Seal Co. 

Bismarck, N. D. 

Agency: Campbell-Mithun, Minneapolis, 
B. E. Howard, ae. Spot $498,400. 


Gold Shield Div., Crescent Mfg. 


Tom 


Co. 
830 Fourth Ave., S., Seattle 14. 


Agency: Pacific National, Seattle. Spot 
$53,910. 

Goldblatt Bros. 

State & Van Buren, Chicago. L. Barak, 


adv sup. 
Agency: Olian & Bronner, Chi., Irvin Olian, 
ae. Spot $29,700. 


Goldcraft Peanut Butter— 
Sessions Co. 

Enterprise, Ala. Clarence Weeks, adv sup. 

Agency: Noble Dury, Nashville 3. Albert 

Noble, ae. Spot $26,840. 


Golden Dipt Mfg. Co. 

Merchants Exchange Bldg., St. Louis 10. 
Agency: Noble Dury, Nashville. Pat Clark, 
ae. Spot $51,000. 


Golden Grain Macaroni Co. 

1111 139th Ave., San Leandro, Cal. 
Agency: McCann-Erickson, San Francisco. 
Spot $34,630. 


Good Humor Corp. 

46-81 Metropolitan Ave., Brooklyn 37, 
N. Y. George C. Neumann, vp adv. 
Agency: MJ&A, NYC 22. Spot $24,950. 


B. F. Goodrich Co. 
500 S. Main, Akron 18. F. T. Tucker, d 
adv & dist; Glenn E. Martic, adv m—B. F. 
Goodrich Tire Co.; E. C. Bartlett, nat adv 
m—B. F. Goodrich Tire Co.; R. O. 
Howard, adv m—B. F. Goodrich Tire Co.: 
W. F. Garlow, B. F. Goodrich Footwear & 
Flooring, Watertown 72, Mass. 


Agencies: BBDO, NYC 17 (passenger car 
tires). Griswold Eshleman, Cleveland 
(Koroseal prds, Associated tires & acces- 
sories). McCann-Erickson, NYC 17 (foot- 
wear & flooring). Spot $70,730. 
Goodyear Tire & Rubber Co. 

1144 E. Market, Akron 16, Ohio. K. C 
Zonsius, dir adv; D. T. Buchanan, m adv 
& sls prom; Bruce Wert, asst m adv & sls 
prom; G. G. Cartwright, adv m—gen prds; 
H. F. Cook, adv m—tires. 

Agencies: Y&R, NYC 17 (auto tires & 
tubes, tv), Walter Nield, ae; Kudner, NYC 
(aircraft, aviation prds, ind. prds, films & 
flooring, foam prds, chemical, truck farm 
& bilte tires, rims), James Black, ae: 
Compton, NYC (shoe prds), Jack P. Rees, 
ae. Spot $76,780. 

Gordon Baking Co. 

2303 E. Vernor, Detroit 7. G. P. Kemnitz, 
chg adv. 

Agency: Doner, Detroit, Spot $108,660. 
Gordy Tire Co. 

151 14th St., N.W., Atlanta. Wilson Green, 
adv sup. 

Agency: Denton, Atlanta, Jon Farmer, ae. 
Spot $27,530. 

Gorton’s of Gloucester, Inc. 

327 Main, Gloucester, Mass. Paul M. 
Jacobs, exec vp & adv m. 

Agency: Frost, Boston, Harvey Newcomb, 
ae. Spot $23,130. 

Wershaw Gould, Inc. 

200 Fifth Ave., NYC 10. 

Agency: Product Services, NYC 17, Les L. 
Persky, ae. Spot $250,000. 

Grand Union Stores 

100 Broadway, E. Paterson, N. J. 
Agency: Hartman, NYC 20, A. B. Modell, 
ae. Spot $79,040. 

Granny Goose Foods Co. 

916 98th St., Oakland 3, Cal. Robert Frank, 
adv sup. 

Agency: Harris, Harlan, Wood div, FRC&H, 
San Francisco. Spot $32,960. 
W. T. Grant Co. 

1441 Broadway, NYC 18. J. 
adv m. Spot $52,340. 


Grant Co. of Chicago 

2735 N. Ashland Ave., Chicago. 

Agency: Mohr & Eicoff, Chi., Allen Schull- 
man, ae. Spot $410,180. 


R. Rowen, 


Gravy Master Co., Inc. 
43-44 21st St., Long Island City 1, N. Y. 
Agency: Croot, NYC 36. Spot $21,860. 


Gray Drug Stores, Inc. 
2400 Superior, Cleveland. 
adv m. 

Agency: McCann-Erickson, Cleveland, Mel 
Weiss, ae. Spot $31,190. 

Great A & P Tea Co. 

420 Lexington Ave., NYC 17. 

Agency: Gardner, NYC. Spot $1,237,300. 
Great Northern Railway 

175 E. 4th St., St. Paul 1. C. W. Moore, 
exec asst, pr & adv. 

Agency: Forney, Minneapolis, E. E. Forslin, 
ae. Spot $207,490. 

Green Colonial, Inc. 

322 S.W. 3rd, Des Moines 7. Murray Good- 
man, adv sup. 

Agency: Fairall, Des Moines, Spot $20,170. 
Green Hill Super Markets 

1122 Penn St., St. Joseph, Mo. James S. 


Max Balkin, 
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Johmson, adv sup. 
Agency: Fletcher, Wessel & Enright, St. 
Joseph, R. W. Fletcher, ae. Spot $24,040. 
Greyhound Corp. 

5600 Jarvis Ave., Chicago 48. Verne F. 
Kelley, adv m. 

Agency: Grey, NYC 22, John A. Kuneau, 
ae. Spot $360,060. 

Greyshaw Toy Co. 

9740 Apple Valley Rd., N.E., Atlanta 19. 
Jack I. Freedman, adv sup. 

Agency: Lee-Stockton, E. Lewis Feigen- 
wald, ae. Spot $41,810. 

Griffin Mfg. Co. 

Muskogee, Okla. Henry Crone, sup adv. 
Agency: Potts-Woodbury, Kansas City, Mo. 
E. A. Warner, ae. Spot $54,360. 
Grocers’ Baking Co. 

1455 S. 7th St., Louisville. William Gos- 
sage, adv sup. 

Agency: Zimmer McClaskey, 
Emery Lewis, ae. Spot $27,040. 
Grocery Store Products Co. 

West Chester, Pa. 

Agencies: Frank, Chi. (Foulds Macaroni) ; 
Bates, NYC 19 (Kitchen Bouquet, Cream 
of Rice, B&B mushrooms). Spot $63,470. 
Gulf Guarantee Land Co. 

1771 N. Tamiami Trail, Ft. Meyers, Fla. 
Charles D. Burdette, adv m. 

Agencies: Venze, Baltimore; Cantor, Phila- 
delphia. Spot $98,310. 

Gulf Oil Corp. 

Gulf Bldg, Pittsburgh 30. B. W. S. Dodge, 
dir adv & sls prom; J. L. Hanna, med m. 
Agency: Y&R, NYC 17, T. W. Clark, ae. 
Spot $2,031,280. 

Gulf States Utilities 

446 North Blvd., Baton Rouge, La. Jack 
Worthy, adv sup. Spot $34,050. 
Gunn Bros. 

2500 N. Broadway, Oklahoma City. 
Agency: Lowe Runkle, Oklahoma 
Spot $60,580. 

Gunther Brewing Co. 

1211 S. Conkling St., Baltimore 24. 
Agencies: L&N, NYC; Goldman-Shoop, 
Pittsburgh (Fort Pitt beer). Spot $737,- 
770. 

Guys Potato Chip Co. 

2215 Harrison, Kansas City 8, Mo. Guy 
L. Caldwell, p chg adv & sls. 

Agency: Potts-Woodbury, Kansas City, Mo. 
Spot $20,440. 


Haberle Congress Brewing Co., 
Inc. 

500 Butternut St., Syracuse 8. Robert Craw- 

ford, adv m. 

Agency: Barlow, Syracuse. Spot $90,170. 


Habitant Soup Co. 

Commercial St., Manchester, N. H. 
Agency: Hutchinson, Boston, Charles F. 
Hutchinson, ae. Spot $52,700. 


Haffenreffer & Co., Inc. 
30 Germania St., Boston 30. 
Agency: Dowd, Boston. Spot $106,960. 


Martin L. Hall Co. 

365 C St., Boston 27. Crawford Ferguson, 
adv m. 

Agency: Chirurg, Boston. Spot $56,900. 
Robert Hall Clothes 

333 W. 34th St., NYC 1. Robert W. Weisen- 
berg, adv dir. 

Agency: Arkwright, NYC 22, Jerry Bess, 


Louisville, 


City. 









ae. Spot $3,993,850. 


Theo. Hamm Brewing Co. 

720 Payne Ave., St. Paul 1. Charles T. 
Adams, dir adv. 

Agency: Campbell-Mithun, Minneapolis, 
E. W. Munsell, Paul Morgan, aes. Spot 
$1,730,910. 

Hammer Beverage Co. 

7 Fountain St., Brooklyn, N. Y. David 
Rascoss, p chg adv. 

Agency: Greenfield, NYC 18. Spot $293,- 
710. 

Peter Hand Brewery Co. 

1000 W. North Ave., Chicago 22. Edward 
Robert Brooks, dir adv. 

Agency: BBDO, Chi., George Schaefer, ae. 
Spot $500,000. 

Hanover Canning Co. 

Hanover, Pa. George Lawrence, adv m & 
sls m. 

Agency: APCL&K, Philadelphia, H. Ed 
Walpert, ae. Spot $37,560. 

Harding Cream Co. 

715 S. 72nd St., Omaha. 

Agency: Mackey, Omaha, Ralph Mackey, 
ae. Spot $35,760. 

A. S. Harrison Co. 

South Norwalk, Conn. 

Agency: Hoyt, NYC 17, A. W. Fargo Jr., 
T. S. Watson, aes. Spot $163,230. 
Hartford Baking Co. 

500 N. Fulton, Evansville, Ind. 
Agency: Hathaway, Evansville, 
Miller, ae. Spot $39,220. 
Hartford Electric Light Co. 
176 Cumberland Rd., Wethersfield, Conn. 
Christine Forbes, adv m. 

Agency: Graceman, Hartford, Ed Grace- 
man, Shirley Walker, aes. Spot $22,550. 
Hartz Mountain Products Corp. 

36 Cooper Sq., NYC 3. Edgar Stern; m chg 
adv & sls. 

Agency: Hartman, NYC 17, John Berg, ae. 
Spot $34,430. 

Hassenfield Bros, Inc. 

Broad St., Central Falls, R. L., 
Hassenfield, adv m. 

Agency: Grey, NYC 22. Spot $283,820. 
Haxton Foods, Inc. 

Maple Ave., Oakfield, N. Y. Donald B. 
Powell, sec, adv & sls prom m. 

Agency: Gotthelf & Weil, Buffalo, Stephen 
Gotthelf, ae. Spot $45,980. 
Hayes-Sammons Chemical Co. 
Mission, Tex. Thomas Sammons Jr., adv 
sup. 

Agency: Pitluk, San Antonio, Jack Pitluk, 
ae. Spot $25,770. 

Hecht’s Bakery, Inc. 
7th & Shelby Sts., Bristol, 
$29,310. 

Henry Heide, Inc. 

313 Hudson St., NYC 13. 
Agency: Kelly Nason, NYC 17. Spot $61,- 
140. 

G. Heilman Brewing Co. 

1027 S. Third, La Crosse, Wis., Robert 
Terry, adv m. 

Agency: McCann-Erickson, Chi., 
Carlin, ae. Spot $371,040. 
Heiner’s Bakery 

1321 Washington Ave., Huntington, W. Va. 
George Heiner, adv sup. 

Agency: McCormack, Huntington, John J. 
McCormack, ae. Spot $47,120. 


Logan 


Merrill 


Tenn. Spot 


Tobin 


H. J. Heinz Co. 

1062 Progress, Pittsburgh 30. W. H. Persh- 

all, m adv. 

Agency: Maxon, Detroit, Hunter Hendee, 

ae. Spot $1,207,050. 

Hekman Biscuit Co., Div. United 
Biscuit Co. of America 

310 28th St. S.E., Grand Rapids, Mich 

Alan R. Ryan, sup adv. 

Agency: Hartman, Chi., George H. 

man Jr., ae. Spot $289,200. 

George W. Helme 

9 Rockefeller Plaza, NYC 20. P. J. Neu 

mann, vp & sec chg adv. 

Agency: C&W, NYC 16. Spot $201,660. 

Henderson Sugar Refinery, Inc. 

749 S. Peters, New Orleans 9. 

Agency: Walker 

Spot $33,710. 

Hereford Heaven Co. 

121 S.W. 3rd St., Oklahoma 

Farha, adv sup. 

Agency: Pate, Oklahoma City, Mrs. Stan 

Pate, ae. Spot $83,740. 

Hershel Calif. Fruit Products, Div. 
Chicago Macaroni Co. 

18 Passaic St., Garfield, N. J. 

Agency: Brisacher, Wheeler & Staff, San 

Francisco. Spot $98,800. 


Hart 


Saussy, New Orleans. 


City. Fred 


Hertz Corp. 

218 S. Wabash, Chicago 4. Andrew 5S. 
Gantner, dir adv; John T. Dewey, asst 
adv m. 


Agency: NC&K. Spot $20,710. 

Herrud Meat Products Co. 

Grand Rapids, Mich. 

Agency: Blakeslee, Grand Rapids, Daniel 
Wallace, ae. Spot $39,390. 

Hess & Clark, Inc. 

Ashland, Ohio. 

Agency: Klau-Van Pietersom-Dunlap, Mil- 
waukee, Gene Cooper, ae. Spot $63,320. 
Heublein, Inc. 

330 New Park Ave., Hartford, Conn. Frank 
C. Marshall, adv dir; Robert W. 
asst adv dir; Norman Young, asst adv m. 
Agency: Bryan Houston, NYC 19, John M. 
Van Horson, Carl W. Plahaty Jr., aes. Spot 
$1,129,070. 

Hiland Potato Chip Co. 


Honer, 


2923 Rockingham Rd., Davenport, Iowa. 
Roy E. Murray, adv sup. 

Agency: Ramsey, Davenport, Paul F. 
Downing, ae. Spot $54,510. 

Hilex Co. 

319 E. Kellogg Blvd, St. Paul 1. Asa A. 
Eldredge, p chg adv. 

Agency: Colle & McVoy, Minneapolis. 


Spot $25,530. 
Hi-Life Packing Co. 


431 S. Dearborn St., Chicago 5. Harry 
Miller, vp chg sls & adv. 
Agency: Presba Fellers & Presba, Chi., 


Frank R. Steel, ae. Spot $25,640. 


L. A. Hill Co. 

2155 Oak Lawn, Dallas. L. A. 
sup. 

Agency: DeJernett, Dallas, Burke Gilliam, 
ae. Spot $21,000. 

Hills Bros. Coffee, Inc. 

2 Harrison St., San Francisco 19. T. C. 
Wilson, vp, dir adv. 

Agency: Ayer, San Francisco. Spot $1,- 
332,640. 


Hinky Dinky Stores 


Hill, adt 
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711 S. 11th St., Omaha. Bill Bigger, adv 
sup. 

Agency: Universal, Omaha, Jim Lipsey, ae. 
Spot $29,110. 


Hirsch Bros & Co., Inc. 

1400 Cedar St., Louisville 3. Harold R. 
Webner, dir adv. 

Agency: Becker, Louisville. Spot $29,770. 


Hoffman Beverage Co. 

400 Grove, Newark 6, N. J. Walter Hartig, 
adv m,. 

Agency: Grey, NYC 22, William Adler, ae. 
Spot $642,480. 

Hollywood Brands, Inc. 

Chestnut & Calumet, Centralia, Il. Ronald 
C. Martoccio, asst adv m. 

Agency: Grubb & Petersen, Champaign, 
Tll., Dale Arvidson, ae. Spot $555,120. 
Hood Chemical Co. 

80 Rittenhouse Pl., Ardmore, Pa. J. H. 
Rosfeld, adv m. 

Agency: Pritchard Daniels & Dreher, Ard- 
more. Spot $48,330. 

H. P. Hood & Sons, Inc. 

500 Rutherford Ave., Boston 29. Paul B. 
Easton, adv m. 

Agency: K&E, Boston. Spot $198,950. 
George A. Hormel & Co. 

Austin, Minn. 

Agency: BBDO, Minneapolis, H. A. Schles- 
inger, ae. Spot $26,930. 

Horn & Hardart Baking Co. 

208 S. Warnock, Philadelphia 7. 

Agency: Clements, Philadelphia. Spot $25,- 
270. 

Hospital Care Assn. 

655 Salem Ave., Dayton, Ohio. 

Agency: Keelor & Stites, Cincinnati, Dave 
Clark, ae. Spot $23,610. 

Hot Shoppes 

5161 River Rd., Bethesda, Md. 

Agency: Ver Standig, Washington, Sam 
Knick, ae. Spot $78,790. 

Houbigant Sales Corp. 

539 W. 45th St., NYC 36. Robert G. Spen- 
cer, dir adv & pr. 

Agency: Ellington, NYC 17. Spot $130,920. 
Household Finance Corp. 

Prudential Bldg., Chicago 1. Alfred G. 
Waach, dir adv. 

Agency: NL&B, Chi., Vinton Hall, ae. 
Spot $636,520. 

Hubinger Co. 

601 Main St., Keokuk, Iowa. G. R. Under- 
wood, chg sls & adv; W. C. Fletcher, sis 
& adv m—pkg div. 

Agency: Biddle, Des Moines, Harvey M. 
Brown, ae. Spot $60,880. 

Hudepohl Brewing Co. 

40 E. McMichen Ave., Cincinnati 10. 
Agency: Stockton, West & Burkhardt, Cin- 
cinnati. Spot $185,400. 

Hudson Pulp & Paper Co. 

477 Madison Ave., NYC 22. E. A. Allen, 
mkt m. Spot $265,640. 

Humble Oil & Refining Co. 

Main & Polk, Houston 1. S. K. Britt, adv 
m & sls prom m. 

Agency: McCann-Erickson, Houston, J. B. 
Wilkinson, ae. Spot $151,730. 
Humko Co. 

1702 N. Thomas, Memphis 1. 
Curtis, vp & adv m. 

Agency: Simon & Gwynn, Memphis, Mil- 
ton Simon, ae. Spot $20,480. 


John H. 
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Hunt Foods & Industries, Inc. 

1747 W. Commonwealth Ave., Fullerton, 
Cal. Whitney Drayton, dir adv & pr; Rob- 
ert Glickman, asst to dir adv & pr. 
Agency: Y&R, LA, Rol Rider, James Arm- 
strong, aes. Spot $410,600. 


Hunter Packing Co. 

1214 N. 2nd St., E. St Louis, Ill. F. A. 
Hunter Jr., p, gen m, adv m, gen sls m. 
Agency: Baker, Johnson & Dickinson, Mil- 
waukee. Spot $55,500. 


Hutchinson Chemical Corp. 
918 W. Armitage Ave., Chicago 14. 
Agency: Senne, Chi. Spot $37,670. 


Hygeia Chemical Co. 

2124 Winnie, Galveston. 

Agency: Llewellyn, Galveston, Ear] Llew- 
ellyn, ae. Spot $27,340. 


Hygeia Dairy 

720 S. F St., Harlingen, Tex. 

Agency: Meade, Harlingen, Bob Meade, 
ae. Spot $25,990. 


Hygrade Food Products Corp. 

2811 Michigan Ave., Detroit 16. 
Agencies: Diamond-Barnett, NYC 17 (At- 
lantic); Doner, Detroit (Hygrade food, 
Carstens Hygrade div). Spot $26,840. 


Idaho Potato & Onion Commission 
Boise, Idaho. 
Agencies: Cline, Boise, John Greenlee, ae; 
Botsford-Constantine & Gardner, Portland, 
Ore. $47,220. 


Ideal Baking Co. 

Tyler, Tex. Ray Vanderpool Jr., adv sup. 
Agency: Finn, Tyler, W. F. Finn, ae. Spot 
$23,060. 


Ideal Toy Corp. 

200 Fifth Ave., NYC 10. Melvin Helitzer, 
dir adv & pr. 

Agency: Grey, NYC 22, David Rand, ae. 
Spot $83,010. 


Illinois Bell Telephone Co. 

212 W. Washington, Chicago 6. Walter A. 
Lehnert, adv m. 

Agency: Ayer, Chi. Spot $117,200. 


Illinois Canning Co. 

Hoopeston, Ill. J. W. Decker, adv m. 
Agency: Grubb & Petersen, Champaign, 
Til. Spot $124,830. 


Illinois Meat Co. 

3939 Wallace, Chicago 9. R. E. Brickman, 

sls & adv m. 

Agency: Meyerhoff, Chi. Spot $329,330. 

Illinois Power Co. 

500 S. 27th St., Decatur, Il]. Henry Hewey, 

adv sup. Spot $35,650. 

Imperial Sugar Co. 

Sugar Land, Tex. 

Agency: Tracy-Locke, Dallas, Morris Hite, 

ae. Spot $154,460. 

Independent Grocers Alliance of 
America 

131 S. Wabash Ave., Chicago 3. O. W. 

Johler, vp adv & mkt. 

Agency: Florey, Chi., George F. Florey, ae. 

Spot $204,870. 

Indiana Bell Telephone Co. 

Indianapolis. 

Agency: JWT, Chi. Spot $54,820. 

International Breweries, Inc. 

Fisher Bldg., Detroit 2. Nick Schwab, adv 

dir. 

Agency: Marcus, Cleveland. Spot $321,770. 





International Breweries, Old 
Dutch Div. 

Jefferson & Clinton Sts., Findlay, Qhio, 

Agency: Marcus, Cleveland, Nikki Schaef. 

fer, ae. Spot $53,200. 


International Harvester Co., Farm 
Equipment Div. 

180 N. Michigan Ave., Chicago 1. J. I 

Pettit, adv sup. 

Agency: AFM&H, Chi., Dix Harper, J. H, 

Serkowich, aes. Spot $22,670. 


International Latex Corp. 

350 Fifth Ave., NYC 1. David Ketner, vp 
chg adv; Howard Brod, mkt vp—Isodine 
div; Charles Rosen, adv m—pharmaceuti- 
cals; Wade Jones, tv adv m—Playtex prds. 
Agencies: Reach, McClinton, NYC 22, R. 
Gorden, Bernard Lewy, aes; Bates, NYC 
19, Daniel Ladd, ae; Baker, NYC 19, Fred 
Robbe, ae; Brown & Butcher, NYC 20, 
Ralph Tassanari, ae. Spot $5,678,510. 


International Milling Co. 

1200 Investors Bldg., Minneapolis 2. R. E. 
Thompson, adv m. 

Agency: Kastor, Chi., John T. Urice, C. L, 
Brewer, aes. Spot $878,210. 


International Parts Corp. 
4101 W. 42nd Pl., Chicago 32. 
Agency: Rosenbloom, Chi. Spot $39,990. 


International Shoe Co. 

1509 Washington Ave., St. Louis 3. A. L. 

Johnson, dir adv; C. A. Mueller, asst dir 

adv; M. H. Cable, adv m—Roberts, John- 

son, Rand div; C. E. Leinauer, adv m— 

Friedman-Shelby div; L. C. Hoppe, adv m 

—Peters div. 

Agency: Krupnick, St. Louis, Lee Cavan- 

augh, Harvey Brown, aes. Spot $306,820. 

Interstate Bakeries Corp. 

12 E. Armour Blvd., Kansas City 11, Mo. 

E. B. Hueter, adv m; Dick Brunnenkant, 

asst adv m. 

Agencies: Potts-Woodbury, Kansas City. 

Honig-Cooper, Harrington & Miner, LA 

(Log Cabin bread). HCH&M, San Fran- 

cisco (Blue Seal bread). DFS, San Fran- 

cisco. Spot $1,263,860. 

Interstate Life & Accident 
Insurance 

Chattanooga. David F. Johnston, adv sup. 

Agency: Denton, Atlanta, Phil Denton Sr., 

ae. Spot $28,720. 

Interwoven Stocking Co. 

123 Church, New Brunswick, N. J. 

Agency: London, E. Orange, N. J. Spot 

$147,800. 

lowa Electric Light & Power 

Cedar Rapids, Iowa. Sutherland Dows, adv 

sup. 


Agency: Ambro, Cedar Rapids, Milton 
Kapp, ae. Spot $68,050. 
IXL Food Co. 


1314 First Ave., San Leandro, Cal. 
Agency: Compton, San Francisco. Spot 
$199,050. 

Jack’s Cookie Co. 

2266 N. 3rd St., Baton Rouge. William 
MacNaughton, adv sup. 

Agency: Fitzgerald, New Orleans, Joe L. 
Killeen, ae. Spot $50,140. 
Jackson Brewing Co. 

620 Decatur, New Orleans 7. 
Fabacher, vp & adv m. 

Agency: Fitzgerald, New Orleans, Joseph 
Epstein, ae. Spot $779,100. 


Robert J. 
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Jacobs Packing Co. 
1416 Adams, Nashville. Otto Jacobs, adv m. 
Agency: Fields, Nashville. Spot $39,960. 


Japan Foods Corp. 
365 Brannan, San Francisco 7. Jozo Sugi- 
hara, p. Spot $28,260. 


Jenney Mfg. Co. 

250 Boylston, Chestnut Hill 67, Mass. 
Agency: Griswold Eshleman, Cleveland, 
Kenneth W. Akers, ae. Spot $155,340. 


Andrew Jergens Co. 

2535 Spring Grove, Cincinnati 14. William 
Hausberg, vp chg adv. 

Agency: C&W, NYC 16, Joseph D. Nelson 
Jr., ae. Spot $3,153,280. 


J. D. Jewell, Inc. 

Gainesville, Ga. Jack Prince, vp mkt. 
Agency: Crawford & Porter, Atlanta. Harry 
Crawford, ae. Spot $75,220. 


Jewell Tea Co., Inc. 

Melrose Park, Ill. F. Sikorski, adv m—route 
dept; J. Klinge, sls prom m & adv m— 
stores dept. 

Agency: North, Chi. Spot $119,400. 


J. F. G. Coffee Co. 
Knoxville, Tenn. 
Agency: Clarke, Atlanta. Spot $48,950. 


Jiffy Products 

Manchester, N. H. 

Agency: O'Leary, Boston, William Oran- 
burg, ae. Spot $144,750. 


Joanna-Western Mills Co. 

S. Jefferson & W. Cermak Rd., Chicago 16. 
H. L. Hardy, adv m. 

Agency: KM&J, Chi. Spot $75,970. 


Howard Johnson 

89 Beale St., Wollaston, Mass. Robert D. 
Parks, adv dir. 

Agency: Ayer, Philadelphia, Comer Jenkins, 
ae. Spot $55,270. 


Johnson & Johnson 

George & Hamilton Sts., New Brunswick, 
N. J. J. E. Burke, vp chg merc & adv; I. A. 
Quackenboss, prd group dir—baby prds; 
R. J. Shaw, prd group dir—Band Aid; A. L. 
Gardner, R. G. Schoel, R. B. Thompson, 
R. H. Johnson, prd dirs—baby prds; H. L. 
Farlow, prd dir—Band Aid. 

Agency: Y&R, NYC 17. Spot $157,660. 


S. C. Johnson & Son, Inc. 

1525 Howe, Racine, Wis. Douglas L. Smith, 
adv & merc dir; C. A. Stangby, med m; R. 
H. Deigl, H. D. Wakefield, L. R. Peterson, 
R. E. Dobson, J. B. Rasmussen, prd ms. 
Agencies: Needham, Louis & Brorby, Chi. 
(Glo-Coat, Pride, Stride), Daniel E. Welch, 
a sup. FC&B, Chi. (automotive prds, Klear 
Floor Wax, Raid), G. W. Belsey Jr., a sup. 
B&B, NYC 19 (Johnson Elec. Polisher- 
Scrubber, Glade, Pledge, Beautiflor liquid 
wax & paste wax), F. W. Lanigan, a sup. 
Spot $1,813,560. 


Johnston Pie Co. 

1377 E. 41st St., LA 11. Ellwood B. John- 
ston, adv sup. 

Agency: Davis, Charles Davis, ae. Spot $62,- 
000. 

Judson Dunaway Co. 

Dover, N. H. Spot $23,960. 


E. Kahn’s Sons Co. 
3241 Spring Grove Ave., Cincinnati 25. J. 
Arthur Silberhorn, vp mkt. 






Agency: Goulder, Cleveland, Brice Met- 
calfe, ae. Spot $70,000. 


Kaiser Industries Corp. 

1924 Broadway, Oakland 12, Cal. Alberto 
H. deGrassi, adv m—Alum & Chem Corp; 
Harrison H. Hance, adv m—Steel Corp. 
Agency: Y&R, San Francisco, William Cal- | 
houn, ae—Alum & Chem Corp; Fred Craw- 
shaw, Steel Corp. Spot $83,040. 


Kal Kan Foods, Inc. 

3363 E. 45th St., LA 58. Hy Freedman, vp, | 
sls m & adv m. | 
Agency: Stromberger, La Vene, McKenzie, | 
LA. Spot $26,250. 


Kasser Distillers Products Corp. | 
3rd & Luzerne, Philadelphia 40. Raymond | 
H. Kasser, vp, adv & sls m. 
Agency: Werman & Schorr, Philadelphia, | 
Jay Beneman, ae. Spot $29,370. 


Kayser-Roth Hosiery Co., Inc. 
200 Madison Ave., NYC 16. Basil Thomsen, | 
adv & sls prom dir—Esquire div; Murray | 
Rudomin, adv & sls prom dir—Fruit of the | 
Loom and unbranded divs. 
Agency: Daniel & Charles, 
$282,440. 


Keebler Biscuit Co. 

Aero Dr. & Ellicott Creek Rd., Cheek- 
towaga, N. Y. B. N. Grossman, adv m. 
Agency: Rumrill, Baldwin, Bowers & 
Strachen div, Buffalo, J. G. Wells, ae. Spot 
$452,080. 


Kellogg Co. 

235 Porter, Battle Creek, Mich. Ralph P. 
Olmstead, vp chg adv; Harold M. List, vp 
& adv m—Kellogg sls; D. F. Brown, A. J. 
Finley, W. M. Pierce, assts to adv m. 
Agency: Burnett, Chi., Roy S. Lang, ae. 
Spot $2,549,440. 


Kelly Food Products Inc. 

305-25 W. Cerro Gordo, Decatur, Ill. S. 
Walter Tick, sec chg adv & sls. 

Agency: Grubb & Petersen, Champaign, 
Ill., B. Michaels, ae. Spot $39,730. 
Kendall Refining Co. 

77 N. Kendall Ave., Bradford, Pa. H. P. 
Pruch, adv m. 

Agency: Barber & Drullard, Buffalo, H. L. 
Barber, ae. Spot $26,890. 

Kennecott Copper Corp. 

161 E. 42nd St., NYC 17. C. T. M. Jaeger, 
adv m. 

Agency: C&W, NYC 16, A. W. Franzheim, 
ae. Spot $21,330. 

Kennedy Co. 

York, S. C. Dr. S. K. Lowery, adv sup. 
Agency: Klein, Charlotte, N. C., Charles L. 
Moss, ae. Spot $21,800. 
Kern’s Bakery 

Abingdon Hwy., Bristol, Va. 
Agency: Huster, Knoxville, 
Huster, ae. Spot $44,890. 
Kerr-McGee Oil Industries, Inc. 
Kerr-McGee Bldg, Oklahoma City 2. G. W. 
Williams Jr., adv m. 

Agency: Lowe Runkle, Oklahoma City, 
Monty Mann, Vern Morelock, aes. Spot 
$60,000. 

Keystone Steel & Wire Co. 

Peoria 7, Ill. Harold L. Coons, adv m. 
Agency: F&S&R, Chi. (consumer). Spot 
$105,690. 

Kilgore, Inc. 

200 E. Broadway, Westerville, Ohio. R. 


NYC. Spot 


Edwin C. 
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Burgher, adv sup. 
Agency: Ovesey & Straus, NYC 1, 
Straus, ae. Spot $46,460. 


Kilpatrick’s Bakeries, Inc. 

1312 E. 8th St., Oakland, Cal. Harold Kil- 
patrick, adv sup. 

Agency: Reinhardt, Oakland, Emil Rein- 
hardt, ae. Spot $260,650. 


Cc. M. Kimball Co. 
131 State St., Boston 9. 
Agency: Hutchinson, Boston. Spot $68,140. 


Kimberly-Clark Corp. 

Neenah, Wis. 

Agency: FC&B, Chi., Robert J. Koretz, ae. 

Spot $139,050. 

King Kone Corp., Div. Old 
London Foods, Inc. 

788 E. 138th St., NYC 54. O. L. Coe, adv 

& merc m. 

Agency: Manoff, NYC 17, Larry Varvaro, 

ae. Spot $144,000. 

King Scoopers, Inc. 

Agency: Adv. Unlimited, Denver, Larry L. 

King, ae. Spot $74,360. 

Kingsbury Breweries Co. 

901 Marshall, Manitowoc, Wis. C. G. Weber, 

adv m. 

Agency: Barnes, Milwaukee, John Barnes, 

ae. Spot $57,480. 

G. R. Kinney Corp. 

221 Fourth Ave., NYC 3. C. J. Hannon, adv 

& sls prom m. 

Agency: Sawdon, NYC 22. Spot $76,830. 

Kirsch Beverages, Inc. 

919 Flushing Ave., Brooklyn 6, N. Y. Milton 

Wolff, adv m. 

Agency: Gardner, NYC 17, Bill Byrne, ae. 

Spot $454,980. 

Kirwin Brewing, Ltd. 

Agency: FRC&H, NYC, Walter Lurie, ae. 

Spot $21,120. 

Kitchens of Sara Lee 

5353 Elston Ave., Chicago 8. Kenneth A. 

Harris, adv dir. 

Agency: C&W, Ivan Hill, ae. Spot $86,670. 

Kitty Clover, Inc. 

2200 S. 24th St., Omaha. Spot $33,650. 

Knickerbocker Plastic Co., Inc. 

11501 Hart St., Hollywood, Cal. Josef Prin- 

ciotta, dir of adv. 

Agency: Hixson & Jorgensen, LA, Crofton 

Jones, ae. Spot $51,290. 

Knot Mfg. Co. 

411 Powhatten, Lester, Pa. Spot $26,340. 

Knox Gelatine Co., Inc. 

13 Knox Ave., Johnstown, N. Y. 

Agency: Hoyt, NYC 17, E. W. Hoyt, ae. 

Spot $102,680. 

Knox Industries, Inc. 

0. G. & E. Bldg, Enid, Okla. Dick Knox, 

adv sup. 

Agency: Ford, Enid, Weldon Ford, ae. Spot 

$35,440. 

Knudson Creamery Co. 

1974 Santee, LA 11. 

Agency: Heintz & Co., LA, Herbert Dickow, 

Peter Heintz, aes. Spot $58,130. 

Koester’s Bakery 

650 Lexington St., Baltimore. 

Agency: Jones, Carroll Jones, ae. Spot 

$118,100. 

Kotarides Baking Co. 

117 E. 16th St., Norfolk, Va. Alex Kotarides, 

adv sup. 


Dave 
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Agency: Lewis, Norfolk, John H. Lewis, ae. 
Spot $43,510. 


Kraft Foods, Div. of Nat’! Dairy 
Products Corp. 
500 Peshtigo Ct., Chicago 90. R. A. Davis, 
g adv m; R. P. Hogan, prd adv m—salad 
prds; J. R. Blocki, prd adv m—confections 
& special prds; John Camp, prd adv m— 
cheese; J. J. Wallner, prd adv m—mar- 
garines & oils. 
Agencies: JWT, Chi. (consumer adv cheese 
& salad dressings), Arthur Farlow, ae. 
NL&B, Chi. (Parkay, Kraft oil, Kraco, Seal- 
test prds). FC&B, Chi. (Kraft confections), 
Robert M. Trump, ae. Spot $657,720. 


S. S. Kresge Co. 

2727 Second St., Detroit 32. W. F. Crissman, 
adv m. 

Agency: MJ&A, Bloomfield 
Spot $78,630. 


Krey Packing Co. 

3607 N. Florissant Rd., St. Louis 7. John 
K. Stephens, vp, dir pr, adv & sls; Paul S. 
Carothers, adv & sls prom m. 

Agency: D'Arcy, St. Louis, Roger Bacon, ae. 
Spot $61,550. 


Kroger Co. 

35 E. 7th St., Cincinnati 2. W. J. Sanning, 
m adv & sls prom; R. W. Godley, dir adv 
& sls prom; W. W. Oliver, asst m, adv & 
sls prom. 


Hills, Mich. 


Agency: Campbell-Mithun, Minneapolis. 
Spot $1,170,340. 

Kuner-Empson Co. 

Brighton, Colo. 

Agency: Rippey, Henderson, Bucknum, 


Denver. C. G. Henderson, ae. Spot $30,430. 

John Labatt, Ltd. 

London, Ont., Canada. 

Agency: Ellis, Buffalo, Maxwell Ellis, ae. 

Spot $339,070. 

Lamour Hair Products, Inc. 

542 Craven, Bronx 59, N. Y. 

Agency: Radar, NYC 19. Spot $383,590. 

Landers, Frary & Clark 

Center St., New Britain, Conn. G. E. Hen- 

derson, adv m. 

Agency: Goold & Tierney, NYC 17, Kenneth 

Westervelt, ae. Spot $78,930. 

Langendorf United Bakeries, Inc. 

1160 McAllister, San Francisco 15. Nor- 

man E. Mark, adv m. 

Agencies: Y&R, San Francisco (Langen- 

dorf Div.), James McManus, ae. Atherton 

Mogge Privett, Inc. LA (Barbara Ann), T. 

Scholts, ae. Lennen & Newell, San Fran- 

cisco (Butter Nut Div. & Hollywood Bread 

Div.), Alan Nelson, ae. Richard N. Meltzer 

Adv., San Francisco (Holsum Bread Div.), 

John Bodnar, ae. Spot $704,640. 

Lanolin Plus, Inc., for Diversified 
Cosmetics of Amer. 

37 Empire St., Newark 12, N. J. Theodore 

Braude, dir adv. 

Agency: EWR&R, NYC 17, Ray Ender, ae. 

Spot $1,222,960. 

Lan-O-Sheen, Inc. 

804 Finch Bldg, St. Paul 1. 

Agency: Bozell & Jacobs, Minneapolis, Sam 

Kaufman, ae. Spot $95,000. 

Lanvin Parfums, Inc. 

767 Fifth Ave., NYC 22. 

Agency: Cohen Dowd 

(r&tv). Spot $521,210. 

V. LaRosa & Sons, Inc. 


Redfield, NYC 


473 Kent Ave., Brooklyn 11, N. Y. Vincent 
S. LaRosa, adv m. 

Agency: Hicks & Griest, NYC 17. Spot 
$297,160. 

Larsen Co. 

314 N. Broadway, Green Bay, Wis. Don 
Fairbarn, adv m & merc m. 

Agency: Campbell-Mithun, Minneapolis, 
Robert B. Pile, ae. Spot $93,400. 


Larson Laboratories, Inc. 

1320 Irwin Dr., Erie, Pa. N. B. Veroneau, 
vp, dir sls, adv. 

Agency: Hilton & Riggio, NYC 19. Spot 
$45,070. 

Larus & Brother Co., Inc. 

22nd & Cary, Richmond 17. J. Sam Fouts, 
adv m. 

Agency: Cargill, Wilson & Acree, Rich- 
mond, Robert A. Wilson, ae. Spot $81,590. 


La Touraine Coffee Co. 

291 Atlantic Ave., Boston 10. A. E. Peterson, 
adv & sls m. 

Agency: Hoag & Provandie, Boston, Bill 
Washburn, ae. Spot $27,630. 


Lawrence Laboratories, Inc. 

55 W. 42nd St., NYC 36. William Berg, 
adv m. 

Agency: Rader, NYC 19, $40,050. 


H. W. Lay & Co., Inc. 

4950 Peachtree Indl. Blvd., Chamblee, Ga. 
Lymon Hall, vp merc & adv m. 

Agency: LNB&L, Atlanta, C. K. Liller, Paul 
Patterson, aes. Spot $159,780. 


Lea & Perrins, Inc. 

241 West St., NYC 13. Stuart Duncan 2nd, 
adv & sls m. 

Agency: Croot, NYC 36. Spot $31,060. 


Lee Optical Co. 

1426 Dragon St., Dallas. 

Agency: Mayfair Assoc., Robert L. Wood, 
ae. Spot $134,280. 


Lee Rubber & Tire Corp. 
Conshohocken, Pa. Frank X. Hines, adv m. 
Agency: Grey & Rogers, Philadelphia. Spot 
$93,030. 


Leeds Chemical Products Co. 

112 E. Walton, Chicago. Maury Mayber, 
vp adv. 

Agency: Livingston & Assocs., Chi., Fred 
Livingston, ae. Spot $51,780. 

Thos. Leeming & Co., Inc. 

155 E. 44th St., NYC 17. C. F. Junod, gen 
sls m & adv m. 

Agency: Esty, NYC 17 (Ben Gay), A. S. 
Hardin, ae. Spot $196,590. 

Lehn & Fink Products Corp. 

445 Park Ave., NYC 22. Robert Walker, 
adv m—Dorothy Grey: John H. Thomas, 
adv m—Tussy. 

Agency: McCann-Erickson, NYC 17 (Dor- 
othy Grey & Lysol); Y&R, NYC (Tussy). 
Spot $114,890. 

Leonard Refineries 

Alma, Mich. T. E. Bennett, adv sup. 
Agency: Aves, Grand Rapids, Wesley Aves, 
ae. Spot $172,590. 

Leslie Salt Co. 

505 Beach, San Francisco 11. 

Agency: H-CH&M, San Francisco, Louis 
Honig, ae. Spot $204,360. 

Lever Bros. 

390 Park Ave., NYC 22. Samuel Thurm, 
adv vp; Howard Eaton, med dir: George 
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Beyer Jr., Ernest Whitney, D. F. Bland, 
Otto Ritzmann, J. G. Gammel, J. R. Ed- 
miston, W. H. Scully, J. R. Larson, G. F. 
Cech, J. J. Kelley, R. A. Wright, prd ms— 
soaps and detergents; C. Brink, C. E. 
Palmer, R. H. MacLachlan, C. G. McNaull, 
prds ms—food div.; E. F. Ramsey, prd m 
—AirWick; Bobb Slattery, prd m—Pepso- 
dent paste & powder; J. K. Verden, prd 
m—Stripe; David Burge, prd m—brushes 
& antiseptic; H. M. Shayne, prd m—Dove. 
Agencies: JWT, NYC 17 (Lux, Rinso, 
Stripe), A. Butler, ae. K&E, NYC 17 
(Praise, Handy Andy, Spry & Liquid Spry), 
R. Burton, ae. NL&B, NYC 19 (All, Swan 
Liquid), E. Kenly, ae. BBDO, NYC 17 
(Surf, Gayla, Wisk), C. Newton, ae. 
SSC&B, NYC 22 (Silver Dust, Breeze, Life- 
buoy, Hum), E. Dooley, ae. Ogilvy, Benson 
& Mather, NYC 17 (Good Luck margarine, 
Lucky Whip, Dove), E. Stowell, ae. FC&B, 
NYC 17 (Imperial margarine, Pepsodent 
prds, AirWick), R. Taylor, ae. Spot $16,- 
578,860. 


Levering Coffee Co. 

1200 66th St., Baltimore 24, Md. 

Agency: Applestein, Levinstein & Golnick, 
Baltimore, Leon S. Golnick, ae. Spot $33,- 
780.. 


Lewis Food Co. 

817 E. 18th St., LA 21. D. B. Lewis, p & 
adv m. 

Agency: Rickett Lauritzen, LA, Don Lau- 
ritzen, ae. Spot $784,830. 


Libby, McNeil & Libby 

200 S. Michigan, Chicago. Albert J. Ma- 
leske, adv m. 

Agencies: JWT, Chi. T. P. Jardine, ae; 
BBDO, Chi. (frozen food & canned salmon 
div.), W. R. Gillen, ae. Spot $56,800. 


Liebmann Breweries, Inc. 

36 Forrest, Brooklyn 6, N. Y. William L. 
Dye, adv m. 

Agency: FC&B, NYC 17, Frank Delano, ae. 
Spot $488,470. 


Liggett & Myers Tobacco Co., Inc. 
630 Fifth Ave., NYC 20. Lawrence W. 
Bruff, adv m. 

Agencies: McCann-Erickson, NYC 17 
(Chesterfield, Oasis), C. Terrence Clyne, 
a sup; DFS, NYC 17 (L & M), Clifford L. 
Fitzgerald, a sup. Spot $1,865,830. 


Linco Distributing Corp. 

2155 W. 80th St., Chicago 20. 

Agency: D'Arcy, Chi., Ray A. Washburn, 

ae. Spot $50,000. 

Lincoin Income Life Insurance Co. 

Louisville 3, Ky. L. A. Olges, sec. 

Agency: Becker, Louisville, Spot $29,010. 

Lion, Inc. (Gibbons Brewery) 

700 N. Pennsylvania Ave., Wilkes-Barre. 

James Swartz, adv m. 

Agency: Gann, Scranton. $63,800. 

Lion Oil Co., Div. Monsanto 
Chemical Co. 

Lion Oil Bldg, El] Dorado, Ark. E. D. Smith, 

adv & sls prom m; C. R. Olson, adv & sls 

cons. 

Agency: French & Shields, St. Louis. Spot 

$46,690. 

Lionel Corp. 

15 E. 26th St., NYC 10. Jacques Zuccaire, 

adv & sls prom m, dir pr. 

Agency: Grey, NYC 22 (toy trains), Saul 

Waring, ae. Spot $122,370. 








Little Crow Milling Co. 
Warsaw, Ind. R. D. Maish, adv m. 
Agency: Weiss, Chi. Spot $201,360. 


Little Rock Packing Co. 
2500 E. Capitol, Little Rock, Ark. Art 
Schnipper, adv sup. 


Agency: Brooks-Pollard, Little Rock, Al 
Pollard, ae. Spot $23,430. 

Lloyd Aerosol Labs 

Houston. 

Agency: McKown, Alexander & Wells, 


Dallas, Jack Alexander, ae. Spot $20,080. 
Loblaw, Inc. 


Niagara Food Terminal, 
Kruetzer, adv sup. 
Agency: Busch, Buffalo, Roderic Reeder, 
ae. Spot $71,890. 


Loew’s Theatres, Inc. 

1540 Broadway, NYC 36. Ernest Emerling, 
adv m & dir pub. 

Agency: Donahue & Coe, NYC 20, Lloyd 
Seidman, ae. Spot $86,210. 


Lone Star Brewing Co. 

600 Simpson, San Antonio 6. Robert O. 
Holleron, adv dir. 

Agency: Glenn, Dallas, Ward M. Wilcox, 
ae. Spot $411,400. 


Lone Star Gas Co. 

310 S. Harwood, Dallas 1. Neal Hall, adv 
dir. 

Agency: EWR&R, Dallas, Alex G. Pappas, 
ae. Spot $167,530. 


Long-Bell Lumber Co. 

R. A. Long Bldg, Kansas City, Mo. Tom 

Hope, adv m. 

Agency: Ford, Enid, Okla. Spot $25,580. 

P. Lorillard Co. 

206 E. 42nd St., NYC 17. Thomas Tausig, 

adv m; George Whitmore, brand adv m; 

Richard Kieling, dir mkt research; Arthur 

Freitag, adv analyst. 

Agency: L&N, NYC 17. Spot $1,717,450. 

Louisiana State Rice Milling Co., 
Inc. 

Abbeville, La. Charles R. Godchaux, up adv. 

Agency: Fitzgerald, New Orleans, Joseph 

H. Epstein, ae. Spot $116,940. 

Luck’s Foods 

Seagrove, N. C. Col. C. C. 

Spot $28,130. 

Lucky Lager Brewing Co. 

2601 Newhall, San Francisco 19. 

Agency: McCann-Erickson, San Francisco, 

Burton C. Granicher, ae. 

Ludens, Inc. 

200 N. Eighth, Reading, Pa. 

Guilder, vp chg sls. 

Agency: Mathes, NYC 16, Wilfred King, 

ae. Spot $54,000. 

Lykes Meat Packers 

4110 S. Dixie, W. Palm Beach, Fla. 

Agency: Lacey, Tampa, Phyllis Lacey, ae. 

Spot $20,860. 

M. J. B. Co. 

665 Third St., San Francisco 7. Paul H. 

Beuter, adv m. 

Agency: BBDO, San Francisco, Hal Chase, 

ae. Spot $1,507,360. 

M&M Candies, Div. Food Mfrs., 
Inc. 

High St., Hackettstown, 

Soudant, vp chg sls & adv. 

Agency: Bates, NYC 19, William Craigie. 

ae. Spot $2,692,310. 


Buffalo. June 


Smith, adv sup. 


Charles W. 


N. J. Leon M. 





M System Food Stores 
U. S. Highway 67 W., Texarkana, Tex. 
Agency: Dodson, Texarkana. Spot $21,200. 
Maas Bros. 

Franklin & Zack Sts., Tampa. Ray Hough, 
adv sup. 

Agency: Hilton & Gray, Tampa, Howard 
Hilton, ae. Spot $38,080. 


Macfadden Publications, Inc. 

205 E. 42nd St., NYC 17. S. N. Himmel- 
man, vp & circ dir. 

Agency: Bryan Houston, NYC 19. 
$45,090. 

Magnolia Petroleum Co. 
Magnolia Bldg., Dallas 2. R. M. Carter, 
adv m. 

Agency: Ratcliffe, Dallas. Spot $73,350. 


Spot 


Maiden Form Brassiere Co. 

200 Madison Ave., NYC 16. Gerald Shapiro, 
adv m. 

Agency: NC&K, NYC 22, H. G. Bissenger, 
ae. Spot $308,770. 

Malt-O-Meal Co. 

1212 Foshay Tower, Minneapolis 2. 
A. Otis, adv m. 

Agency: Campbell-Mithun, Minneapolis, F. 
Blake Cox, ae. Spot $475,600. 


Manchester Hosiery Mills 

350 Fifth Ave., NYC 1. Larry B. Marks, 
dir adv & sls prom. 

Agency: Bahn, Boston. Spot $72,420. 
Mangels, Herold Co. 

Key Highway & Boyle St., Baltimore 30. 
Walter B. Mangels Jr., p, adv & sls m. 
Agency: Buddemeier, Baltimore, Harry W. 
Buddemeier, ae. Spot $110,380. 


Ruth 
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Manhattan Coffee Co. 

301 S. Eighth St., St. Louis 2. 

Agency: Rutledge & Lilienfeld, St. Louis. 
Elliott R. Davies, ae. Spot $28,560. 


Manhattan Shirt Co. 

444 Madison Ave., NYC 22. Eric Younger, 
dir adv. 

Agency: Daniel & Charles, NYC 16, Daniel 
Karsch, ae. Spot $50,330. 


Mann’s Potato Chip Co. 

2215 Adams PIl., N.E., Washington. Frank 
E. Mann, adv sup. 

Agency: Ferguson, Washington, Courtland 
D. Ferguson, ae. Spot $76,960. 


Manor Bakeries Co. 

3500 Manor Way, Dallas. N. D. Clinch, adv 
sup. 

Agency: Crook, Dallas, Wilson Crook Sr., 
ae. Spot $71,450. 


Manufacturers Light & Heat Co. 

Union Trust Bldg., Pittsburgh 19. William 

T. Hicks Jr., adv m. 

Agency: K,MacL&G, Pittsburgh, E. H. 

Pfund, ae. Spot $61,680. 

Marathon Corp., Northern Div. 

Green Bay, Wis. R. J. Turek, adv m. 

Agency: Y&R, Chi., Barton H. Cameron, 

ae. Spot $1,734,000. 

Juliette Marglen Co., Inc. 

5 W. 54th St., NYC 19. Amelia Bassin, chg 

adv. 

Agency: Flanagan, NYC, Robert L. Flana- 

gan, ae. Spot $171,220. 

Mars, Inc. 

2019 N. Oak Park Ave., Chicago 35. H. A. 

Lehrter, adv m. 

Agency: Knox Reeves, Minneapolis, W. D. 

O’Brien, ae. Spot $38,340. 

Jordan Marsh Co. 

450 Washington, Boston 7. Ellsworth B. 

Lawrence, adv m. 

Agency: Frank, Boston, Ruby Newman, ae. 

Spot $106,160. 

Marshall Field & Co. 

111 N. State St., Chicago 90. Carl D. 

Guldager, adv m—retail div. 

Agency: Fletcher Richards, 

Holden, Chi. Spot $48,960. 

Marshall Wells-Kelley How 
Thomson 

Duluth 1, Minn. Loren H. Duff Jr., adv & 

sls prom m. 

Spot $21,180. 

Mary Ellen, Inc. 

2323 Fourth St., Berkeley 10, Cal. Robert 

Bailey, adv & sls m. 

Agency: GB&B, San Francisc, 

Whitehead, ae. 

T. Marzetti Co. 

E. Broad St., Columbus, Ohio. 

Agency: Byer & Bowman, Columbus, James 

Kelso, ae. Spot $43,390. 

Matson Navigation Co. 

215 Market, San Francisco 5. Richard H. 

King, adv & sls dir; Jerome Parker, adv m. 

Agencies: F&S&R, San Francisco (mainland 

adv), John Leghy, ae; Holst & Male, Hono- 

lulu (Hawaiian adv). Spot $36,840. 

Earl E. May Seed Co. 

Shenandoah, Iowa. W. V. Overby, adv m. 

Agency: Allen & Reynolds, Omaha. Spot 

$24,690. 

Maybelline Co. 

5900 Ridge Ave., Chicago 26. T. L. Williams 


Calkins & 


Robe-t 
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Jr., vp, sec & asst adv m. 
Agency: Best, Chi. Spot $1,553,810. 


Oscar Mayer & Co. 

1241 N. Sedgwick, Chicago 10. Carl C. 
Mayer, vp chg adv—Madison, Wis; William 
B. Walrath Jr., adv m—Madison, Wis. 
Agencies: Wherry, Baker & Tilden, Chi., 
Arthur Towell, Madison. Spot $853,290. 


McCormick & Co., Inc. 

McCormick Bldg., Baltimore 2. Charles F. 
Mattern, adv m. . 

Agencies: L&N, NYC 17 (extracts & coffee), 
Winston Butz, ae; DCS&S, NYC 36 (Fun- 
Soft drink, Fluffy instant mashed potatoes). 
Spot $279,570. 


Sam McDaniel & Sons 

Bedford, Va. 

Agency: Cargill, Wilson & Acree, Rich- 
mond, Edward Acree, ae. Spt $42,540. 


McGarvey-Atwood Coffee Co. 

1129 Currie Ave., Minneapolis 3. 

Agency: Pidgeon, Savage & Lewis, Minne- 
apolis, Bill Cragie, ae. Spot $°35,200. 


McKesson & Robbins, Inc. 

Grasmere Ave., Bridgeport 9. Donald C. 
Berry, vp chg adv, 155 E. 44th St., NYC 36. 
Agency: DFS, NYC 17. Spot $381,040. 


McMillen Feed Mill Co. 

300 Fort Wayne Bank Bldg., Fort Wayne 2, 
Ind. Arthur W. Parry Jr., adv m. 

Agency: Superior, Ft. Wayne. Spot $30,150. 
Mead Baking Co. 

Wichita Falls, Tex. 

Agency: Ted Webber, Ted Webber, ae. 
Spot $281,070. 

Medomak Canning Co. 

Rockland, Me. Frederic H. Bird, adv m. 
Agency: CWSC&M, Boston. Spot $21,320. 
Megowan Educator Food Co. 

27 Lackson St., Loweil, Mass. 

Agency: Dowd, Boston. Spot $21,590. 
Megs Macaroni Co. 

Harrisburg, Pa. 

Agency: Weightman, Philadelphia, S. A. 
Tannenbaum, ae. Spot $77,610. 

Mennen Co. 

Hanover Ave., Morristown, N. J. William 
G. Mennen Jr., vp adv; C. G. Trundle, prd 
m—baby line; F. T. Kelly, prd m—men’s 
line; W. J. Brodbeck, prd m—men’s line. 
Agency: Grey, NYC (baby line, Quinsana; 
electric pre-shave lotion, Mennen’s Afta 
Shave, Foam, men’s talcs, tube shave and 
all tv adv). Spot $79,200. 

Merchants Biscuit Co. 

4301-19 N. 30th, Omaha 11. E. J. Serpan, 
adv & prom m, 

Agency: Allen & Reynolds, Omaha, Milton 
Reynolds, ae. Spot $54,410. 

Merit Paint & Varnish 

3742 F Qlct St., Cleveland. Harold Piper, 
adv sup. i 
Agency: Wyse Adv., Cleveland. Spot $26,- 
250. 

Merkel Meats 

9401-19 Sutphin Blvd., Jamaica, N. Y. Wil- 
fred C. Allen, adv sup. 

Agency: L. H. Hartman, NYC 20, Alfred 
E. Byra, ae. Spot $35,780. 

H. H. Meyer Packing Co. 

2115 Linn, Cincinnati 14. Roy H. Clark, 
adv m. 

Agency: Perry-Brown, Cincinnati, Robert 
Wilkins, ae. Spot $59,150. 





Meyer’s Baking Co. 

7th & Pulaski, Little Rock. Charles Meyer 
Jr., adv sup. 

Agency: Lamb & Assoc., Little Rock, Ted 
Lamb, ae. Spot $31,280. 


MFA Mutual Insurance Co. 
1505 W. Broadway, Columbia, Mo. Judd 
Wyatt, dir adv. Spot $52,940. 


Miami Margarine Co. 

5226 Vine, Cincinnati 17. Elmer L. Weber, 
dir sls & adv. 

Agency: Jones, Cincinnati, Stanley A. Wil- 
ler, ae. Spot $28,080. 


Miami Valley Milk Assn. 

135 S. Perry St., Dayton. Les Mapp, adv 
sup. 

Agency: Hugo Wagenseil & Assoc., Dayton, 
Bob Harwood, ae. Spot $23,460. 


Michigan Bakeries, Inc. 
1325 Edna S.E., Grand Rapids. Spot $42, 
880. 


Michigan Bell Telephone Co. 

1214 Griswold, Detroit 26. F. E. Smykla, 

adv m; A. E. Pond, adv m. 

Agency: Ayer, Detroit. Spot $233,030. 

Mick or Mack 

840 Union St., Salem, Va. Wilda Coleman, 

adv sup. Spot $20,380. 

Midland Bakeries Co. 

600 S. Jefferson, Peoria 6, Ill. James C. 

Cable, p, adv & sls m. 

Agency: Rutledge & Lilienfeld, St. Louis. 

Gerald P. Deppe, ae. Spot $32,640. 

Midland Pharmacal Corp. 

45 W. 45th St., NYC 36. 

Agency: Street & Finney, NYC 36. Spot 

$148,200. 

Miles Laboratories, Inc. 

1127 Myrtle, Elkhart, Ind. P. L. Shupert, 

vp chg U.S. sls & adv. 

Agencies: Wade, Chi., Hal H. Thurber, ae; 

Wade, LA (Miles Calif. Co.), Forrest F. 

Owen Jr., ae. Spot $7,895,950, 

E. B. Millar Coffee Co. 

1822 Blake, Denver 2. C. J. Donnelly, adv 

sup. 

Agency: Bradley Lane, Denver, Bradley 

Lane, ae. Spot $23,210. 

Miller-Becker Co. 

4922 E. 49th, Cleveland 4. 

Agency: Lustig, Cleveland. Spot $39,650. 

Miller Brewing Co. 

4000 W. State, Milwaukee 1, Wis. Edward 

G. Ball, dir adv & sls prom; Jack A. 

Swedish, nat adv m; George F. Gill, John 

R. Wickstrom, in-mkt adv ms. 

Agency: Mathisson, Milwaukee, 

Mathisson, ae. Spot $510,560. 

Minneapolis Brewing Co. 

1215 Marshall, N.E., Minneapolis, Luke L. 

Laskow, adv m. 

Agency: Knox Reeves, Minneapolis, Howard 

Jones, ae. Spot $384,220. 

Minnesota Consolidated 
Canneries, Inc. 

738 Baker Bldg., Minneapolis 2. 

Agency: Brewer, Minneapolis. Spot $25,320. 

Minnesota Mining & Mfg. 

900 Bush Ave., St. Paul 6. 

Agency: MJ&A, Bloomfield Hills, Mich. R. 

MacGregor, ae. Spot $458,680. 

Minute Maid Corp. 

Orlando, Fla. Walter A. Bonvie, adv dir. 

Agencies: Bates, NYC 19 (Minute Maid), 
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William L. Musser, ae. Reach, McClinton & 
Pershall, Chi. (Hi-C fruit drinks), Rich- 
ard Brown, ae. KHCC&A, NYC 22 (Snow 
Crop juices), James Williamson, ae. Spot 
$1,219,840. 


Mission of California, Inc. 

197 Chatham, New Haven, Conn. Adrian 
Hirschhorn, adv m. 

Agency: Cohen Dowd & Aleshire, NYC, 
B. Field, ae. Spot $42,660. 


Mission Pak 
125 E. 33rd St, LA 11. Albert Waxen- 
berg, adv sup. 
Agency: Stanley Pflaum Assoc., Beverly 
Hills, Stanley Pflaum, ae. Spot $42,620. 


Missouri Farmers’ Assn. 

901 S. Seventh, Columbia, Mo. Jack Stuf- 
flebam, dir adv—farm supplies. Spot $27,- 
840. 


Mode O’Day Corp. 

8487 W. 3rd St., LA 48. H. H. Lindstrom, 
dir adv. 

Agency: Lansdale, LA. Spot $30,620. 


Mogan David Wine Corp. 

3737 S. Sacramento, Chicago 32. Bernard 
J. Wiernik, vp sls & adv. 

Agency: Weiss, Chi. Spot. $377,410. 
Mohawk Airlines, Inc. 
Oneida County Airport, 
Thomas J. Kirkup, vp sls. 
Agency: Farquhar, Utica, John T. Farqu- 
har, ae. Spot $22,180. 


Mojud Company, Inc. 
112 W. 34th St., NYC 1, Gerald Kornfeld, 
adv m. Spot $101,460. 


Molson’s Brewery, Ltd. 
1555 Notre Dame St., West Montreal 25, 
Quebec, Can. J. P. Rogers, adv m; L. A. 
Wainwright, adv m—Toronto, Ont. 
Agency: Fay, Albany, N. Y. (U. S. adv). 
Spot $310,000. 

Monarch Wine Co., Inc. 

4500 Second Ave., Brooklyn 32, 
Mort Wyner, dir sls & adv. 
Agency. Gumbinner, NYC 21. 
090. 

Monmouth Canning Co. 
P. O. Box 940, Portland, Me. 
Soule, adv sup. 

Agency: O’Brien, Robert F, O’Brien, ae. 
Spot $93,040. 

Montgomery Ward & Co. 

619 W. Chicago Ave., Chicago 7. A. H. 
Truitt, retail sls prom m; J. A. Mertin, 
med dir; D. L. Glasell, retail tv sup. Spot 
$500,000. 

E. W. Mootz Bakery 

Huntington, W. Va. John McVay, adv sup. 
Spot $40,260. 

Morning Milk Co. 

Salt Lake City 1. 

Agency: Harris & Montague, Salt Lake 
City, R. T. Harris, ae. Spot $20,770. 
Philip Morris, Inc. 

100 Park Ave., NYC 17. Roger M. Greene, 
vp adv; Perry Leary, brand m—Marlboro; 
Blake Henry, brand m—Philip Morris; 
Jack Landry, brand m—Parliament; Alan 
Beck,brand m—Benson & Hedges. 
Agencies: Burnett, Chi. (Marlboro, May- 
field, Philip Morris), Owen Smith, ae; 
B&B, NYC 19 (Parliament), C. Blagden, 
ae. DDB, NYC 36 (Benson & Hedges), 
Charles Rollins, ae. Spot $4,066,710. 


Utica, N.Y. 


ee 


Spot $717,- 


Chester 













Morton Salt Co. 
110 N. Wacker Dr., Chicago 6. C. R. Row- 
land, adv m—consumer prds. 

Agency: NL&B, Chi., J. J. Keene, ae. Spot 
$197,920. 


Mother’s Cake & Cookie Co., 
Distributors 

810 8lst Ave., Oakland 21, Cal. B. Isaac- 

son, adv sup. 

Agency: GB&B, San Francisco, J. C. Col- 

well, ae. Spot $23,300. 


Motorists’ Mutual Insurance Co. 
471 E. Broad, Columbus 16, Ohio. Cameron 
Williams, dir adv & pr. 

Agency: Kight, Columbus. Spot $34,660. 


Mountain States Tel & Tel 
Telephone Bldg., Denver 2. S. J. Poulier, 
adv m. 

Agency: Rippey, Henderson, Bucknum, 
Denver, J. S. Holme, ae. Spot $158,610. 


Cc. F. Mueller Co. 

180 Baldwin Ave., Jersey City 6, N. J. M. 
O'Rourke, adv m. 

Agency: DCS&S, NYC 36, Eugene Hul- 
shizer, ae. Spot $350,900. 


Mural Stone, Inc., of Columbus 
Columbus, Ohio. Larry Palitz, adv sup. 
Agency: Dodsworth, Falck & Hutchison, 
Columbus. Bob Hutchison, ae. Spot $69,- 
000. 


Arthur Murray School of Dancing 
11 E. 43rd St., NYC 17. Arthur Murray, p. 
Agency: Donahue & Coe, NYC, Spot $49,- 
390. 

Mutual Distributing Co. 

1120 Capitol Ave., Cmaha. 

Agency: Universal Adv., Omaha, Millard 
Rosenberg, ae. Spot $28,230. 


Mutual Service Insurance Corp. 
1919 University Ave., St. Paul, Minti. James 
Torres, adv sup. 

Agency: Kerker Peterson, Minneapolis, Al 
Sandvik, ae. Spot $58,320. 


Mystik Adhesive Products, Inc. 
2634 N. Kildar Ave., Chicago 39, Edwin 
F. Kusek, dir retail adv. 

Agency: George H. Hartman Co., Chi., 
Rowland Laughlin, ae. Spot $215,480. 


Myzon, Inc. 
3129 W. 47th, Chicago 32. Arthur E. 


Meyerhoff Jr., p & adv m. 
Agency: Meyerhoff, Chi. Spot $33,790. 
Nalley’s Inc. 


3410 S. Lawrence, Tacoma 1. R. T. Ross, 
adv m. 


Agency: Pacific National Adv., Seattle, 
Frank Horsley, ae. Spot $102,610. 
Naphsol Refining Co. 

Grand Rapids. 

Agency: Norman Navan, Grand Rapids. 
Spot $49,020. 

Narragansett Brewing Co. 

Elmwood Sta., Providence 7. John W. 


Haley, adv m. 
Agency: C&W, NYC, William K. Pehlert, 
ae. Spot $394,950. 


National Airlines, Inc. 

P. O. Box NAL, International Airport Br., 
Miami 48. William M. Ehart, dir adv & pr: 
David L. Porter, adv m. 

Agency: Marschalk & Pratt, Miami, Elroy 
Scrivener, ae. Spot $98,790. 














National Assn. of Insurance 
Agents 

96 Fulton St., NYC 38. James R. Mathews, 

adv m & sls m; Joseph A. Neumann, chm 

adv comm, 82-20 Union Hall, 

i 

Agency: Doremus & Co., NYC, Franklin 

E. Schaffer, ae. Spot $43,360. 

National Biscuit Co. 

425 Park Ave., NYC 22. Nile E. Cave, vp- 

sls adv & mkt; Harry F. Schroeter, dir g 

adv dept; Craig S. Carragan, adv dir; Jeti 

rey S. Milam, adv m; Robert G. Criar, 

adv m; Samuel B. Haines, adv m; Robert 

J. Gillen Jr., adv m—bread div.; William 

J. Hecker, adv m—spec prds div. 

Agencies: McCann-Erickson, NYC, (Crack- 

ers, cookies, Millbrook bread), A. J. Roby 

Jr., ae. K&E, NYC 17 (cereals, dog food), 

Don Smith, ae. Bates, NYC 19 (Dromedary 

prds, Bev Fizz drink), R. S. Congdon, ae. 

Spot $4,022,960. 

National Brewing Co. 

3720 Dillon, Baltimore 24. H. E. Hudgins, 

dir adv. 

Agencies: W. B. Doner, Baltimore, Herb 

Fried, ae. W. B. Doner, Detroit. Spot $1,371,- 

970. 

National Cranberry Assn. 

Main St., Hanson, Mass. H. Drew Flegal, 

dir adv & pr. 

Agency: BBDO, NYC, Stanley Bogan, ae. 

Spot $565,440. 

National Fruit Product Co. 

Winchester, Va. Tyson L. Janney, adv sup. 

Agency: Van Sant, Dugdale, 

Mare Smith, ae. Spot $106,130. 


1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


Jamaica, 


Baltimore, 


SP HAT'S the eleven western states. 
| & And a media salesman must move 


fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 


| advertisers and agencies look to for 
advice, counsel—the straight story— 


whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 


| readers—call or write one of our offices. 





WV Xt 
Western Advertising 


for Western Attitudes 


Los Angeles 
Chicago 


San Francisco e 
New York * 








July 27, 1959, Television Age 125 











National Lead Co. 

111 Broadway, NYC 6. T. Howard Sarine, 
adv m; Edward A. Olson, asst adv m. 
Agency: Marschalk & Pratt, NYC, William 
Sansing, ae. Spot $147,490. 


National Presto Industries, Inc. 
Eau Claire, Wis. W. R. Lindsay, m adv & 
pub. 

Agency: Keyes, Madden & Jones, Chi. 
Spot $204,430. 


National Sugar Rfg. Co., Reserve 
Div. 

Carondelet Bldg., New Orleans 7. 

Agency: Fitzgerald Adv., New Orleans, J. 

Epstein, ae. Spot $149,480. 


National Tea Co. 

1000 N. Crosby, Chicago 10. V. S. Bauman, 
vp nat adv & merc. 

Agency: Lilienfeld & Co., Chi. C. H. 
Lilienfeld, ae. Spot $398,180. 


National Trailways Bus System 
1012 14th St., NW, Washington 5. F. H. 
McIntosh, sec treas g m adv & sls. 
Agency: Sanders Adv. Service, Dallas, John 
Pauling, ae. Spot $39,280. 

Nationwide Insurance Co. 

246 N. High, Columbus 16, Ohio. George 
W. Campbell, adv dir. 

Agency: Ben Sackheim, NYC, Bill Pitts, 
ae. Spot $630,070. 

Nesbitt Fruit Products, Inc. 

2946 E. 11th, LA 23. D. A. Palmros, adv m. 
Agency: M. H. Kelso, LA, R. J. James, ae. 
Spot $27,670. 

Nestle Co., Inc. 

White Plains, N. Y. Donald Cady, vp adv 
& merc; Richard F. Goebel, adv m. 
Agencies: McCann-Erickson, NYC (Nest- 
le’s Ever Ready Cocoa, Quik, Chocolate 
bars, Semi Sweet Morsels, Cookie mix, 
white sauce, brown gravy, Nestle’s Instant 
coffee, Maggi’s & Nestle’s bouillion cubes, 
Maggi’s seasoning, Nestea, Decaf), J. Beres- 
ford, S. Aubrey, P. K. Hogue, A. Munro, 
W. Wirth, aes. Bryan Houston, NYC 19 
(Nescafe), J. Scheideler, W. R. Denning, 
F. R. Farrow, aes. Spot $1,681,800. 
Neuhoff Packing Co. 

Adams St., Nashville 2. 

Agency: Doyne Adv., Nashville, George W. 
Doyne, ae. Spot $179,420. 

New England Confectionery Co. 
254 Massachusetts Ave., Cambridge 39, 
Mass. Proctor Coffin, g merc m—sup adv 
& sls prom; Richard M. Drown, adv m & 
sls prom m. 

Agency: C. J. LaRoche, NYC, Philip Cle- 
land, a sup. Spot $475,000. 

New England Provision Co. 

960 Massachusetts Ave., Boston. Edward 
Berger, adv sup. 

Agency: Silton Bros.-Callaway, Inc., Bos- 
ton 6, Ramon Silton, ae. Spot $62,130. 
New England Research Labs 

25 Huntington St., Boston. 

Agency: Silton Bros.-Callaway, Inc., Bos- 
ton, Earle Hoffman, ae. Spot. $69,300. 
New England Tel & Tel Co. 

185 Franklin, Boston 7. William B. Blake, 
adv m; Winfield A. Peterson Jr., adv sup. 
Agency: Harold Cabot, Boston, Robert Grif- 
fin, ae. Edward Chase, a sup. Spot $285,- 
380. 


New York Telephone Co. 
140 W. St., NYC 7. P. F. Carl Jr., asst vp 
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adv. 

Agency: BBDO, NYC, W. Barry McCarthy, 
ae. Spot $275,000. 

Niagara Mohawk Power Corp. 
300 Erie Blvd., W. Syracuse 2. G. W. Pring, 
m pub & adv. 

Agency: BBDO, Buffalo, John Fogarty, ae. 
Spot $32,120. 

Niagara Therapy Corp. 

Adamsville, Pa. J. J. Luptak, adv m. 
Agency: George L. Mallis, Philadelphia, 
George Mallis, ae. Spot $250,000. 
Nickles Baking Co. 

Navarre, Ohio. 

Agency: Griswold-Eshleman, Cleveland 13, 
Richard Woodruff, ae. Spot $34,700. 
Nic-L-Silver Battery Co. 

Santa Ana, Cal. 

Agency: Robert F. Anderson, LA, Spot 
$20,220. 

Nissen Baking Co. 

59 Washington Ave., Portland, Me. 
Agency: W. E. Long, Chi. Spot $56,310. 
Nolde’s Bread Co. 

East Broad St., Richmond. George Nolde 
Jr., Henry Nolde, adv sups. 

Agency: McCurry, Henderson & Enright, 
Norfolk, C. E. McCurry, ae. Spot $35,440. 
North American Philips Co., Inc. 
100 E. 42nd St., NYC 17. H. E. Fry, adv m. 
Agency: C. J. LaRoche, NYC (Norelco 
electric-shaver div). Spot $93,840. 

North Woods Coffee Co. 

231 S. LaSalle St., Chicago. Fred Mont- 
gomery, adv sup. 

Agency: Clinton E. Frank, Chi. Sam 
Morgan, ae. Spot $53,000. 

Northeast Airlines, Inc. 

Logan International Airport, East Boston 
28. Joel S. Daniels Jr., asst vp adv & prom. 
Agency: JWT, NYC, W. J. Phillips Jr., ae. 
Spot $118,600. 

Northern Pacific Railway Co. 

5th & Jackson, St. Paul 1. L. L. Perrin, 
adv m. 

Agency: BBDO, Minneapolis, Arch Crist, 
ae. Spot $194,000. 

Northern States Power Co. 

15 S. Fifth, Minneapolis 2. Richard D. Fur- 
ber, dir adv & pub info; Lawrence J. Donley, 
adv m. 

Agency: Campbell-Mithun, Minneapolis, 
Kenneth D. Ruble, ae. Spot $126,920. 
Northwest Orient Airlines 

1885 University Ave., St. Paul 1. Jack 
Nichols, adv dir. 

Agency: Campbell-Mithun, Minneapolis, 
Howard West, ae. Spot $52,360. 


Northwestern Bell Telephone Co. 
118 S. 19th St., Omaha 2. W. J. Sweeney, 
adv sup. 

Agency: BBDO, Minneapolis, Arch Crist, 
ae. Spot $188,830. 


Northwestern Drug Co. 

26 Hennepin Ave., Minneapolis, Minn. Miss 
Esther Swanson, adv sup. 
Agency: Oreland Johnson, 
Spot $145,380. 

Norwich Pharmacal Co. 
Eaton Ave., Norwich, N. Y. John Alden, 
vp adv. 

Agencies: B&B, NYC (consumer prds), 
H. G. Stender, ae. Cohen Dowd & Aleshire, 
NYC (Nebs), R. T. Meyers, ae. Spot $1,- 
877,690. 


Minneapolis. 





Noxzema Chemical Co. 

32nd & Falls Cliff Rd., Baltimore 11. H. W. 
Grathwohl, vp adv. 

Agencies: SSC&B, NYC, Mrs. Mary Ayres, 
ae; DCS&S, NYC (shaving preps.), Robert 
Curtis, ae. Spot $103,150. 

O. J. Beauty Lotion Co. 

1170 Ontario St., P. O. Box 606, Shreve. 
port, S. Parham Barnette, dir adv. 
Agency: Goodwin & Dannenbaum, Houston 
(tv, radio, newsp.), John Paul Goodwin, 
ae. Spot $133,000. : 
Oak Cliff Baking Co. 

546 E. Ninth, Dallas. Phil Golman, adv 
sup. 

Agency: Purnell Adv., Dallas, Lew Purnell, 
ae. Spot $47,510. 

Oakite Products, Inc. 

19 Rector St., NYC 6. Edward L. Carlson, 
adv m. 

Agency: Richard K. Manoff, NYC (house- 
hold prds), Lawrence C. Varvaro, ae. Spot 
$110,010. 

Oelerich & Berry Co. 

864 N. Larrabee, Chicago 10. Richard V. 
Oelerich, vp & adv m. 

Agency: Henry Senne Adv., Chi. Spot 
$42,940. 

Oertel Brewing Co. 

1400 Story Ave., Louisville 6. Murray Glas- 
gow, coord sls & adv. 

Agency: Lynch & Hart, St. Louis, R. C. 
Lynch, ae. Spot $136,050. 

Ohio Bell Telephone Co. 

750 Huron, Cleveland 15. 

Agency: McCann-Erickson, Cleveland (ty, 
radio), Stuart Buchanan, ae. Spot $292,870, 


Ohio Fuel Gas Co. 

Columbus, Ohio. Margaret Phillips, adv 
sup. 

Agencies: Ketchum, MacLeod & Grove, 
Pittsburgh. Flournoy & Gibbs, Toledo, Jim 
Miller, ae. Spot $55,360. 


Ohio Power Co. 

301 Cleveland Ave., SW, Canton 9, Ohio, 
Earl F. Hamilton, adv sup. 

Agency: Meldrub & Fewsmith, Cleveland, 
Richard W. Sabine, ae. Spot $34,460. 


Oil Heat Dealers’ Assn. 

1220 Broadway, NYC 1. 

Agency: House of J. Hayden Twiss, NYC 
36, Howard Hayward, ae. Spot $33,620. 


O’Keefe & Merritt Co. 

3700 E. Olympic Blvd., LA 23. 

Agency: Hixson & Jorgensen, LA, Mil- 
dred Fluent, ae. Spot $150,740. 


Oklahoma Gas & Electric Co. 

321 N. Harvey, Oklahoma City. Paul Ho- 
heisel, adv sup. 

Agency: Lowe Runkle, Oklahoma City, 
Howard Neuman, ae. Spot $68,400. 


Oklahoma Natural Gas Co. 

Okla. Natural Gas Bldg., Tulsa, Hal North, 
adv sup. 

Agencies: Paul Locke, Tulsa, Bruce Clark, 
ae. Beals Adv., Okla. City, Bob Kulmer, 
ae. Spot $107,790. 

Oklahoma Oil Co. 

400 N. Michigan Ave., Chicago. Walter 
Kadi, adv m. 

Agency: NL&B, Chi., Paul E. Belknap, ae. 
Spot $196,530. 

Oklahoma Tire & Supply Co. 

6901 E. Pine, Tulsa. M. Bowen, adv dir. 
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Agency: Watts, Payne, 
Mitchell, ae. Spot $33,610. 
Old Dutch Coffee Co., Inc. 

80 Front St., NYC 5, Fred Kohn, p chg adv. 
Agency: Lynn Baker, NYC. Spot $57,040. 
Old Judge Coffee Co. 

704 N. Second St., St. Louis 2. James L. 
Brennan, g sls m & adv m. 

Agency: Hirsch, Tamm & Ullman, St. 
Louis, Maurice Hirsch, ae. Spot $190,880. 
Olympia Brewing Co. 

Box 947, Olympia, Wash. B. L. Renderer, 
adv m & mkt m. 

Agency: Botsford, Constantine & Gardner, 
Seattle, Joseph Maguire, ae. Spot $140,990. 
Omaha Public Power Dist. 

17th & Harney Sts., Omaha. Carl Jones, 
adv sup. 

Agency: Allen & Reynolds, Omaha. Spot 
$57,900. 

Orange Crush Co. 

2201 Main St., Evanston, Ill. Zed R. Dan- 
iels, mkt & adv dir. 

Agency: Kastor, Chi., William Galbraith, 
ae. Spot $56,100. 

Orkin Exterminating Co., Inc. 

713 W. Peachtree N.E., Atlanta. Leon R. 
Robbins Jr., dir adv. 

Agency: Bearden, Thompson, Frankel & 
Eastman, Scott, Atlanta, Norman Frankel, 
ae. Spot $362,400. 

Henry F. Ortlieb Brewing Co. 
American & Poplar Bldg., Philadelphia 23. 
J. F. Ivers, g sls m. 

Agency: Lewis & Gilman, Philadelphia, 
C. G. Douglas Jr., ae. Spot $78,000. 

M. D. Orum Co. 

407 N. Water St., Milwaukee. M. D. Orum, 
adv sup. 

Agency: Fromstein & Levy Adv., Milwau- 
kee, Earl Levy, ae. Spot $28,600. 

Otoe Food Products Co. 

Nebraska City, Neb. D. H. Abbott, dir adv 
& sls prom, 

Agency: Buchanan-Thomas Ady., Omaha. 
Spot $183,600. 

Owens’ Country Sausage Co. 

Hwy 75, Richardson, Tex. Clifford Owens, 
adv sup. 

Agency: Crandall Corp., Dallas, P. J. Cran- 
dall, ae. Spot $25,670. 

Owl Drug Co. 

8480 Beverly Blvd., LA. Bob Benueniste, 
adv sup. 

Agency: Milton Weinberg Adv., LA, Joel 
Stearns, ae. Spot $83,700. 


P & C Food Markets 

State Fair Blvd. at Van Vleck Rd., Syra- 
cuse 9. Holland Gregg, adv m. 

Agency: Spitz Adv., Syracuse, J. Arthur 
Rath, ae. Spot $39,760. 


Pabst Brewing Co. 

Merchandise Mart, Chicago 54. Theodore 
Rosenak, vp adv; Emmet Jaques, adv m— 
Blatz; Arnold Winograd, adv m—Pabst; 
E. H. Schram, adv m—€Eastside Old Tap, 
1910 N. Main, LA. 

Agencies: K&E, Chi. (Blue Ribbon, Old 
Tankard, Blatz, Tempo). Y&R, LA (East- 
side Old Tap). Spot $3,031,910. 
Pacific Coast Paper Mills 

Army & Chestnut, Bellingham, Wash. R. L. 
Hagist, adv sup, Skinner Bldg., Seattle. 
Agency: Miller, Mackay, Hoeck & Hartung, 
Seattle, Wally Mackay, ae. Spot $144,110. 


Tulsa, Donald 











Pacific Tel & Tel Co. 

140 New Montgomery, San Francisco 5. 
D. A. Davis, g adv m. 

Agency: BBDO, San Francisco, Robert E. 
Mangan, ae. Spot $1,134,560. 

Pan American World Airways 

135 E. 42nd St., NYC 17. Murray Barnes, 
dir adv; Donald J. Dougherty, adv m—At- 
lantic Div, Long Island City, N. Y.; Wil- 
liam G. Pocock, adv m—Pacific Alaska 
Div, San Francisco. 

Agency: JWT, NYC, John Monsarrat, ae. 
Spot $78,570. 

Paper Mate Co. 

Merchandise Mart, Chicago 54. James V. 
Barton, adv m. 

Agency: FC&B, Chi., Earle Dugan, ae. 
Spot $379,540. 

Paper Products Co. 

18554 S. Susana Rd. Cpt., LA. 

Agency: Wade Adv., Hollywood, Karen 
LaPorte, ae. Spot $112,510. 

Paramount Pictures Corp. 

1501 Broadway, NYC 36. Jerry Pickman, 
vp chg adv, pub & expl; Martin Davis, 
nat adv, pub & expl m. 

Agency: Lennen & Newell, NYC, George 
Richardson, ae. Spot $450,000. 

Parker Brothers, Inc. 

190 Bridge St., Salem, Mass. R. B. M. Bar- 
ton, p & adv m. 

Agency: Badger, Browning & Parcher, Bos- 
ton. Spot $80,570. 

Parker Pen Co. 

Court & Division, Janesville, Wis. Joseph 
W. Biety, dir adv. 

Agency: Tatham-Laird, Chi., R. J. Urban, 
ae. Spot $1,087,340. 

Parry Laboratories 

40 E. 49th St., NYC 17. Alfred E. Kovnat, 
dir adv & mkt. 

Agency: Maxwell Sackheim, NYC, Ned 
Smith, ae. Spot $195,570. 

Parti-Day, Inc. 

6525 W. North Ave., Oak Park, Ill. 
Agency: D’Arcy, Chi., Robert J. Curry Jr., 
ae. Spot $39,570. 

Pastene Wine & Spirits Co., Inc. 
319 A St., Boston 10. John Acone, adv m. 
Agency: Doremus & Co., Boston, N. W. 
Edson, ae. Spot $26,140. 

Pate Oil Co. 

3460 W. Leeds PIl., Milwaukee. Walter 
Kadi, adv sup. 

Agency: Al Herr Adv., Milwaukee, Pat 
Kocian, ae. Spot $42,630. 

Cc. J. Patterson Co. 

Kansas City, Mo. 

Agency: Rogers & Smith Adv., Kansas 
City, D. Brigham, ae. Spot $32,120. 
Patterson-Sargent Paint Co. 

1325 E. 38th, Cleveland 14. E. J. Kopp, 
adv m. 

Agency: D’Arcy, Cleveland. Spot $139,360. 
Mrs. Paul’s Kitchens 

5830 Henry Ave., Philadelphia 28. 
Agency: Aitkin-Kynett, Philadelphia, H. B. 
Montgomery, ae. Spot $287,270. 

Paxton & Gallagher Co. 

8401 Dodge St., Omaha. Donald R. Keough, 
Charles Harding II, adv sups. 

Agencies: Tatham-Laird, Chi. (east of 
Rockies), Les Lilliston, Dave Watrous, aes. 
D’Arcy, St. Louis (west of Rockies), Vern 
Eastman, Alan Clark, Tom Lucas, aes. 
Spot $969,710. 
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Paxton Wholesale Grocery Co. 
Factory & Stroup Sts., Danville, Ill. Ernest 
Paxton, p. Spot $28,080. 

Pearl Brewing Corp. 

Box 1661, San Antonio 6. H. B. Higgins, 
dir adv & merc. 

Agency: Pitluk Adv., San Antonio, Jack N. 
Pitluk, ae. Spot $313,230. 

F. H. Peavey & Co. 

760 Grain Exchange Bldg., Minneapolis 15. 
Agencies: John W. Forney, Minneapolis 
(V-10 Protein concentrate, King Midas, 
flour mills). Pidgeon-Savage-Lewis, Min- 
neapolis. Spot $25,770. 

Penick & Ford, Ltd., Inc. 

750 Third Ave., NYC 17. Eugene J. Fitz- 
gerald, adv m. 

Agencies: BBDO, NYC. Samuel Croot, 
NYC, (Swel frosting, Davis baking pow- 
der). Lake-Spiro-Shurman, Memphis (Brer 
Rabbit Syrup). Spot $323,300. 

J. C. Penney Co., Inc. 

330 W. 34th St., NYC 1. L. Kagel, adv m; 
L. Snyder, med & rrch. Spot $70,410. 
Pennington Bakeries 

Washington C.H., Ohio. Howard Wright, 
adv sup. 

Agency: Bridges & Sharp, 
Bridges, ae. Spot $56,670. 
Pennzoil Co. 

Seneca St., Oil City, Pa. Jack E. Osman, 
m adv & sls prom; Fred Williams, adv m 
—Pennzoil Co. of Calif., 1630 W. Olympic 
Blvd., LA 15. 

Agency: Fuller & Smith & Ross, Cleveland, 
E. J. Martin, ae. Spot $28,990. 


Dayton, Jim 
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Peoples Gas, Light & Coke Co. 
122 S. Michigan Ave., Chicago 3. 
Agency: NL&B, Chi. Spot $100,070. 


Pepperidge Farm, Inc. 

Westport Ave., Norwalk, Conn. Frederick 
H. Nichols, dir mkt & adv. 

Agency: OB&M, NYC, C. R. Longsworth, 
ae. Spot $67,310. 


Pepsi-Cola Co. 

3 W. 57th St., NYC 19. John J. Soughan, 
vp & adv dir; Philip B. Hinerfeld, dir adv. 
Agency: K&E, NYC, Joseph C. Lieb. Spot 
$3,163,040. 


Perfect Plus Hosiery Mills, Inc. 
2708 W. Harrison, Chicago. 

Agency: R. Jack Scott, Chi., J. O'Keefe, 
ae. Spot $23,260. 


Perk Dog Food Co. 
510 N. Dearborn, Chicago 10. 
Agency: Weiss, Chi. Spot $33,010. 


Pet Milk Co. 

Arcade Bldg., St. Louis 1. 

Agency: Gardner Adv., St. Louis, Champ 
Humphrey, ae. Spot $22,250. 

Peter Paul, Inc. 

New Haven Rd., Naugatuck, Conn. Har- 
old J. Kazanjian, exec vp & adv m. 
Agency: DFS, NYC. Spot $1,072,950. 
Peters’ Meat Products 

344 S. Robert St., St. Paul, Minn. 

Judd Weigenant, adv sup. 

Agency: David, St. Paul, Q. J. David, ae. 
Spot $52,460. 

P. F. Petersen Baking Co. 

P. O. Box 1405, Burlington Sta., Omaha 8. 
Agency: Allen & Reynolds, Omaha. Spot 
$74,900. 

Pez-Haas Co., Inc. 

75 West St., NYC 6. Curtis J. Allina, vp, 
treas, dir adv & sls. 

Agency: Hicks & Greist, NYC, Elias Schon- 
berger, ae. Spot $153,290. 

Pfeiffer Brewing Co. 

3740 Bellevue Ave., Detroit 7. 

Agencies: Maxon, Detroit, Arthur Wible, 
ae. BBDO, Minneapolis (Jacob Schmidt 
div). Spot $192,810. 

Charles Pfizer & Co., Inc. 

630 Flushing Ave., Brooklyn 6, N. Y. W. F. 
Lally, dir adv—Pfizer labs; W. H. Peters, 
adv m—chemical div; F. A. Manley, dir 
adv & prom—agric div, 800 Second Ave., 
NYC 17; R. L. Monson, prd adv m—agric 
div. 

Agencies: MJ&A, NYC 22 (chemical div), 
Dave Nutt, ae; Burnett, Chi. (agric sls 
div), Robert Kunkel, ae; Paul Klemtner, 
Newark (Pfizer labs div), Steve Olszewski, 
ae. Spot $109,580. 

Pharmaceuticals, Inc. 

711 Fifth Ave., NYC 22. Edward Kletter. 
vp & dir adv. 

Agency: Parkson, NYC, Ted Bergmann, ae. 
Spot $202,440. 

Pharmaco, Inc. 

Kenilworth, N. J. Alan Brown, vp chg adv: 
Alan B. Cowley, adv m—Feen-A-Mint, 
Saraka, Imra, Inhiston; Edward A. Hues- 
ton, adv m—Chooz, Medigum, Regutol, 
Correctol. 

Agencies: DCS&S, NYC 36 (Feen-A-Mint, 
Chooz, Medigum, Regutol, Correctol), John 
Rockwell, ae; Ellington, NYC (Saraka, 


Imra, Inhiston, Control 24), E. F. Cauley, 
ae; Tucker Wayne, Atlanta (Artra skin 
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tone cream), R. E. Schaefer, ae. Spot 
$188,870. 


Pharma-Craft Co. 

Wyckoff’s Mill Rd., Cranbury, N. J. Robert 
Brazanick, vp mkt, Jos Seagram & Son, 
375 Park Ave., NYC 22. 

Agencies: JWT, NYC (Coldene liquid, 
tablets, nasal spray, Fresh deodorant), 
Reid Roller, ae. Cohen, Dowd & Aleshire, 
NYC (Ting), Harry B. Cohen, ae. Spot 
$583,770. 

Philco Corp. 

Tioga & C Sts.,. Philadelphia 34. Max 
Enelow, dir adv & sls prom; Raymond E. 
George, m merc; John E. Kelly, adv m—tv 
& radio div.; Owen H. Klepper, adv m & 
sls prom m—laundry equipment & air- 
conditioners; John J. Kane, adv m & sls 
prom m—radio & hi-fi; Edward L. Kasales, 
adv m & sls prom m—Citation kitchen 
appliances. 

Agency: BBDO, NYC 17, Philip Carling, 
ae. Spot $89,630. 


Phillips Petroleum Co. 

Bartlesville, Okla. F. L. Rice, m adv div; 
O. E. Bettis, asst m adv div; K. W. Rugh, 
m adv & pr dept. 

Agency: Lambert & Feasley, NYC, Frank 
W. Mace, ae. Spot $1,645,630. 
Piedmont Natural Gas Co. 

523 S. Tryon St., Charlotte, N. C. J. J. 
Sheehan, adv sup. 

Agency: Cox & Jackson, Charlotte, D. E. 
“Gene” Jackson, ae. Spot $55,000. 

Piel Bros. 

315 Liberty Ave., Brooklyn 7, N. Y. 
Stephen J. Schmidt, dir adv. 

Agency: Y&R, NYC, Joseph Elliff, ae. Spot 
$1,873,880. 

S. S. Pierce Co. 
133 Brookline Ave., 
Zanditon, vp & adv m. 
Agency: Harold Cabot, Boston, James I. 
Summers, ae. Spot $26,590. 
Piggly-Wiggly Stores 

1009 W. Jefferson St., Rockford, Ill. Stan 
Kayuch, adv sup. Spot $193,090. 
Pillsbury Mills, Inc. 

Pillsbury Bldg., Minneapolis 2. J. R. Peter- 
son, brand sup—family flour prds: L. J. 
Kennedy, brand sup—cake mixes & frost- 
ings; A. G. Hodor, brand sup—mix prds: 
George Masko, mktg mgr—refr. foods. 
Agencies: Burnett, Chi. (non-refrigerated 
grocery prds, mixes), C. R. Kopp, ae; 
Campbeli-Mithun, Minneapolis (family 
flour & refrig. foods), M. Oakley Bidwell, 
a sup. Spot $525,160. 

Pilsener Brewing Co. 

Clark Ave. & W. 65th St., Cleveland 2. 
J. E. Berno, adv sup. 

Agency: North Adv., Chi. James Green, 
ae. Spot $224,150. 

Pittsburgh Brewing Co. 

3340 Liberty Ave., Pittsburgh 1. John S. 
de Coux, adv m. 

Agency: Smith, Taylor & Jenkins, Pitts- 
burgh, R. P. Taylor, ae. Spot $243,990. 
Planters Nut & Chocolate Co. 
632 S. Main St., Wilkes-Barre. J. C. 
Sponauer, adv sup. 

Agencies: Don Kemper, Dayton (eastern 
div). Harris-Harlan-Wood, San Francisco 
(Pacific Coast adv). Spot $256,720. 
Playskool Mfg. Co. 

1750 N. Lawndale Ave., Chicago 47. T. H. 


Boston 17. Sydney 





Grimes, vp adv. 
Agency: Friend-Reiss, NYC. Spet $49,050, 


F'ough Inc. 

3022 Jackson Ave., Memphis. Thomas L. 
Gree, dir adv. 

Agency: Lake-Spiro-Shurman, 
Spot $944,130. 


S. Poliek Curler Co., Inc. 

6520 Walker, Minneapolis 16. J. J. Weaver, 
p, dir adv; Frank Alpert, adv m & w, 
coast sls rep. Spot $50,720. 


Polk Bros. 

2850 N. Central, Chicago. Georgia Rice, 
adv dir. 

Agency: Jack Petersen, Chi. Spot $386,000, 
Popular Merchandise Co. 

128 Dayton Ave., Passaic, N. J. D. Reich- 
berg, adv m. 

Agency: Arcinco Inc., Passaic, I. Sedler, 
ae. Spot $26,670. 

Dr. Posner Shoe Co., Inc. 

112 W. 34th St, NYC 1. Saul Maslow, 
adv & sls prom m. 
Agency: Merwin 
Spot $25,620. 
Potter Sausage Co. 

Durant, Okla. 

Agency: Shrauf-Juergens Ady., Oklahoma 
City. Spot $35,020. 

J. L. Prescott Co. 

27 Eighth St., Passaic, N. J. 

Agency: Dreher, NYC. Monroe F. Dreher, 
ae. Spot $206,200. 

Prince Macaroni Co. 
Prince Ave., Lowell, Mass. 
Curry, adv m. Spot $71,390. 
Prince Matchabelli, Inc. 
415 Madison Ave., NYC 17. 
Agency: JWT, NYC (Prince Matchabelli), 
A. Porter, ae. Spot $254,490. 
Procino-Rossi Corp. 

46-54 Washington, Auburn, N. Y. Nicholas 
A. Rossi, vp & adv m. 

Agency: Rumrill, Utica, N. Y., Lyle B. 
Reigler, ae. Spot $32,880. 

Procter & Gamble Co. 

301 E. 6th St., Cincinnati 1. E. A. Snow, 
adv m; A. N. Halverstadt, m adv prd div.; 
R. E. Short, m pgm; W. M. Ramsey, dir ¢ 
prd; G. R. Giroux, m west-coast pgm; 
S. C. Potter, assoc m pgm; Paul Huth, 
med dir; C. C. Uhling, m merc div.; E. G. 
Harness, adv m—soaps & synthetics div.; 
R. B. Shetterly, adv m—food prds; Joseph 
Beech, adv m—toilet goods. 

Agencies: Compton, NYC (Cascade deter- 
gent, Comet, Crisco, Drene, Ivory flakes & 
soap, Duncan Hines Cake Mixes & De Luxe 
Mixes, Ivory liquid detergent, Duz, Duz 
detergent, Gleem), Jack Cantwell, ae— 
Ivory soap & flakes; Ed Gallagher, ae— 
Ivory liquid; John Geismar, ae—Duz, Cas- 
cade; Stu Mitchell, ae—Comet; Dale An- 
derson, ae—Crisco; Reg Bankart, ae—Dun- 
can Hines: William Stewart, ae—Gleem, 
Drene. B&B, NYC 19 (Crest, Ivory Snow, 
Prell, Tide, Whirl, Zest, Charmin paper 
prds), Norman Grulich, ae—Crest, Prell 
concentrate; Mark Becker, ae—Ivory Snow, 
Whirl; Robert Young, ae—Prell; Ken Me- 
Allister, ae—Tide, Zest: Francis Lanigan, 
ae—Charmin paper prds. Y&R, NYC 17 
(Cheer, Spic & Span), T. W. Clark, Walter 
H. Smith, R. A. Gardner, Stuart Millar, 
aes—Cheer; William D. Lane, ae—Spic & 
Span. Grey, NYC 22 (Lilt, Party Curl, 
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Shasta, Pin-It, Big Top peanut butter), 
Samuel Dalsimer, Jerome A. Stolzoff, a 
sups; Elliott Reed, Hunter Yager, aes— 
Lilt, Party Curl; Daniel Dolgins, ae—Pin- 
It; Edward Meyer, a sup—Big Top peanut 
butter; Larry Gross, ae—Big Top peanut 
butter. DFS, NYC 17 (Oxydol, Dreft, Biz, 
Dash, White Cloud toilet tissue), Chester 
T. Birch, over-all a sup; Clifford H. Wolfe, 
a sup—Oxydol, White Cloud; Fred 
Mitchell, a sup—Dreft, Biz; Irving Sloan, 
a sup—Dash. H-CH & M, San Francisco 
(Clorox). Leo Burnett, Chi. (Camay, Jif 
Peanut Spread, Joy, Lava, Secret deo- 
dorant, Pace home permanent), Ed Thiele, 
Gordon Rothrock, a sups. Tatham-Laird, 
Chi. (Fluffo, American Family soaps & 
detergents, Mr. Clean), Joe Perry, Paul 
Schlesinger, Mr. Strickler, aes. Gardner, 
St. Louis (Duncan Hines special mixes). 
Spot $33,833,060. 

Proctor Electric Co. 

700 W. Tabor Rd., Philadelphia 20. Wil- 
liam Y. E. Rambo, adv m. 

Agency: Weiss & Geller, NYC (consumer 
prds), Max Tendrich, ae. Spot $522,340. 


Producers’ Dairy 

Danville, Ill. Doyne York, adv sup. 
Agency: Danville Designs, Danville, Robert 
Metzen, ae. Spot $27,760. 


Prudential Insurance Co. of 
America 
Prudential Bldg., Newark 1, N. J. Fred- 
erick H. Groel, vp adv; H. M. Kennedy, 
exec dir adv; Joseph Hoffman, asst dir adv; 
William F. Hedden, adv m. 
Agency: Reach, McClinton, 
$22,200. 


Vecne 


Pure Oil Co. 

35 E. Wacker Dr., Chicago 1. Hale Talbot, 
adv m. 

Agency: Leo Burnett, Chi., H. A. Bizzell, 
ae. Spot $220,000. 


Purex Corp., Ltd. 

9300 Rayo Ave., South Gate, Cal. Leslie 
C. Bruce Jr., dir adv & prom; Clyde How- 
ard, brand adv m—Sweetheart, Beads-O- 
Bleach, Protex, “News”; Louis K. Warden, 
brand adv m—Purex, Dutch Cleanser, 
Wrisley bag soap, Little Boy Blue bluing, 
White Bleach, Little Bo Peep Ammonia; 
Oliver Thayer, brand adv m—Trend, Blu- 
White. 

Agencies: FC&B, LA 
W. H. Steele, ae; Weiss, LA (Dutch 
cleanser, Protex, Sweetheart, Beads-O- 
Bleach, Blu-White), Robert Harris, ae; 
Fulton-Morrissey, Chi. (Wrisley toiletries), 
Robert Peitscher, ae. Spot $389,260. 


Purity Baking Co. 
Citizens Bldg., Decatur. 
adv sup. 

Agency: Biddle Adv. Co., Chi., Bob Mc- 
Cain, ae. Spot $112,590. 


Purity Biscuit Co. 

Fifth S. at Fourth W., Salt Lake City. 

Howard J. Tracy, adv m. 

Agencies: Gillham Adv., Salt Lake City, 

M. C. Nelson, ae. Advertising Counselors 

of Ariz., Phoenix, Ivan N. Shun, ae. Spot 

$26,700. 

Quaker City Chocolate & 
Confectionery Co. 

2140 Germantown Ave., Philadelphia 22. 

Lester G. Rosskam Jr., vp adv. 


NYC. Spot 


(Purex & Trend), 


Harold Budde, 





Agency: Bauer & Tripp, Philadelphia, Alan 
R. Tripp, ae. Spot $223,490. 


Quaker Oats Co. 

345 Merchandise Mart, Chicago 54. Victor 
Elting Jr., vp adv & merc; Peter B. 
Warner, dir adv; Robert S. MacDonald, m 
industrial & institutional adv; H. M. An- 
dersen, grp merc m—Aunt Jemima mixes; 
K. F. Browning, grp merc m—cereals; R. 
R. Fenner, grp merc m—corn prds & 
Flako; R. Parker Long, grp merc m—pet 
foods; Robert E. Weed, m adv serv; A. A. 
Dennerlein, adv & merc m—feed. 

Agencies: Wherry, Baker & Tilden, Chi. 
(Quaker Oats, Quaker Puffed Wheat & 
Puffed Rice, Ful-O-Pep feeds, Muffets, 
Pack-O-Tens), Bruce Baker, ae. Clinton E. 
Frank, Chi. (Quaker flour, Flakomixes), 
Philip Bash, ae. John W. Shaw, Chi. (Fa- 
rina, Aunt Jemima, Brands of White & 
Yellow corn meal, Grits & Corn Bread 
Easy Mix, New Petti-johns, Instant Maca- 
roni, Coffee Cake Easy Mix), P. Smith, 
ae. JWT, Chi. (Aunt Jemima pancake, 
Ken-L prds), A. Gunn, ae. Lynn Baker, 
NYC 19 (Puss ’n Boots), H. Kebel, ae. 
Spot $1,679,690. 


Quaker State Oil Refining Corp. 
Quaker State Bldg., Oil City, Pa. A. S. 
Blank, adv m. 

Agency: K&E, NYC, J. W. Keeshan, ae. 
Spot $20,460. 


Quality Bakers of America 
Co-op Inc. 


120 W. 42nd St., NYC 36. Robert L. 
Schaus, adv m. 
Agency: QBA, NYC, William Franchey, 


Dayton Cornish, William Lawrence, Ralph 
Usifer, Terry Herriott, James Wysong, aes. 
Spot $875,500. 


Radio Corp. of America—Dealers 
RCA Bldg., NYC 20. R. H. Coffin, vp adv 
& sls prom; J. M. Williams, m adv & sls 
prom RCA Sls Corp; W. I. Alexander, 
m adv pub & prom RCA Victor Div. 
Agencies: K&E, NYC (RCA Sls Corp), 
Kevin Kennedy, P. T. Connolly, aes. Grey, 
NYC (RCA Victor Div), Robert J. Will- 
heim, ae. Spot $454,000. 

Rainbo Baking Co. 

4104 Leeland Ave., Houston 23. 

Agency: Ritchie, Houston. Spot $499,070. 
Rainbow Crafts, Inc. 

2817 Highland Ave., Norwood, Cincinnati. 
Agency: Farson, Huff & Northlich, Cin- 
cinnati, C. A. Black, ae. Spot $75,420. 
Ralston-Purina Co. 

835 S. 8th St., St. Louis 2. W. P. Hays, 
adv m—Ralston Div; M. E. Malin, dir adv— 
Chow. 

Agencies: GB&B, San Francisco, E. J. 
Hodges, ae. Gardner Adv., St. Louis (Pur- 
ina Chow), J. H. Leach, O. D. Norling, 
aes. Spot $377,510. 

Rath Packing Co. 

Waterloo, Ia. R. W. Ritz, adv m & sls m. 
Agency: Earle Ludgin, Chicago. Spot 
$111,040. 

Rayco Mfg. Co. 

220 Straight, Paterson 1, N. J. Julius Ru- 
dominer, vp adv & sls; D. Greene, adv m. 
Agency: Mogul, Lewin, Williams & Saylor, 
NYC, Hal Balk, a sup; Bernard Kramer, 
ae. Spot $956,140. 

Reader’s Digest Assn., Inc. 
Pleasantville, N. Y., Adv. dept., 230 Park 





Ave., NYC 17. Fred D. Thompson, adv dir. 
Agencies: JWT, NYC( adv & cire prom). 
Schwab & Beatty, NYC (condensed book 
club). Spot $163,610. 


Red Arrow Laboratories 


P. O. Box 6099, Dallas. Fred E. Farr, 
adv sup. 
Agency: Sam Bloom Advy., Dallas, Steve 


Snider, ae. Spot $30,250. 

Red Bud Food Stores 
(Scrivner-Stevens Co.) 

122 E. Washington, Oklahoma City. Joe 

Biles, adv sup. 

Agency: Maury Ferguson Adv., Okla. City, 

Chester McRee, ae. Spot $27,700. 

Reddi-Wip, Inc. 

8025 Melrose Ave., LA 46. 

Agency: D’Arcy, LA, Vern Eastman. Spot 

$273,730. 

Red Owl Stores 

P. O. Box 329, Minneapolis. Howard Cox, 

adv sup. Spot $89,960. 

Regal Pale Brewing Co. 

3250 20th St., San Francisco 10. Lou 

Gaviati, adv dir. 

Agency: Lennen & Newell, San Francisco, 

William V. Patten, ae. Spot $36,540. 

William B. Reily & Co., Inc. 

640 Magazine St., New Orleans 9. 

Agencies: Walker-Saussy, New Orleans, 

J. C. Shields Jr. Roman Adv., Baltimore, 

George Roman, ae. Spot $1,099,090. 

Remco Industries 

113 N. 13th St., Newark, N. J. 

bins, adv sup. 

Agency: Webb Assoc., NYC, 

Schiff, ae. Spot $370,000. 


Saul Rob- 


Bernard J. 





Congress of Motor Hotels 
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Remington-Rand Electric 

Shaver Div. 
60 Main St., Bridgeport 2, Conn. Robert 
P. Clarke Jr., adv m, sls prom m & pub m. 
Agency: Y&R, NYC (tv adv), Oliver Mc- 
Kee, ae. Spot $85,940. 


Renault Selling Branch— 
Regional Distributors 
Renault, Inc., 750 Third Ave., NYC 22. 
Robert Valode, vp & gm; Jack C. Kent, 
g sls m. 
Agency: NL&B, NYC, John Brooks, ae. 
Spot $47,930. 
Revion, Inc. 
666 Fifth Ave., NYC 19. F. Kenneth Beirn, 
vp adv; William Siegel, adv m; Mort 
Green, dir tv & radio; George W. Feld, 
coord tv & radio; Jerome C. Friedman, 
coord med & budget; Dorothy Caplan, 
Edward Gottlieb, Marvin Davis, David 
North, Steven Rose, prd adv ms. 
Agencies: Warwick & Legler, NYC 22 
(Touch & Glow, Futurama, Revlon Living 
Curl, Silicare, Clean & Clear, Wonder- 
base, lipstick, nail enamel, eye make-up, 
The Garry Moore Show), Erwin Swann, 
David Strousse, Jack Rafield, aes. MLW&S, 
NYC 22 (Top Brass, Hi & Dri, Satin Set, 
Aquamarine prds, Esquire shoe polishes— 
Knomark Mfg. Co.), Richard Lockman, 
Phillip Katzev, aes. C. J. LaRoche, NYC 
22 (Ultima, Intimate Fragrance prds, Love 
Pat, Silken Net, Sun Bath, Baby Silicare 
prds, Moon Drops & treatment prds, High 
Gloss, Clearaway, institutional adv), Jer- 
ome Roscoe, John McClean, aes. Charles W. 
Hoyt, NYC 17 (new drug prds from Thayer 
Lab), Theodore Watson, ae. Heineman, 
Kleinfeld, Shaw & Joseph, NYC 20 (That 
Man cologne, Home Beautiful Room Mist), 
Morton Heineman, ae. Spot $847,850. 
Rev. Oral Roberts 
Tulsa. Bill Nash, tv & radio pgm comp. 
Agency: GMM&B, NYC, Oliver N. Pres- 
brey, ae. Spot $364,370. 
Rexall Drug Co., Dealers 
8480 Beverly Blvd., LA 54. J. Hart, adv m. 
Agency: BBDO, LA, Thomas C. Dillon, 
ae. Spot $80,500. 
Reynolds Metals Co. 
6601 W. Broad, Richmond 18, Va. David 
F. Beard, g dir adv; A. C. Kintner, dir g 
adv; J. C. Bjorkholm, dir consumer & pkg 
mkts adv; R. E. Dysart, dir arch & bldg 
prd adv; M. C. Tobias, dir industrial mkts 
adv; Raymond H. Keeve, dir sls prom & adv 
—Decorative Foil Div, 10 S. Robertson Blvd., 
LA. 
Agencies: Lennen & Newell, NYC 17 (con- 
sumer mkts pkg, bldg prd, tv talent), 
William Dasheff, ae. Clinton E. Frank, 
Chi. (industrial mktg, tv time, c—Plastic 
Div), Wayde Grinstead, ae. Zimmer-Mc- 
Claskey-Frank, Richmond (Do-It-Yourself 
aluminum), Ken Erdman, ae. Lennen & 
Newell, LA (Decorative Foil Div). Spot 
$21,010. 
R. J. Reynolds Tobacco Co. 
Winston-Salem 1. Howard Gray, adv m. 
Agency: Esty, NYC, J. J. Houlahan, 
Thomas D. Luckenbill, Adlai S. Hardin, 
G. M. Thompson, Sam Northcross, aes. 
Spot $2,434,260. 
Rich & Co. 
3815 Polk Ave., Houston. George L. As- 
beck, pres. Spot $78,960. 


Andre L. Richards Co., Inc. 


130 July 27, 1959, Television Age 


101 W. 2Ist St... NYC 11. Andre Richard, 
adv sup. 
Agency: Henne Adv., NYC 16, Richard 
Henne, ae. Spot $28,140. 
Richardson & Robbins 
Dover, Del. William’ P. Richardson, adv 
sup. 
Agency: Gray & Rogers, Philadelphia. Spot 
$39,000 
Richfield Oil Corp. 
555 S. Flower, LA 17. Fred M. Jordan, 
adv m & sls prom m. 
Agency: H&J, LA, Leon Thamer, ae. Spot 
$450,910. 
Rigo Chemical Co. 
P. O. Box 1188, Nashville 3. 
Agency: Savage, Stanford, Hamilton & 
Kerr, Nashville, Al Kerr, ae. Spot $23,880. 
Ripley Clothes 
80 West End Ave., NYC 23. 
Agency: Bobley Co., NYC 19, Max Levin, 
ae. Spot $80,100. 
Harold F. Ritchie, Inc. 
Clifton, N. J. D. J. Keenan, adv m. 
Agencies: K&E, NYC (Eno, Brylcreem). 
JWT, NYC (Scott’s Emulsion). Spot $1,- 
470,100. 
Rival Packing Co., Div. of 

Associated Products, Inc. 
4500 S. Tripp Ave., Chicago 32. Harry L. 
Gadau, vp adv. 
Agency: GB&B, San Francisco, Walter 
Lawrence, ae. Spot $615,570. 
Riviera Mfg. Co. 
44 Ellis St., San Francisco. Wally Sher- 
win, adv sup. Spot $60,330. 
Roberts Dairy Co. 
4469 Farnam St., Omaha 3. J. Gordon 
Roberts, p. Spot $90,400. 
Robilio & Cuneo Co. & 

Ronco Foods 
70 Adams Ave., Memphis 3. T. A. Cuneo, 
adv. 
Agency: Simon & Gwynn, Memphis, Nor- 
man Gwynn, ae. Spot $30,880. 
Ronzoni Macaroni Co., Inc. 
50-02 Northern Blvd., Long Island City 1, 
_ 2 
Agency: MLW&S, NYC. Spot $354,240. 
Roselux Chemical Co., Inc. 
301 Belmont Ave., Brooklyn 7, N. Y. Al- 
fred Olkin, adv m. 
Agency: Ritter, Sanford, Price & Chalek, 
NYC. Spot $53,110. 
Roto-Rooter Corp. 
301 University Ave., Des Moines 14. N. W. 
Larsen, adv m. 
Agency: Lessing Adv, Des Moines, Conner 
Flynn, ae. Spot $325,250. 
Royal Crown Cola Co. 
10th & 9th Ave., Columbus, Ga. Francis E. 
Gorman, vp adv. 
Agency: D’Arcy, NYC, A. H. Rohlfing, ae. 
Spot $1,666,200. 
F. S. Royster Guano Co. 


Royster Bldg., Norfolk 10, Va. F. A. 
Jenkins, adv m. 
Agency: Van Sant Dugdale, Baltimore, 


Marcus E. Smith, ae. Spot $45,120. 
Helena Rubinstein, Inc. 

655 Fifth Ave., NYC 22. Sara Fox, dir adv. 
Agencies: OB&M, NYC, J. Freedman, ae. 
Hockaday Assoc., NYC (Fragrance div), 
Sarah Lee, ae. L. W. Frolich, NYC (hor- 
mone cream prd), Dick Rich, ae. Spot 
$582,140. 


Jacob Ruppert 

1639 Third Ave., NYC 28. Maurice E. At- 
kinson, adv m. 

Agency: Compton, NYC, Chester Dudley, 
a sup; Joseph Cross, ae. Spot $1,137,160, 
Rust-Oleum Corp. 

2405 Oakton, Evanston, Ill. Robert A. Fer- 
gusson, p & adv m. 

Agency: O’Grady-Anderson-Gray, Chi., Rob- 
ert Gray, ae. Spot $268,820. 

S.S.S. Co. 

P. O. Box 4447, Atlanta 2. 

Agency: Marshalk & Pratt, Atlanta, Doug- 
las Smith, ae. Spot $33,870. 

S & W Fine Foods, Inc. 

333 Schwerin, San Francisco 24. Joseph 
L. Brotherton, adv m & sls prom m. 
Agency: H-CH&M, San Francisco. Spot 
$279,980. 

Safeway Stores, Inc. 

405 14th St., Box 660, Oakland, Cal. E. F. 
Becker, adv m. 

Agencies: Harris, Harlan, Wood Div., Rich- 
ards, San Francisco (Captain’s Choice sea- 
foods, Lac-Mix butter); Cosby & Cooper, 
San Francisco (Montrose, Springhouse & 
Shady Lane butter, Party Pride & Cotillion 
ice cream, Tea Garden jams and jellies); 
EWR&R, San Francisco (Skylark & Slen- 
derway bread, Dutch Mill cheese, Chee-Zip, 
Busy Baker crackers and cookies) ; Hoefer, 
Dieterich & Brown, San Francisco (Ed- 
wards, Nob Hill, Airway & Safeway coffee, 
Nu-Made mayonnaise, salad oil & salad 
dressing, Lunch Box sandwich spread and 
peanut butter, Roxbury candies, Fluff-i-est 
marshmallows, Jell Well desserts, Canter- 
bury tea); Harlan & Steedman, San Fran- 
cisco (Sea Trader canned sea food, Crown 
Colony spices and extracts, Cragmont bev- 
erages, Zippy pickles, Lalani pineapple 
prds, Somerset meat prds, Town House 
canned & dried foods, Truly Fine hosiery) ; 
JWT, San Francisco (Lucerne milk and 
dairy prds, fresh meat and produce); 
Weiner & Gossage, San Francisco (Bel-Air 
frozen foods). Spot $1,192,570. 
Salada-Shiriff-Horsey, Inc. 

155 Berkeley, Boston 16. 

Agency: SSC&B, NYC, Willard C. Mackey 
Jr., ae. Spot $1,991,060. 
Salerno-Megowen Biscuit Co. 

7777 N. Caldwell Ave., Chicago 48. 
Agency: R. Jack Scott, Chi., R. Jack Scott, 
ae. Spot $48,060. 

Sandura Co. 

Benson East, Old York Rd. & Township 
Line, Jenkintown, Pa. S. Pollock, dir adv. 
Agency: Hicks & Griest, NYC, Charles V. 
Skoog, ae. Spot $505,720. 

San Joaquin Bakeries, Inc. 

L & Los Angeles Sts., Fresno, Cal. Arthur 
Bradford, adv sup. 
Agency: Thomas Adv., 
Thomas, ae. Spot $50,000. 


Santa Fe Wine Co. 

2200 S. Saybrook Ave., LA 22. 

Agency: Cole, Fischer & Rogow, Beverly 
Hills, Cal. Spot $90,090. 


Sardeau, Inc. 
75 E. 55th St., NYC 22. Robert Burton, 
dir adv & prom. Spot $618,760. 


Savannah Sugar Refining Corp. 
Savannah. 

Agency: Burton E. Wyatt, Atlanta. Spot 
$74,210. 


Fresno, George 
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Sawyer Biscuit Co. 
2407-11 W. North Ave., Melrose Park, Ill. 
Agency: George H. Hartman, Chicago. 
Spot $45,720. 


F & M Schaefer Brewing Co. 

430 Kent Ave., Brooklyn 11, N. Y. John 
Nemesh, adv m. 

Agency: BBDO, NYC, John Johns, ae. 
Spot $1,285,780. 


Schaffer Baking Co. 

4612 Woodward Ave., Detroit 1. Russell 
E. Kiser, g sls m, 2701 S. Logan, Lansing. 
Agencies: Patten Gille & Beltaire, Detroit. 
Cushman Adv., Lansing, Mr. Cush 
Spet $53,920. 


Earl Scheib Frigee-Freeze Inc. 
8737 Wilshire Blvd., Beverly Hills, Cal. 
Spot $62,210. 


Schenley Industries, Inc. 

350 Fifth Ave., NYC 1. Ken Pearson, adv 
m, CVA Corp div. 

Agencies: NC&K, NYC (Roma & Rocket 
wines), Nat Kronfeld, ae. DDB, NYC 
(Cresta Blanca wines), Sam Frankel, ae. 
Spot $85,680. 

Schick, Inc. 

Lancaster, Pa. C. R. Whitmer Jr., adv m. 
Agency: B&B, NYC. Spot $777,550. 
Schiff’s Shoe Stores 

N. Main St., Lima, Ohio. Bernard Gut- 
mann, adv sup. Spot $73,640. 

Joseph E. Schlitz Brewing Co. 

235 W. Galena, Milwaukee 1. J. M. Mc- 
Mahon Jr., dir adv; F. L. Smawley, adv m. 
Agency: JWT, Chicago (Schlitz beer), 
John J. Morrissey, ae. Spot $2,030,160. 
Mrs. Schlorer’s, Inc. 

Scotts Lane, Philadelphia 29. Alfred J. 
Rothwell, adv m. 

Agency: Reed-Warren, Philadelphia, Nor- 
man MacAfee, ae. Spot $34,180. 

Wm. Schluderberg-T. J. Kurdle Co. 
3800 E. Baltimore, Baltimore 3. 

Agency: Van Sant Dugdale, Baltimore, 
E. E. Cooke Jr., ae. Spot $158,260. 

C. Schmidt & Sons, Inc. 

127 Edward St., Philadelphia 23. Frederick 
H. Schmidt, aast vp adv; L. Allen, adv m. 
Agency: Bates, NYC (Schmidt Phila. ale 
& beer). Spot $401,290. 

Schoenling Brewing Co. 

1625 Central Pky., Cincinnati 14. 

Agency: Rollman Adv., Cincinnati. Spot 
$542,780. 

S. A. Schonbrunn & Co., Inc. 
Grand & Ruby Aves., Palisades Park, N. J. 
Lee J. Ross, adv m. 

Agencies: FC&B, NYC (Savarin regular & 
instant coffees), Elwood R. Whitney, Wil- 
liam Scollon, aes. MJ&A, NYC (U. S. adv 
Medaglia D’Oro espresso coffee), John 
O’Brien, Thayer Kingsley, aes. Pettinella 
Adv., NYC (Italian-language adv Medaglia 
D’Oro espresso coffee), Ferdinand Petti- 
nella, ae. Spot $445,210. 
Schott’s Bakery 
3000 Washington St., 
Schott, adv sup. 
Agency: Quality Baker of America, NYC 
36, Lew Purnell, ae. Spot $120,320. 
Schuckl & Co., Inc. 

Sunnyvale, Cal. Emil Rutz, p. 

Agency: H-CH&M, San Francisco. Spot 
$23,320. 

Scott Paper Co. 





Houston. Archie 









Front & Market Sts., Chester, Pa. Thomas 
B. McCabe Jr., dir adv. 

Agency: JWT, NYC, Garrit Lydecker. Spot 
$366,446. 


Scripto, Inc. 

423 Houston NE, Atlanta 2. H. L. Still- 
well Jr., vp adv. 

Agency: Donahue & Coe, NYC, Arthur 
Weil, ae. Spot $289,380. 


Scudder Food Products 

771 W. Garvey, Monterey Park, Cal. Ralph 
M. Pansek, adv m. 

Agency: Charles A. Mottl, Beverly Hills. 
Spot $232,800. 


William S. Scull Co. 

Front & Federal Sts. Camden 2, N. J. 
Wallace Brown, vp, g sls m & adv m. 
Agency: Tracy-Locke, Houston. Spot $229.- 
340. 


Seaboard Finance Co. 

945 S. Flower, LA 15. 

Agency: Frank Bull & Co., LA, Mel Roach, 

ae. Spot $35,430. 

Sealtest Foods Div., Nat. Dairy 
Products 

260 Madison Ave., NYC 16. James F. Lunn, 

m adv & sls prom. 

Agency: Ayer, NYC (all Sealtest prds), 

Neal O’Connor, ae. Spot $384,560. 

Sealtest Foods, Northeast Div. 

101 Nott Terrace, Schenectady 1, N. Y. 

J. M. Cummings, m adv & sls prom. 

Agency: Ayer, NYC. Spot $45,340. 

Sealtest Foods, Southern Div. 

500 Dalton Ave., Charlotte, N. C. G. L. 

Smith, vp sls & adv; H. C. Bacon, adv m. 

Agency: Tucker Wayne, Atlanta, Matthew 

Conner, ae. Spot $30,960. 

Sealy, Inc. 

666 Lake Shore Dr., Chicago 11. Gerald 

C. Shappell, adv m. 

Agency: JWT, Chi., John Sandburg, a sup; 

Herbert Guenin, ae. Spot $647,790. 

Sears Roebuck & Co. 

Homan & Arthington, Chicago 7. George 

E. Troll, nat mail order sls prom & adv: 

Thomas L. Barnes, nat retail sls prom m & 

adv m. 

Agency: C&W, Chi. (g adv). Spot $765,- 

830. 

Seattle Packing Co. 

2203 Airport Way, Seattle. Robert Mc- 

Manus, sls m. 

Agency: Miller, Mackay, Hoeck & Hartung, 

Seattle, Wallace Mackay, ae. Spot $24,610. 

Seeman Bros., Inc. 

40 W. 225th St., NYC 63. John Erlich, adv 

m & sls m. 

Agencies: Anderson & Cairns, NYC (White 

Rose tea, Flava-Bake flavoring, Pique 

Kitchen Magic, White Rose Redi-Tea, You- 

All French dressing), Ed Ridley, ae. NC& 

K, NYC (Nylast, Savoy car shampoo). Spot 

$148,170. 

Sego Milk Products Co. 

159 W. Ist S. St., Salt Lake City 1. A. N. 

Nelson, adv m & g sls m. 

Agency: Gillham Adv., Salt Lake City. 

Spot $26,660. 

Selchow & Righter Co. 

200 Fifth Ave, NYC 10. Miss M. E. 

Stringer, sec, adv m & sls prom m. 

Agency: Lester Harrison, NYC, Robert 

Weill, ae. Spot $125,000. 

Serta Associates, Inc. 


666 Lake Shore Dr., Chicago 11. Donald 
W. Mitchell, adv m. 

Agency: Tatham-Laird, Chi. Spot $282,430. 
Sessions Co., Inc. 

Enterprise, Ala. 

Agency: Noble-Dury, Nashville, A. H. 
Noble, ae. Spot $277,340. 

Seven-Up Co. 

1300 Delmar, St. Louis 3. J. M. Thul, 
adv m. 

Agency: JWT, Chi., Ted Jardine, ae. Spot 
$602,110. 

W. A. Sheaffer Pen Co. 

311 Ave. H, Ft. Madison, Ia. G. P. Karle 
Jr., adv m. 

Agency: BBDO, Chi., J. P. Devaney, ae. 
Spot $20,950. 

Shell Oil Co. 

50 W. 50th St., NYC 20. D. C. Marschner, 
adv m & sls prom m. 

Agency: JWT, NYC, Thomas F. O'Grady, 
ae. Spot $3,323,630. 

Sheraton Furniture Co. 

2 Depot St., Willoughby, Ohio. Norman 
Biller, adv sup. 

Agency: Axelband & Brown, Irv Brown, 
ae. Spot $45,820. 

Shetland Co., Inc. 

69 Bennett St., Lynn, Mass. 
Lappin, pres. 

Agency: Silton Bros., Callaway Assoc., Bos- 
ton, M. Susman, ae. Spot $56,700. 
Shiffli Lace & Embroidery Institute 
591 Summit Ave., Jersey City, N. J. Walter 
Dietzsch, adv sup. 

Agency: North Adv., NYC 17, Frank Hig- 
gins, ae. Spot $30,080. 


Robert I. 
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Shulton, Inc. 
630 Fifth Ave., NYC 20. Walter P. Lantz, 
adv dir; Maxine Rowland, adv m. 
Agency: Wesley Assoc., NYC, Jay Perine, 
ae. Spot $39,170. 

Sicks Rainier Brewing Co. 

3100 Airport Way, Seattle 4. Archibald G. 
Douglass Jr., adv m. 

Agency: Miller, Mackay, Hoeck & Hartung, 
Seattle, James R. Miller, ae. Spot $226,460. 
Siegler Corp. 

Wilson Ave., Centralia, III. 
Miller, adv m. 

Agency: DFS, Chi. Spot $75,770. 
Wm. Simon Brewing Co. 
705 Clinton, Buffalo 10. 
Agency: J. G. Kelly, Buffalo, Charles Wells, 
ae. Spot $31,250. 

Sinclair Refining Co. 

600 Fifth Ave., NYC 20. James J. Delaney, 
adv m. 

Agency: GMM&B, NYC, 
Morey, ae. Spot $118,770. 
Skelly Oil Co. 

605 W. 47th St., Kansas City 41. Walter 
W. Lammers, adv m. 

Agency: Bruce B. Brewer, Kansas City, 
Marshall Giesecke, ae. Spot $89,740. 
Skinner Mfg. Co. 

14th & Jackson, Omaha 2. 

Agency: Bozell & Jacobs, Omaha, Clete 
Haney, ae. Spot $122,220. 

Slenderella Systems, Inc. 

Stamford, Conn. Suzanne R. Wells, adv. 
Agency: Product Services, NYC, Les L. 
Persky, ae. Spot $173,640. 

Slipit Products, Inc. 

169 Water St.. NYC 38. Paul J. Bogle, 
p chg sls & adv. Spot $46,550. 
Slumberland Products 

144 Moody St., Waltham 54, Mass. Arthur 
M. Warshaver, p & adv m. 
Agency: Gabriel Stern, Boston, 
Stern, ae. Spot $64,050. 

Smith Bros., Inc. 

134 N. Hamilton, Poughkeepsie, N. Y. 
Agency: KHCC&A, NYC. Spot $373,390. 
Smith-Douglass Co., Inc. 

Box 419, Norfolk 1. 

Agency: Chesapeake Adv., Norfolk, J. R. 
Stifler, ae. Spot $42,000. 

Smith Oil & Refining Co. 

1102 Kilborn Ave., Rockford, Ill. Gordon 
Wolfley, adv m. 

Agency: Cummings, Brand & McPherson. 
Rockford, Roger Porter, ae. Spot $34,200. 
F. H. Snow Canning Ce., Inc. 

Pine Point, Me. 

Agency: Daniel F. Sullivan, Boston. Spot 
$26,980. 

Softol, Inc. 

992 Springfield Ave., Irvington, N. J. Jack 
O. Spies, p. 

Agency: M. E. Bach, Newark, N. J. Spot 
$25,350. 

Solar Electric Corp. 

121 Central, Warren, Pa. F. L. Watson, vp 
dir adv & sls. 

Agency: Cole, Fischer & Rogow, NYC, 
Larry Esmond, ae. Spot $29,670. 
Solarine Co. 

4201 Pulaski Hwy., Baltimore, Frank Mas- 
terson, adv sup. 

Agency: Courtland D. Ferguson, Washing- 
ton. Spot $35,200. 


Robert L. 


Sylvester M. 


Herbert 
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Solo Products Corp. 

279 Fifth Ave., NYC 16. Horace Solomon, 
adv m. 

Agency: Harry J. Jacknick, NYC. Spot 
$120,060. 

Sonny Boy Co. 

P. O. Box 523, Fresno. Spot $218,250. 
Southern Bakeries Co. 

275 Peachtree, N.E., Atlanta 2. 
Agency: Burke Dowling Adams, 
J. E. B. Shi, ae. Spot $55,940. 
Southern Bell Tel. Co. 

Hurt Bldg., Atlanta 1. C. L. Buckingham, 
g adv m. 

Agency: Tucker Wayne, 
Connah, ae. Spot $515,010. 
Southern Spring Bed Co. 

290 Hunter SE, Atlanta 1. I. B. Williams 
Jr., adv m. 

Agency: Charles Tombras & Assoc., Knox- 
ville, Evan McLean, ae. Spot $33,490. 
Southland Coffee Co., Inc. 

1 Washington SW, Atlanta 3. 

Agency: Donahue & Coe, NYC. Spot $41.,- 
110. 

Southwestern Bell Tel. Co. 

1010 Pine St., St. Louis 1. Douglas Wil- 
liams, vp adv & pr. 

Agency: Gardner Adv., St. 
Leach, ae. Spot $300,894. 
Southwestern Drug Co. 
P. O. Box 6099, Dallas. R. F. Harvey, adi 
sup. 

Agency: Randall-Perry Adv., Dallas. Spot 
$36,960. 

Southwestern Public Service Co. 
Roswell, N. Mex. Ed Weber, adv m, Ama- 
rillo. Spot $28,490. 

Sparkletts Drinking Water Corp. 
4500 York Blvd., LA 41. Jim Arnds, adv m. 
Agency: McCarty Co., LA, William H. 
Geisler, Herb C. Brown, aes. Spot $29,440. 


Spatini Co. 

47th & Brown, Philadelphia 39. 

Agency: Elkman Co., Philadelphia. Spot 
$76,120. 

Spatola Wine Co., Inc. 

1222 Filbert St., Philadelphia 7. Joseph F. 
Spatola Jr., adv sup. 

Agency: Yardis Adv., Philadelphia, Frank 
Kessler, ae. Spot $36,460. 

Speedway Petroleum Corp. 

15911 Wyoming Ave., Detroit 38. C. W. 
Sucher, adv sup. 

Agency: W. B. Doner, Detroit, J. G. Ryan, 
ae. Spot $531,780. 


Sperry & Barnes Co. 

188 Long Wharf, New Haven 5, Conn. 
Agency: Hoag & Provandie, Boston, Paul 
H. Provandie, ae. Spot $42,790. 


Sperry & Hutchinson Co. 
114 Fifth Ave., NYC 3. Emil A. 
dir adv & pr. 

Agency: SSC&B, NYC. Spot $407,140. 
Squirt Co. 

4610 Van Nuys Blvd., Sherman Oaks, Cai. 
Hugh McKellar, dir adv. 
Agency: Honig-Cooper, 
Miner, LA. Spot $223,060. 


Stahi-Meyer, Inc. 

172 E. 127th St.. NYC 35. Alexander E. 
Hoedt, adv m. 

Agency: Hicks & Greist, NYC, Harry L. 
Hicks Jr., ae. Spot $75,160. 


Atlanta, 


Atlanta, Doug 


Louis, J. H. 


Corona, 


Harrington & 


A. E. Staley Mfg. Co. 
Decatur, Ill. Frank W. Julsen, corn dip 
adv m; Rudy Dennis, soybean div adv m. 
Agencies: EWR&R, Chi., H. C. Lund, A. 
G. Bishop, aes. Kane Adv. (soybean and 
formula-feed div), John Tully, ae. Spot 
$20,270. 

Standard Brands, Inc. 

625 Madison Ave., NYC 22. Edward D. 
Barrett, asst vp chg merc; J. R. Bryant, 
prd m—tea & nut meats; J. L. Burson, 
prd m—grocery, coffee; Joseph C. Kouba, 
prd m—margarine, yeast, baking powder; 
F. D. Baird, m adv & sls prom—spec prds 
div. 

Agencies: JWT, NYC 17 (Fleischmann’s 
yeast, Tender Leaf tea, Royal nuts, Chase 
& Sanborn coffee), W. Howard, sr sup: 
S. B. Dobbs, R. Dennison, a sups; J. 
Hamilton, E. Thomson, C. Cartwright, H. 
Niederauer, aes; Bates, NYC 19 (Blue 
Bonnet margarine, Royal desserts & baking 


powder, Walter Kendall Hunt Club & 
Fives dog food, Siesta instant coffee, 
Fleischmann’s margarine), A. M. Whit- 


lock, sr sup; L. H. Sherrill, J. S. Clark- 
son, a sups: F. J. Knittle, W. R. Groome, 
G. Ensign, W. Foster, aes. Spot $4,368,290. 


Standard Brewing Co. 
5801 Train Ave., Cleveland 2. 
Creadon, treas & adv m. 
Agency: Gerst, Sylvester & Walsh, Cleve- 
land. Spot $33,030. 


Standard Food Markets 

16 S. Pennsylvania, Oklahoma City. 
Agency: Barlow Adv., Oklahoma City. Spot 
$68,250. 


Standard Oil Co. of Cal. 

225 Bush, San Francisco 20. M. A. Mattes, 
m adv dept. 

Agencies: BBDO, San Francisco, C. E. 
Hale, ae. Gotham-Vladimir, San Francisco, 
F. A. Birdsall, ae. Spot $1,004,530. 


Standard Oil Co. of Indiana 

910 S. Michigan Ave., Chicago 80. Wesley 
I. Nunn, adv m. 

Agencies: D’Arcy, Chi., Kent Lee, ae. 
BBDO, Chicago, Kermit Small, ae. Spot 
$1,961,290. 


Standard Oil Co. of N. J. 

15 W. 5lst St., NYC 19. R. M. Gray, adv 
m, Esso Std. Oil Co. 

Agency: McCann-Erickson, 
Farriker, ae. Spot $2,000,000. 


Standard Oil Co. of Ohio 
Midland Bldg., Cleveland 15. 
Kolb, adv sup. 

Agency: McCann-Erickson, 

V. Tracy, ae. Spot $766,270. 


Standard Oil Co. of Texas 

1600 City Nat. Bank Bldg., Houston 1. 
Agency: White & Shuford Adv., El Paso. 
Spot $78,200. 

Standard-Triumph Dealers 

1745 Broadway, NYC 19. David R. Allen, 
adv & pr m. 

Agency: DCS&S, NYC, Robert Doherty, ae. 
Spot $60,380. 


State Farm Mutual Auto Insurance 
Co. 

112 E. Washington, Bloomington, Ill. T. C. 

Morrill, vp adv; Charles B. Foote, adv sup; 

D. F. McNertney, asst adv sup. 

Agency: NL&B, Chi. Paul E. Belknap, 

Russell R. Buck, aes. Spot $186,560. 


George E. 


NYC, R. & 


Frank A. 


Cleveland, J. 
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State Line Potato Chip Co. 

Willimansic, Mass. 

Agency: Randall Adv., Hartford, Conn., 

Wilbur Randall, ae. Spot $47,970. 

Stauffer Reducing Inc. 

1919 N. Vineburn Ave., LA 32. Kenneth 

C. Lovgren, adv m; Thomas J. Buchanan, 

asst adv m; Maxine Daley, adv coord. 

Agency: FC&B, LA, Tom Randolph, ae. 

Spot $85,750. 

Stegmaier Brewing Co. 

152 E. Market St., Wilkes-Barre. William 

T. Kelly, adv m. Spot $77,170. 

Stella D’Oro Biscuit Co., Inc. 

184 W. 237th St. NYC 63. A. J. San- 

tero, sec, treas, dir adv & sls. 

Agency: Carlo Vinti, NYC. Spot $567,750. 

Stephans Distrib. Corp. 

405 Professional Bldg., Ft. Lauderdale, Fla. 

Donald S. Bennett, adv m. 

Agency: C&W, NYC, Richard I. Ide, ae. 

Spot $112,910. 

Sterling Brewers, Inc. 

1301 Pennsylvania Ave., Evansville 7, Ind. 

Walter C. Gottfred, adv m. 

Agency: Compton, NYC, J. Roper, ae. 

Spot $514,470. 

Sterling Drug, Inc., Glenbrook 
Labs Div. 

1450 Broadway, NYC 18. R. L. Steenrod, 

prd m—Bayer; H. D. Nitchie, prd m— 

Phillips, Dr. Lyon’s, Haley's; Glenn Johns- 

ton, prd m—Fizrin; F. M. Deakins, prd m 

—Fletchers, Dr. Caldwell’s, ZBT baby 

powder, Energine; R. E. Gray, prd m— 

Ironized yeast. 

DFS, NYC (Bayer aspirin & 

nasal spray, Dr. Lyon’s, Energine, Haley's 

M.O., Phillips milk of magnesia for r&tv), 

George Tormey, ae; Thompson-Koch, NYC 

18 (D-con Co div, Ironized yeast for r&tv), 

Bill Madill, ae; Brown & Butcher, NYC 20 

(Dr. Caldwell’s, Fletcher’s Castoria, ZBT), 

Ralph Tassinari, ae; Compton, NYC 22 

(Fizrin, Instantine), Bill Stewart, ae. Spot 

$3,645,220. 

Stern Bros. Plumbing Co. 

2323 E. 67th St., Cleveland. Bernie Stern, 

adv sup. 

Agency: Axelband & Brown, Cleveland, 

Irv Brown, ae. Spot $45,820. 

Stewart-Warner Corp. 

1826-52 Diversey Pkwy, Chicago 14. Fred 

R. Cross, dir adv. 

Agency: MacFarland, Aveyard, Chi. (Ale- 

mite), Walter Powers, ae. Spot $70,990. 

Stewarts, Inc. 

653 Corinne, Memphis 2. 

Agency: Rosengarten & Steinke, Memphis. 

Spot $46,740. 

Stewart’s Private Blend Coffee Co. 

4110 Wrightwood Ave., Chicago 39. 

Agency: Roche, Rickerd & Cleary, Chi. 


Spot $54,420. 


Stokely-Van Camp, Inc. 

941 N. Meridian, Indianapolis 6. Ralph M. 
Watts, adv & mkt m. 

Agencies: Lennen & Newell, NYC (Stoke- 
ly-Van Camp canned goods), T. P. Dough- 
ten, ae. Lennen & Newell, San Francisco 
(Van Camp frozen foods, Pictsweet, Stoke- 
ly’s finest frozen foods), Kelso Norman, ae. 
Spot $1,061,190. 

Stop & Save Trading Stamp Corp. 
125 Phillips Ave., S. Hackensack, N. J. 
May Cerone, adv m. 


Agencies: 









Agency: KHCC&A, NYC, Frank Ferry, ae. 
Spot $93,610. 

Stop & Shop, Inc. 

393 D St., Boston 10. Harry D. Shain, 
dir adv, sls & pr; Louis P. Steinberg, 
adv m. 

Agency: Arnold & Co., 
Rosoff, ae. Spot $100,000. 
Storz Brewing Co. 
1807 N. 16th St., Omaha 2. 
Storz Jr., adv m. 

Agency: Bozell & Jacobs, Omaha, Randall 
E. Packard, ae. Spot $214,100. 

Streitm nn Biscuit Co. 

Mariemont, Cincinnati 27. A. H. Striet- 
mann, adv m. 

Agency: Ralph H. Jones, Cincinnati, Rich- 
ard Jones, ae. Spot $261,880. 
Stroehmann Bros. 

225 E. Third, Williamsport, 
Thompson, vp dir adv & sls. 
Agencies: Ellington & Co., NYC (Phila- 
delphia mkt). Quality Bakers of America, 
NYC (balance of mkts). Spot $21,160. 
Stroh Brewery Co. 

909 E. Elizabeth, Detroit 26. 

Agency: Zimmer, Keller & Calvert, Detroit, 
Stanley Bahnsen, ae. Spot $524,340. 
Sucher’s Meat Co. 

400 Northwestern Ave., Dayton. Earl Mc- 
Williams, adv sup. 

Agency: Bridges & Sharp Adv., Dayton, 
Jim Bridges, ae. Spot $39,550. 


Sugardale Provision Co. 

Canton, Ohio. 

Agency: Lang, Fisher & Stashower, Cleve- 
land. D. L. Stashower, ae. Spot $72,890. 
R. G. Sullivan, Inc. 

823 Elm St., Manchester, N. H. 

Agency: John C. Dowd, Boston. Spot $71,- 
090. 


Sun Oil Co. 

1608 Walnut, Philadelphia 3. William M. 
Schmitt, gm, adv; P. D. McKay, adv; 
William D. Daub, adv. 
Agency: Esty, NYC 
$1,769,580. 


Sun Ray Drug Co. 

49th & Lancaster Ave., Philadelphia. Ben- 
jamin Lerner, adv sup. 

Agency: Philip Klein Adv., Philadelphia, 
Herbert Ringold, ae. Spot $50,630. 


Sunshine Biscuit Co. 

Thompson Ave. & Queens Plaza, Long Is- 
land City 1, N. Y. Gene Flack, dir adv & 
sls: Norman B. Smith, adv m. 

Agency: C&W, NYC, Herbert Thwaite, ae. 
Spot $168,180. 


Super Valu Stores 

101 Jefferson Ave., Hopkins, Minn. Arthur 
Leemis, dir adv. 

Agency: Sherman Peterson & Assoc., Min- 
neapolis, Charles Leighton, ae. Spot $118,- 


740. 


Superior Dairies 

600 E. Ist St., Austin, Tex. David Wilson, 
adv sup. 

Agency: Brooks Adv., San Antonio, Bernard 
M. Brooks, ae. Spot $23,290. 


Superior Feed Mill 

Oklahoma City 9. T. W. Woody, adv m. 
Agencies: James R. Reese Adv., Kansas 
City. Lowe, Runkle, Oklahoma City. Spot 
$57,130. 


Boston, Arnold 


Arthur C. 


Pa. 2. .%. 


(motor prds). Spot 


Superior Provision Co. 

Massillon, Ohio. 

Agency: Marcus Adv., Cleveland, Don Mar- 
cus, ae. Spot $117,680. 

Surgitube Products Corp. 

1516 Jarrett Pl., NYC 61. 

Agency: Lewis A. King, NYC. Spot $26,780. 
Sweetheart Assoc. Cos. 

Bismarck & Minot, N. Dak., Billings, Mont. 
Agency: John W. Forney, Minneapolis, Joan 
Jackson, ae. Spot $22,620. 

Sweet-Orr & Co., Inc. 

1 W. 34th St., NYC 1. 

Agency: KHCC&A, NYC. Spot $50,750. 
Sweets Co. of America, Inc. 

1515 Willow Ave., Hoboken, N. J. 

Agency: Henry Eisen, NYC. Spot $91,840 
Swift & Co. 

Union Stock Yards, Chicago 9. Ray Weber, 
adv m; L. G. Placke, asst adv m; A. B. 
Gislason, med coord: J. W. Craddock, W. 
L. Avery, R. A. Line, M. P. Bibko, J. T. 
Gerhard, M. R. Call, F. J. Norris, adv dept 
assts. 

Agencies: McCann-Erickson, Chi. (butter, 
eggs, cheese, canned meats, consumer pack- 
age frozen meat, ham & bacon, ice cream, 
baby meats, poultry, fresh meats, franks, 
table-ready meats, sausage), W. R. Kin- 
naird, ae; Burnett, Chi. (All-sweet mar- 
garine, End-O prds, Vigoro plant food), R. 
G. Everett, ae; DFS, Chi. (Pard dog foods, 
Swift’‘ning & Jewel shortening and salad 
oil), Sewell Gardner, ae; Bert Gittins, Mil- 
waukee (Farm Plant foods, feeds, Red Steer 
plant food), Gerald Seaman, ae. Spot $1,- 
209,590. 
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Syivan Seal Milk Co. 

612 S. 24th St., Philadelphia 46. 
Agency: Al Paul Lefton, Philadelphia, Paul 
Brown, ae. Spot $75,080. 

Sylvania Electric Products, Inc. 
1740 Broadway, NYC 19. Terry P. Cun- 
ningham, dir adv; Don J. Hughes, adv m— 
electronic tubes; W. A. Cummings, adv & 
sls prom sup—photo-lamp div; Edward L. 
Slater, adv m—photo-lamp div; Charles R. 
Lunney, adv m—home-electronics div, Ba- 
tavia, N. Y.; Robert R. Wilson, adv m— 
Argus camera div, Ann Arbor, Mich.; James 
R. Steel, adv m—lighting-prds div, Salem, 
Mass. 

Agency: JWT, NYC 17, H. C. Johnson, ae. 
Spot $83,940. 

Tafon Distributors, Inc. 

6440 Selma Ave., Hollywood 28, Cal. Frank 
Miller, adv sup. 

Agency: Anglo-American Adv., Hollywood. 
Spot $22,200. 

Tampa Florida Brewery, Inc. 

5th Ave. & 13th St., Tampa 5. 

Agency: Benito, Tampa, Louis Benito, ae. 
Spot $72,270. 

Vic Tanney’s Gym 

9356 Santa Monica Blvd., Beverly Hills. 
Vic Tanney, adv sup. 

Agency: Stahl Adv., Hollywood, Charles 
Stahl, ae. Spot $516,500. 

Sidney A. Tarrson Co. 

712 N. Franklin St., Chicago. Sidney A. 
Tarrson, adv sup. 

Agency: Allen Alpern Adv., Chi., Allen W. 
Alpern, ae. Spot $117,847. 

Tasty Baking Co. 

2801 Hunting Park Ave., Philadelphia 29. 
Charles B. Vidinghoff, dir sls & adv; Wal- 
ter F. Clanuffer, asst dir sls & adv. 
Agency: Aitken-Kynett, Philadelphia. Spot 
$161,850. 


Taylor-Reed Corp. 

15 Crescent, Glenbrook, Conn. Jack House, 
adv m. 

Agency: Hicks & Griest, NYC, T. J. Grune- 
wald, ae. Spot $1,089,890. 


Tea Council of U.S.A. 

500 Fifth Ave., NYC 36. John M. Ander- 
son, dir adv & prom. 

Agency: Burnett, Chi., C. M. Dering, ae. 
Spot $1,100,000. 


Telewares, Inc. 

25 Atlantic Ave., Floral Park, L. I., N. Y. 
Mike Gelrod, adv sup. 

Agency: Gelrod Adv., Floral Park, Mike 
Gelrod, ae. Spot $94,250. 


Terry Foods Co. 

700 W. Touhy, Park Ridge, Ill. Nancy An- 
derson, adv m. 

Agency: Olian & Bronner, Chi., Irving A. 
Olian, ae. Spot $36,790. 


Tetley Tea Co., Inc. 
483 Greenwich St., NYC 13. 
Agency: OB&M, NYC. Spot $40,640. 


Texas Co. 

135 E. 42nd St., NYC 17. Ben Haisell, dir 
adv & sls prom; Donald W. Stewart, adv m. 
Agency: C&W, NYC, W. W. Mulvey, ae. 
Spot $1,660,400. 


Texas Coffee Co. 
Beaumont, Tex. 

Agency: Gober Adv., Beaumont, Dene 
Gober, ae. Spot $54,980. 
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Texas Electric Service Co. 

408 W. Seventh, Ft. Worth. Vance Gilmore, 
adv sup. 

Agency: Magnussen Adv., Ft. Worth, H. A. 
Magnussen, ae. Spot $63,420. 

Texas State Optical Co. 

860 Orleans St., Beaumont, Tex. W. Ed 
Allen, adv sup. 

Agency: EWR&R, Houston, Mary Kay Man- 
sell, ae. Spot $64,740. 

Texize Chemicals Co. 

Mauldin, S. C. T. E. Chantron, dir adv. 
Agency: Henderson Adv., Greenville, S. C., 
Howard McIntyre, a sup; Peter Soutter, 
Jeffery Majette, aes. Spot $4,704,170. 
Thorofare Markets 

Murrysville, Pa. L. H. Smith Jr., adv sup. 
Agency: Ketchum, MacLeod & Grove, Pitts- 
burgh, Charles Llewellyn, ae. Spot $96,900. 
Thrift Drug Co. 

5051 Rodeo Dr., LA. Morrie Axelrod, adv 
sup. 

Agency: H-CH&M, LA, Hildred Sanders, 
ae. Spot $88,530. 


Tidewater Oil Co. 

660 Madison Ave., NYC (eastern div); 
4201 Wilshire Blvd., LA 5 (western div). 
J. J. Leener, nat adv m, LA. 

Agency: FC&B, LA, R. G. Humphreys, a 
sup; E. C. McDonald, ae—eastern div.; 
William Kennedy, ae—western div. Spot 
$96,000. 


Tidy House Products Co. 
Shenandoah, Ia. 

Agencies: GB&B, San Francisco, Robert 
Whitehead, a sup. Buchanan-Thomas (af- 
filiate of GB&B), Omaha, Robert Savage, 
ae. Spot $1,187,080. 


Tigrett Industries, Inc. 

600 Mobile Ave., Jackson, Tenn. 

Agency: Noble-Dury, Memphis. Spot $27,- 
560. 

Time, Inc. 

9 Rockefeller Plaza, NYC 20. Richard E. 
Coffey, g prom m—Life mag; George Wever, 
g prom dir—Life mag; William Scherman, 
prom dir. 

Agency: Y&R, NYC. Spot $178,600. 


Tippie Dog Food Co. 

94th & Tinicum Ave., Philadelphia. 
Agency: W. B. Doner, Philadelphia, Murray 
Firestone, ae. Spot $45,800. 


Tobin Packing Co., Inc. 

P. O. Box 351, Albany 1. William B. 
O’Brien, adv m. 

Agency: Storm Adv., Rochester, N. Y. Spot 
$52,330. 


Tolecraft Products, Inc. 

Baltimore. 

Agency: Applestein, Levinstein & Golnick, 
Baltimore, Mort Levinstein, ae. Spot $37,- 
890. 


Toni Co., Div. of the Gillette Co. 
Merchandise Mart, Chicago 54. Martin N. 
Sandler, vp chg adv; K. E. Lane, dir adi 
admn serv; J. T. Lewis, brand sup; Al 
Pawlick, brand sup; F. Isserman, brand m 
—Deep Magic; D. Mitchell, brand m—curl- 
ers, hair accessories; R. L. Gibbons, brand 
m—T oni, Tonette, Silver Curl; G. Eckhart, 
brand m—Bobbi, Tame, Hush; E. Schultz, 
brand m—White Rain, Adorn. 

Agencies: North, Chi. (Toni, Tonette, Spin 
curlers, Silver Curl, Deep Magic, Hush, 





Adorn, new prds), D. P. Nathanson, ae; 

Tatham-Laird, Chi. (White Rain, Prom), 

George Bamberger, ae; Frank, Chi. (Pam. 

per, Tame, Bobbi), Hill Blackett, ae; Holst 

& Male, Honolulu (Hawaiian adv). Spot 

$1,176,690. 

Top Value Enterprises, Inc. 

125 S. Ludlow, Dayton 1. Charles H. Wa- 

terman Jr., adv m. 

Agency: Campbell-Mithun, Minneapolis, 

Ralph F. Wittgraf, ae. Spot $121,020, 

Townley Dairies 

400 Eckroat, Oklahoma City. R. C. Townley, 

adv sup. 

Agency: Galloway-Wallace Adv., Oklahoma 

City, John Wallace, ae. Spot $34,840. 

Toy Guidance Council, Inc. 

1124 Broadway, NYC 10. 

Agency: Friend-Reiss, NYC. Spot $36,000, 

Trager Mfg. Co., Inc. 

1015 Price, Scranton 4, Pa. A. L. Stahler, 

p & dir adv. 

Agency: Bauer & Tripp, Philadelphia, Roy 

L. Silver, ae. Spot $46,210. 

Trans-World Airlines Inc. 

10 Richards Rd., Kansas City 5, Mo. J. ¢ 

Delong, g adv m, NYC; H. G. Riegner, asst 

g adv m, NYC; C. A. Finkbeiner, dir do. 

mestic adv NYC; A. G. Huber, dir adv 

services NYC. 

Agency: FC&B, NYC, Elliston Vinson, Ford 

Sibley, aes. Spot $102,730. 

Triange Beverage Co. 

3830 S. Michigan Ave., Chicago. Edward 

McFadden, adv sup. 

Agency: Bell Adv. Spot $34,930. 

Tri-Valley Packing Assn. 

240 Battery, San Francisco. John P. Me- 

Murran, adv m. 

Agency: DFS, San Francisco, Vern Norris, 

ae. Spot $30,650. 

Trylon Products Corp. 

2750 N. Wolcott, Chicago 14. 

Agency: Kemper, Chi. Spot $323,610. 

Twentieth Century-Fox Film Corp. 

444 W. 56th St., NYC 19. S. Charles Ein- 

feld, vp adv & pub; Abe Goodman, adv 

dir; Martin Michel, tv dir. 

Agency: Charles Schlaifer, NYC, Christy 

Wilbert, ae. Spot $26,900. 

Uddo & Taormina Co. 

107 Humboldt, Brooklyn, N. Y. Frank 

Taormina, gm. 

Agency: Carlo Vinti, NYC, Joseph Vinti, 

ae. Spot $356,350. 

Union Carbide Corp., Nat. Carbon 
Co. Div. 

30 E. 42nd St., NYC 17. A. H. Brust, m 

adv. 

Agency: William Esty, NYC. Spot $40,970. 


Union Oil Co. of Cal. 

Union Oil Center, LA 17. Jerry Luboviski, 
dir pr & adv. 

Agency: EWR&R, LA (tv-rad). Spot $144, 
850. 


Union Pacific Railroad 

1416 Dodge, Omaha 2. H. B. Northcott, g 
adv m: Paul G. Beach, adv m—Omaha; 
C. R. Ward, adv m—Portland, Ore.; H. J. 
Forbes, adv m—LA. 

Agencies: Caples Co., Omaha, L. M. Branch, 
ae. Caples Co., LA, M. Wellborn, ae. Caples 
Co., Portland, Ore., R. J. Livingston, ae. 
Gillham Adv., Salt Lake City, M. C. Nelson, 
ae. Spot $167,510. 
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United Air Lines, Inc. 
5959 S. Cicero Ave., Chicago 38. R. E. 
Johnson, sr vp sls adv & pr; Eugene A. 
Raven, dir adv. 

Agency: Ayer, Chi. Spot $76,900. 

United Aircraft Corp. 

East Hartford 8, Conn. N. V. Clements, dir 
adv & sls prom. 

Agency:: Lennen & Newell, NYC. Spot 
$151,720. 

United Artists Corp. 

729 Seventh Ave., NYC 19. Max E. Young- 
stein, vp adv; Roger H. Lewis, nat dir adv, 
pub; Fred Goldberg, asst nat dir adv & 
pub; Joseph Gould, adv m. Spot $40,830. 
United Fruit Co. 

Pier 3 North River, NYC 6. C. W. Moore, 
adv dir. 

Agency: BBDO, NYC, Tom Bull, ae. Spot 
$109,340. 

United Fuel Gas Co. 

P. O. Box 1273, Charleston 25, W. Va.. Kent 
Hall, adv m. 

Agency: Ketchum, MacLeod & Grove, Pitts- 
burgh, Emil Hofsoos, ae. Spot $90,850. 
United Grocers 

685 Sixth St., San Francisco. R. B. John- 
son, adv sup. 

Agency: Western Productions, San Fran- 
cisco, Charles K. Walden, ae. Spot $36,000. 
United States Bedding Co. 

Wabash & Vandalia, St. Paul 14. Ralph J. 
Marx, adv m. 

Agency: Campbell-Mithun, 
Spot $23,850. 


United Vintners, Inc. 

601 Fourth Ave., San Francisco 7. Irv 
Cotanch, vp nat adv & pr dir. 

Agencies: Y&R, San Francisco (Petri 
wine), James McManus, ae. Honig-Cooper, 
Harrington & Miner, San Francisco (Italian 
Swiss Colony, G&D vermouth). Spot $716,- 
830. 

United Whelan Corp. 

82 39th St., Brooklyn 32, N. Y. Albert G. 
Harsnett, adv m & sls prom m. 

Agency: Product Adv., Brooklyn. Spot $93,- 
600. 


U. S. Borax & Chemical Co. 

630 Shatto Pl., LA 5. K. H. Lyngheim, adv 
m—20 Mule Team prds div. 

Agency: McCann-Erickson, LA, J. F. Kerr, 
ae. Spot $1,988,690. 


U. S. Rubber Co. 

1230 Ave. of Americas, NYC 20. C. H. Gil- 
bert, dir adv; Gregg T. Ward, asst dir adv; 
A. J. Hocking, adv m—footwear & g prds 
div; C. H. Shirley, adv m—tire div; H. E. 
Dadson, adv m—mech goods div. 

Agency: FRC&H, NYC, F. D. Richards, ae. 
Spot $475,780. 


U. S. Tobacco Co. 

630 Fifth Ave., NYC 20. L. A. Bantle, vp 

sls & adv. 

Agency: C. J. LaRoche, NYC. Spot $115,- 
0. 


Utah-Idaho Sugar Co. 

Beneficial Life Bldg., Salt Lake City 10. 
Agency: Evans, Salt Lake City, David W. 
Evans, ae. Spot $37,510. 


Minneapolis. 


Utah Oil Refining Co. 

Utah Oil Bldg., Salt Lake City. 

Agency: Gillham Adv., Salt Lake City, M. 
C. Nelson, ae. Spot $64,330. 








Utility Appliance Cerp. 
12611 S. Crenshaw Blvd., Hawthorne, Cal. 
W. A. Mansfield, adv m. 

Agency: Robinson, Jensen, Fenwick -& 
Haynes, LA, Jack Haynes, ae. Spot $371,100. 


Valley Bell Dairy Co. 
Delaware Ave. & Roane St., Charleston, 
W. Va. J. W. Martin, adv sup. Spot $37,290. 


Valleydale Packers Co. 

1013 Iowa St., Salem, Va. Lester Stone, adv 
sup. 

Agency: Noble-Dury, Nashville, Mrs. Jane 
Dowden, ae. Spot $189,880. 


Veasey Drug Co. 
1015 N. Broadway, Oklahoma City. Ray- 
mond D. Field, adv sup. Spot $57,700. 


Venice Maid Co., Inc. 
Vineland, N. J. Richard Kyde, dir sls & adv. 
Agency: W. B. Doner, Philadelphia, Murray 
Firestone, ae. Spot $22,170. 


Venus Pen & Pencil Corp. 
Lewisburg, Tenn. Leonard A. Hehner, m sls 
prom & adv. 

Agency: DDB, NYC, Fred Dossenbach, ae. 
Spot $125,000. 


Vernor’s Ginger Ale Inc. 

4501 Woodward Ave., Detroit 1. Ralph 
David, sls m & adv m. 

Agency: Denman & Baker, Detroit. Spot 
$52,420. 

Vick Chemical Co. 

122 E. 42nd St., NYC 17. G. E. Morgan, 
adv m—VapoRub & cold tablets; R. E. 
Secrist, adv m—cough syrup, nose drops, 
nasal spray, cough drops, inhalers, lozenges. 
Agencies: OB&M, NYC 17 (Vick’s Double 
Buffered cold tablets), Michael Ben-Dror, 


ae; Morse Int., NYC 17 (all other prds), 

John Archibald, ae. Spot $2,216,890. 

Victory Supermarkets 

Norwich, N. Y. Grover Hubbell, adv sup. 

Agency: Flack Adv., Syracuse, N. Y., 

George Rydos, ae. Spot $51,000. 

Vietti Food Products Co. 

701 Bradford Ave., Nashville. Joe Vietti, 

adv sup. 

Agency: Culbertson Adv., Nashville, Bill 

Culbertson, ae. Spot $33,440. 

Virginia-Carolina Chemical Corp. 

401 E. Main St., Richmond 8, R. C. Long, 

adv m. 

Agency: Albert Sidney Noble, NYC. Spot 

$23,930. 

Virginia Milk Producers 
Federation 

J. I. Gardner Bldg., Blacksburg, Va. R. G. 

Connelly, adv sup. 

Agency: Cargill, Wilson & Acree, Rich- 

mond, Edward Acree, ae. Spot $28,900. 

Volvo Import Co., Inc. 

452 Hudson Terrace, Englewood Cliffs, N. J. 

Agency: Advertising Agencies, Studio City, 

Cal., Kent Goodman, David Crawley, aes. 

Spot $48,660. 

Wabash Railroad Co. 

Railway Exchange Bldg., St. Louis 1. Leo 

A. Brown, dir adv & pr. 

Agency: Gardner, St. Louis. Spot $53,130. 

August Wagner Breweries, Inc. 

605 S. Front, Columbus 16, Ohio. 

Agency: Byer & Bowman, Columbus. Spot 

$82,530. 

Walgreen Co. 

4300 Peterson Ave., Chicago 46. Orville G. 

Gile, dir adv. 
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Agency: R. Jack Scott, Chi. R. Jack Scott, 
ae. Spot $462,240. 

Wander Co. 

105 W. Adams, Chicago 3. 

Agencies: Tatham-Laird, Chi. Jordan-Sieber 
& Corbett, Chi. Burdick & Becker, NYC. 
Spot $1,577,460. 


Ward Baking Co. 

475 Fifth Ave.,. NYC 17. R. M. Prentice, 
adv m. 

Agencies: JWT, NYC, Burke Herrick, a sup. 
Grey, NYC (Tip Top cake prds, Hotcha 
doughnuts), George DePue, a sup. Spot 


$2,150,000. 


Ward Drug Co. 

304 N. Walton, Dallas. Irvin Weinberg, adi 
sup. 

Agency: Pams Adv., Dallas, Darrell Grundy, 


ae. Spot $56,430. 


Warehouse Markets 
llth & Elgin, Tulsa. Margaret Simpson, adv 
sup. Spot $27,420. 


Warner Brothers Co. 

325 Lafayette, Bridgeport 1, Conn. Delight 
Dixon, adv m. 

Agency: C. J. LaRoche, NYC. Spot $196,- 
210. 


Warner-Lambert Pharmaceutical 
Co. 

201 Tabor Rd., Morris Plains, N. J. LL W. 

Hoff, vp & dir adv; W. Bowe, dir med; P. 

Elliott Smith, prd adv m. 

Agencies: Lambert & Feasley, NYC 22 

(Listerine prds, Richard Hudnut prds, Du- 

Barry & Sportsman prds, Fizzies); Bates, 

NYC 19 (Anahist, Virisan); Warwick & 

Legler, NYC 22 (Bromo-Seltzer, Emerson 

prds). Spot $8,832,990. 

F. B. Washburn Candy Co. 

137-147 Perkins Ave., Brockton, Mass. 

Agency: James O'Leary Adv., Boston 

(broadcast). Spot $72,630. 

Washington State Apple Adv. 
Comm. 

Wenatchee, Wash. Joseph T. Brownlow, adv 

sup. 

Agency: Cole & Weber, Seattle, William 

Sandiford, ae. Spot $245,665. 

Wayne Candies, Inc. 

Fort Wayne, Ind. 

Agency: Kight Adv., Columbus, Ohio. Spot 

$27,730. 

Weicker Transfer Storage 

207 W. Las Animas, Colorado Springs. 

Agency: Robertson, Denver, Marshall Rob- 

ertson, ae. Spot $34,490. 

James O. Welch Co. 

810 Main St., Cambridge 39, Mass. 

Agencies: James Thomas Chirurg, Boston 

(east of Rockies). H-CH&M, LA (west of 

Rockies). Spot $102,090. 

Welch Grape Juice Co. 

Westfield, N. Y. Richard R. Adams, adv & 

sls prom. 

Agency: Richard K. Manoff, NYC. Spot 

$1,653,830. 

Wesson Oil & Snow Drift 

210 Baronne St., New Orleans 12. M. J. 

Kehoe, vp mktg. 

Agency: Fitzgerald, New Orleans, Robert 

Carley, a sup. Spot $256,980. 

West End Brewing Co. 

811 Edward St., Utica 4, N. Y. Frank 

Owens, adv m. 
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Agency: DDB, NYC, John F. McManus, ae. 
Spot. $358,780. 


Western Air Lines, Inc. 

6060 Avion Dr., LA 45. Bert D. Lynn, dir 
adv & sls prom. 

Agency: BBDO, LA. Spot $199,220. 


Western Land Roller Co. 

1341 W. Second, Hastings, Neb. Charles 
Anderson, p adv & sls. 

Agency: Allen & Reynolds, Omaha, Bob 
Reynolds, ae. Spot $36,760. 


Westinghouse Electric Corp. 

3 Gateway Center, Pittsburgh 30. Roger H. 
Bolin, dir adv; E. W. Seay, m g adv; D. E. 
Bockover, m med. Spot $131,180. 

Electric Appliance Div., Mansfield, O. R. 
R. Lynch adv m—major appliances; R. D. 
Lindsay, adv m—range dept; C. N. Pres- 
nail, adv m—laundry equip; J. F. Moyer, 
adv m—refrig, freezer; V. C. Moe, adv sup 
—water heater & kitchen utilities; H. R. 
Cummins, adv m—refrig, specialties; S. T. 
Clark, adv m—portable appliances. 
Agency: McCann-Erickson, NYC 17, Russ 
Johnston, M. Carl Johnson, Carl N. Everett, 
James P. Gillis, aes. 

Tv-Radio Div., Metuchen, N. J. R. W. 
Johnson, adv & sls prom m. 

Agency: Grey, NYC 22, Hal Davis, a sup; 
Gilbert Kahn, John Mazey, aes. 

Air Conditioning Div., Staunton, Va. T. J. 
D. Dunphy, adv m. 

Agency: Fuller & Smith & Ross, Pittsburgh, 
D. V. Higgins, ae. 


Westminster Paper Co., Ltd. 

New Westminster, B. C., Canada. N. W. 
Markus, vp mktg. 

Agency: James Lovick, Vancouver, B. C., 
Doug Craig, ae. Spot $83,000. 
Wheatena Corp. 

Elizabeth & Grand Aves., Rahway, N. J. 
C. L. May, sls m & adv m. 

Agency: Charles W. Hoyt, NYC, Win Hoyt, 
ae. Spot $220,000. 

Wheeling Elec. Co. 

51 Sixteenth St., Wheeling, W. Va. Marvin 
Barth, adv sup. 

Agency: Meldrum & Fewsmith, Cleveland. 
Spot $29,070. 

White Cross Sleep Products 

1029 N. Front, Philadelphia 23. Morris 
Freeman, partner chg adv. 

Agency: Elkman Co., Philadelphia. Spot 
$54,920. 

White House Co. 

8 Kingsland Ave., Harrison, N. J. 
Agency: Victor & Richards, NYC. Spot 
$170,980. 

White King Soap Co. 

617 E. Ist St., LA 54. W. G. Aitken, adv m; 
J. A. Forthmann 3rd, asst adv m. 

Agency: EWR&R, LA, Martyn Agens, ae. 
Spot $840,420. 

Martha White Mills, Inc. 

145 Ist St. N., Nashville 3. A. O. Stinson, 
dir adv & sls prom. 
Agency: Noble-Dury, 
Hines, ae. Spot $121,450. 
White Rock Corp. 
Foot of Van Dyck, Brooklyn 31, N. Y. S. 
Sottile, sls prom m & adv m. 

Agency: MacManus, John & Adams, NYC. 
Spot $186,710. 

White Villa Grocery Co. 

1716 Webster St., Dayton. 


Nashville, Allen 


Agency: Midland Adyv., Cincinnati, Bud 
Koons, ae. Spot $27,140, 


George Wiedemann Brewing Co., 
Inc. 

601 Columbia, Newport 8, Ky. Newton 

Cross, dir adv; Herbert W. Lupton, asst 

adv m. 

Agency: Tatham-Laird, Chi., C. R. Standen, 

Paul Schlesinger, aes. Spot $981,530. 


Wildroot Co., Inc. 

1740 Bailey Ave., Buffalo 11. Albert E. 
Ritchie, vp chg adv mktg & sls, Colgate 
Palmolive Co., Toilet Articles Div. 300 
Park Ave., NYC 22. 

Agency: BBDO, NYC, S. C. Titus, ae. Spot 
$523,310. 


Wilkins Coffee Co. 

513 R. I. Ave., NE, Washington 2. John 
H. Wilkins Jr., pres. 

Agency: Ver Standig, Washington, M. Bel- 
mont Ver Standig, ae. Spot $289,440. 


Wilson & Co., Inc. 

Prudential Plaza, Chicago 1. Mark Cox, dir 
adv, pr, sls prom. 

Agencies: K&E, Chi. (ham, bacon, sausage, 
smoked meats, Jane Wilson prds & canned 
meats), John Baldwin, Frank Hoell, aes. 
Roche, Rickerd & Cleary, Chi. (Ideal Dog 
Food, Bakerite Shortening, BV Meat Ex- 
tract, poultry, Wilson sporting goods), Al 


Bonk, Elmer Blasko. Spot $20,800. 


Ar. Winarick, Inc. 

100 Jersey Ave., New Brunswick, N. J. 
Agency: KHCC&A, NYC, H. Kastor Hahn, 
ae. Spot $102,660. 

Wine Advisory Board 

717 Market St., San Francisco 3. Edmund 
A. Rossi, m of bd. 

Agency: Roy S. Durstine, San Francisco, 
John Emmart, ae. Spot $333,970. 

Wings of Healing 

Portland 7, Ore. 

Agency: Century Adv., Portland (broad- 
cast), Dorothy Long, ae. Spot $30,420. 
Wisconsin Electric Power 

231 W. Michigan St., Milwaukee. Wesley 
Blisch, adv sup. 

Agency: Klau Van Pietersom-Dunlap, Mil- 
waukee, Vic Lawrence, ae. Spot $200,740. 
Wisconsin Telephone Co. 

722 N. Broadway, Milwaukee 1. E. R. Han- 
auer, adv m. 

Agency: Cramer-Krasselt, Milwaukee, Ted 
Wing, ae. Spot $82,930. 

Wise Potato Chip Co. 

Berwick, Pa. Percy C. Wilson, adv m. 
Agency: Lynn Organization, Wilkes-Barre, 
S. C. B. Lynn, ae. Spot $124,520. 

Wolf’s Bakery 

Lafayette, La. William Wolf, adv sup. 
Agency: Purnell Adv., Dallas, Lew Purnell, 
ae. Spot $30,540. 

Wong’s Frozen Foods 

2910 E. Harcourt, Compton, Cal. Doc Wong, 
p chg sls & adv. 

Agency: Compton, LA. Spot $21,990. 
Woodward & Lothrop 

10th, 11th F & G Sts., NW, Washington 13. 
George Titus, adv dir. 

Agency: Martin, Washington, 
Martin, ae. Spot $104,530. 

F. W. Woolworth Co. 

233 Broadway, NYC 7. A. F. Male, adv m. 
Agency: Lynn Baker, NYC. Spot $45,090. 
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World Wide Automobiles Corp., 
Regional Dealers (Volkswagen 
cars) 

49-12 Newtown Rd., Long Island City, N. Y. 

Arthur Stanton, p chg adv. 

Agency: DDB, NYC, Edward McNeilly, ae. 

Spot $61,980. 





a cals 


Wm. Wrigley Jr. Co. 

410 N. Michigan Ave., Chicago 11. Wrigley 
Ofield, adv m. 

Agency: Arthur Meyerhoff, Chicago. Spot 
$2,071,990. 


Wrigley Stores, Inc. 

13901 Joy Rd., Detroit. 

Agency: Adrian Adv., Irv Levinson, ae. Spot 
$68,460. 


Wynn Oil Co. 

1151 W. Sth St., Azusa, Cal. Car] E. Wynn, 
adv sup. 

Agency: Kennedy, Walker, LA, Earl Ken- 
nedy, ae. Spot $45,210. 


Yankee Super Markets—John L. 
English Whsle Grocery Co. 

Delaware Ave., Cohoes, N. Y. Tom Gould, 

adv sup. 

Agency: O'Connell, Albany, Daniel O’Con- 

nell, ae. Spot $52,650. 


W. F. Young, Inc. 

111 Lyman, Springfield 3, Mass. Wilbur F. 
Young, treas & adv m. 

Agency: JWT, NYC, Ted Wilson, ae. Spot 
$110,210. 


— A 


Zeigler Packing Co. 


Selma, Ala. 
Agency: Robert Luckie, Birmingham. Spot 
$35,370. 


Zinsmaster Baking Co. 
2900 Park St., Minneapolis 7. E. K. Martin, 
adv m. 


Agency: BBDO, Minneapolis. Spot $33,170. 


Abbreviations used in this directory are as 
follows: a, account; ae, account executive; 
a sup, account supervisor; adv, advertising; 
asst, assistant; bdecst, broadcast; c, com- 
mercial; comp, comptroller; coord, coordi- 
nator; dept, department; dir, director; dist, 
distribution; div, division; g, general; m, 
manager; med, media; merc, merchandis- 
ing; mkt, marketing; nat, national; p, pres- 
ident; pgm, program; pr, public relations; 
prd, product; prod, production; prom, 
promotion; serv, service; sls, sales; sr, 
senior; vp, vice president. 
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For SERVICE 
in TV 


ERVICE continues to be one of the basic 
theme songs at BMI. Not only are its fa- 


\ =F = ae / cilities offered to its TV licensees, but to pro- 
yj, en = ducers, advertising agencies and their clients, 
: FF TV film distributors, music conductors, direc- 

A tors, and everyone in TV concerned with music 
WA and programming. This service is apparent in 
B/ , 2 the day to day activities of BMI and is pro- 


vided in many forms, such as: 


@ Assistance in the selection or creation of music for theme, back- 
ground, bridge, cue or incidental mood music 


@ Aid in music clearance 
Help in protecting music ownership rights 


@ Answers to questions concerning copyrights, music right for future 
residual usage and help in solving all other problems concerning 


the use of music in TV 


TELEVISION Shetce BOOK 


A regular monthly service of pre- 
tested musical sketches for the 
producer, director and artist. 


. . . practical working scripts for the presentation of 
songs in dramatic, comic and pictorial fashion. The 
very latest popular song hits as well as the standard 
favorites are developed into photogenic sketches which 
can be used effectively as complete musical shows, as 
production numbers in variety shows, or for scene- 
setting segments. Look for the BMI TV Sketchbook when it reaches your sta- 





tion each month. 


Let BMI give you the TV Music Story 
Call or write BMI TV SERVICE depariment. 


BROADCAST MUSIC, 


589 FIFTH AVENUE, NEW YORK 17, N. Y. 
NEW YORK @ CHICAGO @ HOLLYWOOD © TORONTO © MONTREAL 
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You can use Pulse's totally new dimensions for profitable buying] 
CUSTOMER-SLANTED facts for comparing the 201 TV network shows 
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Pulse QUALITATIVE NETWORK facts for SALES results! Piainly illustrating that not HOW BIG but HOW SMART makes 
for profitable buying! Pulse qualitative data like these for ALL network programs. Subscribers also receive FILMS standings in 
the 22 top markets — 126 quarter hour, half hour, and hour SPOT FILM PROGRAMS reported for February, 1959! 


100,000 
DIFFERENT 
FAMILIES 


ARE INTERVIEWED MONTHLY THROUGHOUT THE USS. 


Charted above is a single, highly success- [Effective with April reports for all mar- 

ful show. Not an impressive network rat- kets and network, Pulse interviewing will 

ing, true, but a block-buster for selling be conducted daily all month—365 days 

20,000 different families e!p, market by market. Pulse subscrib- a year of interviewing in America’s key 

e = ers get this vital information monthly, for markets! This is the qualitative assist- 

per daytime TV strip all programs. Every important category ance leading advertisers want. You can 

of products being covered, with adequate _ put it to work, not just for time and pro- 

5 000 different families repeats to measure progress. Brand tabs gram buys, but for advertising, selling, 
once-a-week TV program are available on order! promotion, basic marketing. 


minimum samples : 











Complete details on request. Please write or phone JUdson 6-3316. 














Nothing 
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NEW YORK 19, N.Y. 
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LARGEST SCIENTIFIC SAMPLING — ‘ONLY U. S. CENSUS TALKS WITH MORE FAMILIES” * MORE THAN 220 MARKETS 1958—STILL MORE FOR '5? 
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The election of Clifford Spiller to the vice, chairmanship of the board of directors 
of Sullivan, Stauffer, Colwell & Bayles, Inc., has been announced by Raymond F. Sulli- 
van, chairman of the board of the agency. Mr. Spiller started with the organization in May 
1957 as senior vice president in charge of the Pall Mall cigarette account and as a mem- 
ber of the plans board. He came to SSC&B from the Maxwell House division of the Gen- 
eral Foods Corp., which he served as director of marketing. During his 12 years with 
GF, Mr. Spiller was active in the marketing of a wide group of grocery-sold products. He 
also was general manager, first of the Franklin Baker division and then of the Walter 
Baker division of General Foods, over a five-year span. Earlier, he was director of adver- 








tising, promotion and research for American Home magazine. 


Elected to the board of directors of Campbell- 
Mithun, Inc., are Norman F, Best (1.), vice presi- 
dent and general manager of the agency’s Minne- 
apolis office since 1958; William C. Lyddan (c.), 
vice president and account group head in Chicago 
and top supervisor on the American Dairy As- 
sociation account, and Paul E. Morgan (r.), vice 
president and Los Angeles office manager, who 
joined C-M in 1954 as account executive on Hamm’s 
beer. 





The appointment of William Lyons as advertising manager of the U. S. division of 
Max Factor & Co. has been announced by Nelson Gross, the cosmetics firm’s director of 
U. S. advertising. According to Mr. Gross, the appointment of Mr. Lyons fills the position 
formerly held by Robert Schafhausen. Mr. Lyons, who will headquarter at the company’s 
home office at 1655 North McCadden Place in Hollywood, will carry out his functions as 
advertising manager on all Max Factor products marketed in the United States. With more 
than 10 years in the advertising and marketing fields, Mr. Lyons has had considerable 
experience in personal and household-care products. Prior to joining Max Factor he 
was with the Toni Co. in Chicago as brand manager, and before that he served with Benton 
& Bowles in New York as an account executive. He is a graduate of M.I.T. 





Reggie Schuebel, director of network relations for Guild, Bascom & Bonfigli, Inc., 
and one of the most prominent figures in broadcast media for many years, has been 
elected a vice president of the San Francisco agency. With GB&B for the past three 
years, Miss Schuebel has been headquartered in the company’s New York office and has 
been responsible for network relations on television shows such as Bold Journey and You 
Asked For It; in addition, she is active on tv and media matters handled by the agency 
in New York for accounts which include Ralston cereals, Skippy peanut butter and Rival 
dog food. Before joining GB&B Miss Schuebel was vice president of Norman, Craig & 
Kummel, and previously she headed her own tv consultant firm for agencies and was 
radio-tv head of Duane Jones. Her earliest success came at the now-defunct Biow Co. 



















David D. Wines (1.), account executive on the General Motors 
Guardian Maintenance service program, and Ralph L. Wolfe 
(r.), head of management services activities, have been named 
vice presidents of D. P. Brother & Co. Mr. Wines joined the 
agency in 1956 as an account executive, following his association 
with advertising and promotion activities in the automotive, 
packaged-goods and appliance fields in the Detroit area. Mr. 
Wolfe was a vice president and account supervisor at Compton 
Advertising, Inc., before going with Brother in 1958. His ad 
experience spans a quarter of a century. 
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Produces Commercials Attention Procter & Gamble, Lever 


for Bros., Colgate and other soap opera- 
tions: In a Tokyo bathhouse the 





























number of customers has doubled 


SCHAEFER since the installation of a television 


set. In addition, it has also been re- 


jaa ported, many customers are paying 


for two baths in order to watch in- 





| teresting programs until the very end. 
Batten, Barton, Durstine & Osborn, Inc. . 

The kindest thing you cuild say 
|on behalf of a Buffalo man named 


| 

|Vincent J. Carbone Jr. is that per- 
| haps his heart was in the right place 
|—but hardly anything else was. 


Produces Commercials | The 34-year-old Carbone was sen- 


tenced to a year in the penitentiary 
for for selling a television set so he 
could get enough money to bury his 
| mother. 

But city judge Joseph P. Kuszyn- 
ski imposed sentence after discover- 
ing that (1) there was no tv set, 
and (2) Carbone’s mother was still 


William Esty Co., Inc. alive. 


Sentiment, as well as a strong 


sense of justice, puts us on the side 
of two United States Senators who 
testified in Washington at a Senate 


hearing in support of licensing tv 





* ay & 


Produces Commercials boosier stations which relay into re- 
for mote areas. 


Senator John A. Carroll (D., Colo.) 
told the hearing that ranchers in his 


PROCTER & state report that if they don’t have 


television in the bunkhouses, they 
GAM BLE INC have trouble keeping hired hands. 

j e Senator Gale W. McGee (D., Wyo.) 

said that in some towns in his state, 

Young & Rubicam, Inc. “all there is to do is fish and hunt.” 

: And, he added, “We should give these 

For your next commercial people tv as an entertainment alterna- 

call — tive.” 
Yep, we say, it’s about time some- 
thing was done for those adult 





westerners. 
* * a 





Meanwhile, away for the Rancho: 
——E In a north central Mexican town 


CA RAVEL F 1LMS | 2amed Aquascalientes, a new tele- 


INCORPORATED vision station opened recently. Most 
20 WEST END AVENUE of the residents of the town—some 
NEW YORK 3,000, in fact—bought tv sets. But 


ClIrcle 7-6119 the government shut the operation 
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down because the owners had failed 
to get proper operating documents, 

It wasn’t a question of not enough 
live or film but of too much red 
tape. 

* * @ 

And talking about tape, there were 
some red faces in tv circles as a 
result of some tangled tape on or 
about Thursday night, July 9. It 
seems that on that night on CBS-TY 
Al Capone’s hoods were shown rid- 
ing horses to the St. Valentine’s Day 
massacre and later on NBC-TV Jack 
Paar and company appeared as head- 
less horsemen. Needless to say, this 
uncalled-for horseplay was rather 
confusing to viewers, actors, pro- 
ducers, sponsors, engineers and, 
probably, to the horses as well. 

Here’s what happened, and why. 
The horses galloped across the CBS 
screens at 10:27 p.m., eastern day- 
light-saving time, during the re-run 
showing of Seven Against the Wall, 
a Playhouse 90 drama about the 
Chicago slaying of seven men by 
Capone’s mob. The horses remained 
on the screen for a good dozen 
seconds before the killers carrying 
violin cases returned to do their job 
of machine-gunning the rival gang- 
sters in a garage. 

The CBS explanation for the mix- 
up was that the network was running 
the Playhouse 90 tape for some of its 
stations and a Zane Grey Theatre 
tape for others—in cities with stand- 
ard time. Both tapes were going out 
on AT&T and the lines got crossed. 

At NBC, from 12:09 to 12:33 a.m., 
Jack Paar and friends had their heads 
cut off by one of four white horizontal 
lines. A network spokesman had this 
to say about the unintentional guil 
lotining: “One of the video heads 
on the taping machine clogged when 
the show was being taped four hours 
earlier. There was no way we could 
tell the tape was bad until it was 
run on the air.” 

As far as we know, those who were 
watching Zane Grey had no interfer- 
ence such as one of Capone’s hoods 
eating oats. 
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Today...as for the 
last 31 years... 








Every advertiser 


receives the same 
rate for equal 
ol slereibelom- bere! 
ieretbtates 





RADIO 


K 4 T 2 TELEVISION 
50,000 WATTS CHANNEL 5 
MINNEAPOLIS « ST. PAUL Basic NBC Affiliate 
KOB AM-TV W-GTO AM 


Albuquerque, New Mexico Cypress Gardens, Florida 





Edward Petry & Company, Inc., National Representatives 





NOW 


New York’s most intriguing 
television station turns to 


PRESENTATION 


Effective July 15 
Young Television Corporation 
becomes exclusive 
national representative for 


TV 


Channel 13... NTA’s uniquely programmed, 
uniquely successful independent in 





This is the station which has 
magnetized millions of viewers with new 
dimensions in programming, with 
on-screen personalities so impressive they’ve 
earned national syndication. 
WNTA-TV is due to play a key role in 
your New York area marketing—and 
our knowledgeable people in seven 
important centers have the key. 


YOUNG TELEVISION CORPORATIO O} 


An Adam Young Company 
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NEW YORK LOS ANGELES 
3 East 54th St. 6331 Hollywood Bivd. 
New York 22. WY. Los Angeles 28. Calif 
Plaza 1-4848 HOllywood 2-2289 
CHICAGO ATLANTA 
Prudentia! Plaza 1182 W. Peachtree 
Chicago 1, 1. Atlanta, Ga. 
Michigan 2-6190 TRinity 3-2564 
SAN FRANCISCO DETROIT 
Russ Bidg. (Rm. 1207) 2240 Book Bidg. 
San Francisco 4, Calif. Detroit 26, Mich. 
YUkon 6-6769 : WOodwad 3-619 
ST. Louis 
317 No. Eleventh St. 
St. Louis, Mo. 
MAin 1-5020 
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